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CHAP I ER 1. 

AN INTRODUCTION TO TFIR,! STUDY 

SECTION A 

1. The objectives of the Study. In the developing nations, since the 

end of the Second World Zar, there have been a number of changes, in 

certain cases radical, in a number of fields in both the pure sciences 

and social sciences. The field of business management and particularly 

sarketing management has been no exception to the general trend. 

The term Marketing has assumed a number of different meanings 

and definitions depending on the period one is considering. For 

example, before the Great War, ä business' prime concern was its 

ability, technical as well as financial, to produce a product in a 

certain volume. Selling the product did not assume a high priority 

in management's scale of priority: the demand for the product was 

there, the problem was how to meet this demand. 'This period has 

been referred to as production orientation, where the supply side of 

the equation assumed more importance than the demand side. 

The period post the Great War and up to the beginning of the 

hostilities in 1939 is usually designated as sales orientation. A 

business' major concern was its ability to sell high volume. 

Production capability was not the issue of the day, instead it was 

taken for granted a company could produce in large quantities. It was 

implicitly assumed that there is a direct relationship between volume 

and profit. The higher the volume, the higher the profits and vice 

versa. A business' main concern was thus to sell and build up volume. 

With every producer having this business objective, there is a limit 

to the extent of effective demand in a particular market or a part 

thereof. During the war business as well as the Nation's philosophy 

was identical - efforts were directed to win the war. However the 

underlying business philosophy was the same. 



2. 

Since the Second Wbrld War and particularly in the United States, 

a'new' business conception has evolved. This is referred to as the 

marketing concept. Basically, this means that a business should be 

run with a view to satisfying certain customer requirements at a profit. 

As such the company would integrate all its activities with these 

objectives in mind. Marketing was viewed as an activity embracing 

all the activities in the business, that it starts from the. market 

place and is only completed when the customer is satisfied, and the 

company is meeting its profit objective, or whatever that objective may 

be. 

We may ask what brought this change about? A number of reasons 

are cited for this change. First and perhaps the most important-is the 

high degree of competitiveness in American business. Because-of this, 

a business has always to find ways and means of being ahead of its 

competitors in terms of 'better' product serVice and so forth. 

Secondly the American consumer became more 'affluent', he commands a 

more' discretionary income than he did pre the Second War and thus is 

in a position to select from the various arrays of products available. 
A business had to research into the consumer's sub-conscious desires 

and wants to be ahead of competition, but only for a brief period. 
The consumer is no longer dictated by what the plant can produce, he 

expects certain features and attributes within product categories - 

and 'something' more. The producer who fails to realise this pays a 
heavy penalty, the least of which is foregone profit. Confronted with 

this kind of business and consumer set-up, the producer became market 

orientated, that is, to make and effect decisions within the framework 

of customer requirements. 

American business since the Second War increasingly accepted and 

implemented the marketing concept with satisfactory results. (1) A 

number of research projects point this out. However only recently 

(1) Journal of Marketing Oct 1971. 
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it has been reported that the marketing concept, if accepted, is not 
implemented fully and if so not on a'day-to-day baais. (1) At this 

point, we have to make the distinction clear between accepting the 

marketing concept and implementing it. From research findings to 

date, (2) having a favourable attitude towards the marketing concept 

does not necessarily mean that it is implemented. 

Britain has passed through"a phase similar to that of the United 

States of America in terms of marketing conception and practices. 

However, not much empirical work has been done to document attitudes 

towards the marketing concept and marketing practices in British 

industry. The present research study seeks to find out the extent 
to which the marketing concept is accepted and the extent to which 

it is implemented. This is done with respect to the British carpet 

manufacturing industry. The areas of pricing and promotion have 

been specifically studied. The ultimate objective of the study 
is to find out the factors that affect favouräbility of attitudes 
towards the marketing concept (which could in turn influence 

implementation) and variables that help or hinder the implementation 

of the marketing concept. Having established such factors it would 
then be possible to suggest ways and means that would help a company 
to become marketing or customer orientated. 

2. Why pricirr, and promotion. The marketing concept as conceived 
in the early 1950's implied that all aspects of running a business 

should be integrated with the basic dual objectives of satisfying 

customer wants and achieving company objectives. Marketing was 

viewed as the process of finding out-what the customer wants to the 

point where he is satisfied. 

This process meant that the following activities are part of 
the ')narketing mix": marketing research, new product planning and 
development, sales management, pricing, promotion, distribution..... 

(1) Journal of Marketing Qct 1971. 
(2) Marketing in the textile industry: S. Saddik. Unpublished Ph. D. 

thesis - University of Bradford. 
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Each constituent in the mix has a role to play, the importance and 

emphasis on which would depend overall company objectives and policies. 

To find one of these constituents or sub-constituents missing in a 

business is not lack of market orientation, but could be a matter 

of policy resulting from customer orientation. 

Pricing and promotion, like other elements of the marketing mix 

contribute to the business operation. Pricing policies and decisions 

are so basic to any business in that it determines how much the 

consumer is willing to pay, and pays, which would determine demand 

for the product or service in question. From the business point of 

view, it determines whether it is profitable, in the long ran, to 

supply the product. Historically, pricing decision has been given 

considerable attention by management. Today's management faces the 

same degree of importance, but the conception of pricing policies 

and decisions under the marketing concept is more than a determinent 

of-profit (in the sense of total costs minus total profits); it 

becomes a manipulative factor that, if used properly, could lead to 

higher long term profit. It is because of this fundamental reason 
that part of the emphasis of the present study is on pricing. 
The objective is thus to find out to what extent its pricing policies 

and practices are implemented within the framework of the marketing 

concept. 

Promotion is another element of the marketing mix. 

Temporarily it is defined as the company's effort to promote its 

product or service in such a way as to make a sale. Promotion is 

usually referred to as consisting of four sub-major activities, that is, 

advertising, personal selling, public relations and any other 

promotional activity referred to as sales promotion. The importance 

of each of these elements of the "promotion mix" would depend on 

overall company objectives and policies. It is a matter of degree 

and emphasis. Again, the absence of one or more of these elements 

should not lead us to conclude that the company is not marketing 

orientated, 'it could mean that with respect to the Company's 

objectives and policies at a particular point in time does not view 
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the activity in question as relevant. However, the presence of 

promotion in one form or another is inevitable if a sale is to be 

concluded. 

On-a general level the relative importanbe of promotion has 

increased over the last 2 decades and more so with the development 

and implementation of the marketing concept. The reason for this is 

basically similar to those " instigating the marketing concept. 

First intensity of competition implying that a manufacturer has 

to "shout louder" for the consumer to hear him. Secondly, the increase 

in discretionary income implying psychological satisfaction or 

otherwise brought about by certain promotional activities which 

could affect sales. Given this increase in relative importance, the 

present study seeks to reveal the extent to which promotional practices 

operate within the framework of the marketing concept. - -- 

The relative emphasis on promotion in comparison to pricing is I/ 

noted. Over the last 10 years there has been a steady increase in 

promotional expenditure by the carpet manufacturing industry. 
(1) This presumably reflects the increasing importance attached to 

promotion as a marketing activity. Simultaneously, emphasis on 

prices is by far less than that on; promotion as it is infrequently 

mentioned in promotional messages and activities. Thus the 

study attempts to find out the extent to which promotional practices 

are in line with the requirements of the marketing concept. 

Having established this, it is related to pricing practices in the 

industry, pointing out the relative importance of the two activities 

and reasons for such relativity. Furthermore the relative importance 

of elements of the promotional mix will be established. Again the 

reason for such status will be indicated. The ultimate objective 

is to pin point obstacles, where they exist, facing pricing and 

promotional activities to be implemented within the framework of the 

marketing concept. Similarly factors that help implemention are 

indicated. However as indicated earlier, once these obstacles are 

(1) Economist Intelligence Unit. Special Reports No. (2) and (3) 

"Carpets" and "Floorcoverings in the U. K. ", respectively. 



6. 

are identified, ways of surmounting them are discussed. 

3. Preliminary Phase. Having established in general terms the 

research 'problem', attention was directed towards a systematic 

approach to design and collect the necessary data and ways of 

analysing it to meet the objectives of the study. Indeed it is 

the result of the first stage., as shown below, that the previous 

section was made possible. However, the present design and method 

of research had been decided at the outset. 
(a) Desk Research The objective of this stage of the 

research project was to familiarise the research worker 

with literature on marketing in general with specific 

reference to attitudes, pricing and promotional activities. 

The emphasis throughout was on details. A crash course 

on'research methodology was scheduled. Familiarity with 

empirical and theoretical work connected with the 

marketing concept received considerable attention. 
A full understanding of methods and techniques of data 

analysis relevant to the study was part of the desk 

research phase. The ultimate objective of this phase 

was to arrive at tentative hyphotheses to be used as a 

guideline in collecting the necessary data to achieve the 

objectives of the study. A case study was utilised to 

achieve this and refine the hyphotheses. As a result 

the following hypotheses was formulated. 

a. The majority of executives in the carpet 

industry are not favourably disposed towards the marketing 

concept. 

b. The larger the size of the company, the more 

likely it is to be favourably disposed towards the marketing 

concept. 

c. Pricing practices are considered within the 

framework of internal company information. 

d. The companies are marketing orientated in the 

promotional activities compared to pricing practices. 
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4. Possible methods of'research for collecting the necessary data. 

As a result of the desk research phase it xa found that a number 

of research methods could be used to collect the necessary data. With 

the objectives of the study in mind, any one or a combination of the 

following data collecting techniques could be used. We briefly review 

the major advanta6es and disadvantages of each of the following 

techniques: case study, postal survey and interviewing, taking into 

consideration the objectives of the research project. 
(a) The case study. The care study is one form of collecting. 

the necessary data. Basically one company is studied in depth. 

A number of advantages pertain to this method. 

1. The fact that the research worker lives in the organisation 

or the research scene, he becomes part of it and would be in 

a favourable position to fully understand what is involved. 

2. The quality of his data is likely to be more embracing 
than other forms of data collection for the above reason and 
for the opportunity of cross validation. 
3. It is relatively cheaper than the field interviewing method 

where usually the size of the sample is much larger. 

4. It helps to formulate or modify a hypothesis as 

relevant to the objectives of the study. 
However, the case study method faces a number of disadvantages 

in view of the objectives of the study. 

1. The case study method is not scientific perse in that the 

study of ono company does not necessarily reflect attitudes and 

practices throughout the industry. What it can show is that 

conclusions arrived at as a result are true of that particular 

type of company in the industry. Regarding the assessment of 

attitudes towards the marketing concept, the case study method 

is not relevant in that one company represents a very small 

number of members of senior management in the industry. 
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2. The case study method assumes scientific significance 

only when classified in such form as "to reveal uniformi. tie , 
types and patterns of behaviour. The fact that a number of 

"cases" are required to meet these criteria misses the 

fundamental feature of the case study method, in that one 

case represents the whole universe. 

3. There is the danger that the research worker might 

become part of the organisation and thus an element of 

bias creeps into the data. 

However this is not serious if full recognition of this 

shortcoming is made at the beginning of the study. 

Having said this, the case study method is, on occasions 

inevitable, for example, in the unlikely situation where 

only one company in an industry agrees to participate in 

the study. However, on a more practical level in the field 

of social scientific-research, the case study method should 

be viewed as complementary to other forms of collecting 

relevant data. Specifically it should be used in 

combination with field interviewing and/or a postal survey. 

In such circumstances the case study approach is used as a 

media of 'testing' tentative hypotheses, appraising the 

objectives of the study, what form of subsequent research 

method is most practical and relevant and, not uncommon, 

to modify hypotheses. As a result, it would be possible 

to fully or partially structure subsequent interviewing and/or 

questionnaires. This will also provide the research worker 

with an opportunity to decide whether the open or close 

ended form of question or a combination of both is the 

relevant course of data collection with respect to the study 

in question. 

b. Field Interviewing. Interviewing is essentially a 

face-to-face method of collecting data. There are a number 

of interview types that could be used in data collection, 

the appropriateness of each would depend on the objectives of 

the research project under consideration. 
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Basically-interviews could be highly structured and standardised 

or less structured. Before considering the advantages and 

limitations of each of these types, we briefly mention the 

advantages and problems of interviewing as such. 

1. Interviewing could be administered on almost 

all segments of the population. This is a major 

advantage when a percentage of the universe to be 

studied is illiterate. 

2. Flexibility is of equal importance although the 

degree of flexibility would depend on whether the 

interview is highly or partially structured. 

Nelertheless, the interview presents an opportunity to 

clear misconception or misinterpretation of question. 

3. Interviewing reveals information about emotionally 

laden subjects. No other form of data collection 

possesses this advantage. Indeed it might be 

impractical otherwise. 

4. The mere fact that the respondent is face-to-face 

with the interviewer provides a social atmosphere 

condusive to the flow of information. Respondents 

feel free to express themselves. Some respondents 

enjoy answering if only to experience a sense of 

recognition. 

5. The response rate in, interviewing is higher 

compared to questionaire. 

c. Problems of Interviewing. 

1. It is a very expensive and tide-consuming method 

of collecting information. This, however, would 

depend on the size of the sample and incidental 

expense. Wherever possible, a research worker 

would aim for a sample adequate to yield the 

necessary information. 

2. The length of an interviewing session could have 

a bearing on the validity of data collection. 

This problem is on the part of the interviewer and 

respondent alike. The respondent might '(; et bored' 

towards the end of the interview and there is a 

possibility he would say anything to conclude the 

interview. There is a close parallel with the 
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interviewer in that he might find the interviewing 

repetitive and is likely to rush the interview, which 

would, in effect, irritate an interested respondent. 

3. The mere presence of an interviewer is likely 

to inhibit or reduce the validity (in the technical 

sense) of collected' data. However this is not a 

serious problem in the hands of an experienced 

interviewer in that he can utilize a number of 

psychological inducements for example, providing a 

feeling of recognition to the respondent, reinforcement 

and so on. The interviewer needs to gain the 

confidence of the respondent to facilitate the flow 

of information. 

4. In the Hands of an inexperienced research worker, 
interviewing could provide highly invalid data. 

The possibility of tho interviewer "filtering" the 

respondents views is likely. This is a serious 

problem if the interviewer is the research worker 

and therefore intimately familiar with the research 

problem, unless full awareness of this is indicated 

at the outset. 

5. The extent of co-operation in studies involving 

interviewing is affected by the length of time 

required on the part of the respondent, in that a 

respondent might refuse to co-operate only because 

the time required is, in his opinion, too long. 

The research worker can quote the minimum time 

required, but if the actual time is substantially 

. 
longer, the respondent might embarrass the interviewer. 

However this is not often experienced. 

d. Types of Interviews. Basically interviews could, at one 

extreme, take the form of highly standardised interviews: at 

the other extreme, partially structured. The highly standardised 

interview is a rigid type of interview where both answers and 

questions are predetermined. In this respect it is similar to the 
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questionnaire, but' administered in a face-to-face context. 
The reason for using it rather than a questionnaire is, 

primarily, because the respondent can be reached, 'or the 

research worker might feel that the response rate will be 

higher. Financial restraint is an important limiting factor 

to the use of highly structured interviews. Finally it is 

used when the nature of the required data demands that all 

respondents are replying to the same question in the same 

order. 

The less structured interview, also called depth or 

non-directive interview, stands at the other extreme. 

Under this type of interviewing, neither the respondent's 

answer nor the interviewer's question is predetermined. 
The course of the interview is largely determined by the 

type of responses and questions formed. This type of 
interviewing pro-supposes that the interviewer is familiar 

with the subject under discussion. This approach of data 

collection is inherently flexible. The freedom the 

interviewer is permitted is the major advantage and 

shortcoming of this type of interview. Having a high 

degree of freedom the interviewer can touch upon various 

aspects of the subject uninhibited by a set of questions, 
exert emphasis where necessary and so forth. It is because 

of this flexibility that this type of interviewing is not 

favoured, in that the accumulated data lacks comparibility 

and uniformity with similar interviews. The problem of 

validity, discussed earlier, is highly relevant to this 

type of interviewing. 

The third type of interview relevant to the present study 

is the focused interview. Essentially the interviewer 

focuses attention on a given experience. For this interview, 

the research worker would have formulated the areas to 

be covered from the literature on the subject. It is essential 
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that the respondent(s) is involved with the issue and thus in 

a position to provide necessary information. The main feature 

of this type of interviewing is the testing of formulated 

hypotheses which is not possible unless the research worker 

is intimately familiar with the perimeters of the research 

problem. To the extent that this type of interviewing includes 

unanticipated responses' gives rise to fresh hypotheses for 

more systematic and rigorous investigation. 

Advantages and limitations of Questionnaires. 

The questionnaire approach of collecting data is a widely used 

method. It could take the form of a postal survey (mail 

questionnaire) or given to the respondent and then collected 

or sent upon completion. Both types are essentially the same. 

However the latter method, referred-, to as self adthinistered 

questionnaire, ensures a high response rate, accurate 

sampling and a minimum of interviewer's bias, while 

permitting interviewer assessment giving the benefit of a 

degree of personal contact. 
Generally speaking both types of questionnaires face the same 

advantages and limitations. 

1. Perhaps the major advantage of the questionnaire 

is its cheapness to administer. This is obvious when 

compared with any other method of data collection 

particularly with respect to the wider coverage it 

-provides. 

2. The questionnaire usually reached the intended 

respondent because it could either be mailed to him 

or handed in person. 

3. It is useful if documents need consulting, 

otherwise it is possible for the respondent to quote 

information so as-not to impede the progress of the 

interview. 
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4. Because öf its impersonal nature and its 

standardisation it ensures a degree of uniformity. 

This is particularly useful at the analysis stage. 

5. Respondents may have greater confidence in 

anonymity and thus feel free to express their views 

within the framework of the questions provided (unless 

an open-ended question is used). Following the same 

line of reasoning the research worker has to use 

coTmon sense to detect irresponsible responses. 
6. The questionnaire places less pressure on the 

respondent for immediate response. The usefulness of 

this depends on the objectives of the study and the 

interpretation given to it. If the order of the 

questions is important, for the objectives of the study, 

then clearly this is a shortcoming. The same is true 

if immediate response, is desired. 

The questionnaire method of collecting data is not without its 

limitations. 

1. The response rate of questionnaires is usually low 

thus counterbalancing its major advantage of cheapness 
in the sense that the completed and usable questionnaires 

might bias the sample and therefore the conclusions, if 

the sample is assumed to represent the universe. 
However a number of factors could affect the response 

rate of questionnaires. First sponsorship, this depends 

on how the respondent conceives the sponsor, for example, 

a research project sponsored by a University to study 

a certain business activity receives a higher rate of 

response than if sponsored by the major company in the 

industry. Secondly the length and ease of filling in 

the questionnaire. It is safe to assume that the longer 

the questionnaire and the more complicated it is, the 

lower the response rate. 
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2. The questionnaire has to be simple, a factor which 

could affect the response rate. Simplicity might mean 

the sacrificing of pertinent information. Thue, it 

would be practical to provide explanatory notes as one 

would like. - 

3. Questionnaires lick personal introduction and probing. 

Whether this is a serious shortcoming depends on the 

" objectives of the research project. In certain data 

it might be necessary to probe to ensure that the 

respondent understands the question which is a serious 

problem given the possibility that respondents are 

likely to interpret the same question differently. 

4. Finally the respondent is likely to read all-the 

questions before starting to answer the questionnaire. 
The seriousness of this depends on the type of data 

required, which is determined by the objectives of the 

study. Clearly if spontinuity of response is 

desired, the questionnaire method of data collection 
involved an element of bias thus reducing validity if 

the same set of questions was administered, at a later 

stage, by means of an interview. 

f, Question format. The type of question form to be used in 

an interview or questionnaire is an important consideration and 

should be decided at the outset in that it will shape the 

data to be collected. This, however, is not crucial if the 

decided form of collecting the required dats is the 

unstructured interview. For the purpose of the present 

study we consider types of questions that could be used, 

and their relevance. 

Basically there are two types of question. Firstly, the 

closed-end or fixed alternative format, and, secondly, the 

open-ended. question. Each of these types has its used and 

limitations. The closed-ended question usually takes the 
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form of 'yes' or 'no'. As such it enjoys a number of advantages. 

1. It helps ensure that replies are given within 

the framework of the objectives of the study and 

in a form that is usable in analysis. This is 

particularly important where uniformity is desirable. 

Ease and simplicity of analysis is, where possible. $ 

a desirable feature in any piece of research. 

2. Closed-ended questions make clear the dimension 

along which answers are sought. This is of 

substance when the object is to test already 

formulated hypotheses and the research worker wishes 

to collect information directly related to the 

study. However, more precise wording of open-ended 

questions might eliminate this difficulty by 

indicating more clearly which dimensions were 

intended, or by asking separately about both. 

Despite its advantages the closed-ended question 

suffers from a number of shortcomings. In the first 

place, it may force statement of opinion on an issue 

about which the respondant has no opinion. Even 

if he has the latter, the available alternative 

might not exactly correspond to his attitudes. 

Secondly, omission of possible alternative responses 

may lead to bias. This is a serious problem as it 

would not be easy to measure the extent of bias 

in the collected data. 

Thirdly the opportunity to probe and loss of rapport 

is inevitable in a closed-ended question. How serious 

this is would depend on the objectives of the study 

in question. Finally, closed-ended questions may 

require the respondant to make a judgement of his 

attitude. This may or may not be desirable depending 

on the nature of the question. 
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The open-ended type of question basically permits 

free response from the subject rather than one 

limited to stated alternatives. As such a number 

of advantages pertain to it. 

Firstly, the respondant is free to express his 

opinion within the framework of stated alternatives 

or as he considers relevant. This is particularly 

useful if the objectives of the study require a 

free flow of opinions. Secondly open-ended questions 

provide flexibility. Again, the objectives of the 

study might demand the presence of such a feature. 

The major shortcoming of the open-ended question--is 

the difficulty of handling it analytically, although 

extensive coding is a possibility. Secondly, the 

respondant might respond in a way that might not 

be relevant to the study. Clearly this might 

hamper the effectiveness of the accumulated data. 

The presence of an interviewer could alleviate 

this shortcoming but one faces another problem, 

namely, interviewer's bias. 

However each of these types of questions has its 

uses depending on the sort of information one is 

seeking with respect to the research problem. 

Close-ended questions are most efficient where the 

possible alternative reply is known, limited and 

clear cut. Furthermore, they focus the respondants 

answer on the frame of the issue in question. This 

implies that the respondant cannot provide his own 

view of an issue, the frame of reference in which he 

perceives it, the factors that are relevant to him 

and the motivation that underlies his opinion. 

Open-ended questions are called upon when the issue 
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is complex, relevant dimensions are unknown, the 

interest of the research lies in the exploration of 

a process or of the individual'. s formulation of an 

issue. Thus it is not surprising to find both 

types of question used in questionnaires or 

interviewing situations, the relevance of which would 

depend on the objectives of the study. 

Before leaving this section we briefly mention 

the various types of question contents, that is, 

content aimed at ascertaining facts which should be 

evaluated in terms of credibility; at ascertaining 

beliefs about what the facts arc; at ascertaining 

feeling, at discovering standards of action, at. present 

or past behaviour and those questions arrived at, 

conscious reasons for beliefs, feelings, policies 

or behaviaur. 

Again which content type to be used depends on the 

objectives of the study. 
5. Data collection methods to be used in the study. 
A combination of the case study, interviewing and postal survey 

approaches is planned for. The reason for this decision is 

due to certain features afforded by each of the approaches. 

The case study approach provides a testing ground for the 

hypotheses formulated as a result of studying the literature 

on the subject and empirical work to date. A major objective 

was to modify the hypotheses, if necessary, in view of the 

intimacy the research worker would gain. Of equal 

importance is to be conversant with the various stages of 

production, the general issues of the industry which would 

give the research worker a certain amount of knowledge 

necessary to communicate with persons deeply involved in the 

industry. Throughout this phase emphasis is placed as to how 

the data could best be gathered; what, in the opinion of the 
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executives interviewed, are the areas to be covered, influencing 

factors on the issues under investigation, timing of approach 

and other issues related to the study. In short, this phase 

is designed to decide the type of in£oruLation sought, how to 

achieve it in the most effective and economical way. In view 

of the study's objectiv6 two cases are decided upon; one 

company predominently engaged in woven carpet manufacturing 
(that is over 9 of its productive capacity engaged in woven 

production) the other company, predominently engaged in the 

production of tufted carpets, using the same percentage 

criteria. 

Following from knowledge obtained from the case study phase, 
it would be possible to design the interviews, för example, 

with highly standardised or partially structured. The 

rationale of using the interview method is the depth it 

provides secured by the presence of the research worker 

providing probes, where necessary, ensuring the relevance 

of information to the objectives of the study. Because 

of the complexities of the subject it was difficult to 

rely solely on the postal survey approach mainly because 

of its limited flexibility where it is possible - respondants 

are likely to respond and interpret questions differently. 

The major objective is to test the hypotheses formulated 

in the desk research phase and refined in the case study 

phase. Once these have been tested, then conclusions are 

used as hypotheses and tested by means of a postal 

questionnaire, to the remaining companies in the industry. 

The third and final phase of collecting the required data is 

by means of a postal survey. As indicated, it is used 

to test the conclusion of the interim phase. In this 

case, the research worker would be fully conversant with 

attitudes, pricing and promotional activity-in the industry 

and is in a position to know what replies he is likely to 

get. Being relatively cheap to administer, the postal survey 
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method is decided upon to test the validity of the findings. 

It should be noted, however, that a fair amount of 'depth' 

and detail is sacrificed, but financial consideration is 

a limiting factor. Ideally the research worker would have 

liked to base the findings of the entire study on interview 

data. Fortunately, as we shall see later, the rate of 

initial response dictated the sole reliance on interviewing 

as a method of data collection. 

as The size of the eampl. es. Having decided on a 

combination of interviewing and postal survey, two 

types of samples were in order, one for each phase. 

The Kimpass Directory of 1969 was consulted to 
- 

find the number of companies in the industry, 

their nature of business, size of company in terms 

of the number of employees, location and address. 

Three size groups of companies were decided upon, 

in terms of the number of employees. Thus one 

would have small,. medium and large sized companies. 
The cut off point for each size group is determined 

by the number of employees in each of the companies. 

Thus the size grouping, as will be shown later, is 

decided upon to ensure three size groups roughly 

the number of companies in one group is equal to 

the other two groups. Having done this, the 

companies are listed alphabetically in each group. 

To draw the sample for the interview phase the 

companies in each group were approached sequentially 

to enlist the co-operation of four companies in 

each group, thus making a total of twelve 

companies to be studied in depth, a number sufficient 

to test our formulated hypothesis. All the remaining 

companies in the industry, allowing for refusal to 
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participate, will form the sample for the questionnaire 

phase. Particular attention is denoted to the 

formation of the total sample in each case, that 

is, the sample should not be lopsided suggesting that 

the number of companios in each size group is not 

identical, and therefore bias the conclusion. 

Theoretically, out of the total of 92 companies in 

the industry, 12 companies will be studied by 

interviewing and the remaining 80 by means of a 

postal questionnaire. However, because of the 

decision to have a balanced sample to ensure that the 

conclusions arrived at do not refer to a particular 

size group in the sample, it is conceivable that 

the participation of a particular size group of the 

companies placed an upper limit on the total number 

of companies in the sample. Thus it is possible 
that certain companies would not be contacted. 

b. Collection of the Data. As a result of the desk 

research phase, it was possible to draw tentative 

hypotheses. The case study stage witnasses the 

confirmation or otherwise of these hypotheses and a 

possible source of hypotheses. As a result the 

interview record sheet and check list (see appendix 

will be developed and used as a 
. 
Guido line to collect 

the necessary data to test the hypotheses. The 

completion of this phase witnesses a number of 

conclusions, used in the form of a questionnaire sent 

to a sample of companies. A covering letter 

describing the purpose of the study is included 

ensuring anonymity and confidentiality of information. 

After two weeks from the first posting, a reminder is 

mailed, telephone calls made, if necessary. The 

companies declining to participate are replaced to 
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ensure a balanced sample. On receiving the completed 

questionnaires, they are checked for usability and 

where necessary, fresh contacts are made. 

c. Statistics used to analyse the Data. Throughout 

the study chi square test of significance is used to 

find out the presence or otherwise of statistical 

significance between a particular activity or 

attitude and a certain variable (as indicated in 

Section Three of this chapter). This is supplemented,. 

where possible with tables and charts. 

6. Implementation of the Research Strategy. 

Based on an intensive study of literature and empirical studies 
connected with the present study, together with a knowledge 

of launching a particular research (as shown earlier) it was 

possible to design a research strategy as indicated in 

Section Two. 

In this section, we deal with the problem and general 
implementation of the planned strategy. 

a. Desk Research Phase. This was carried out as 

planned and four tentative hypotheses were 

possible (above 3. a). However, the main practical 

problem was termination of the literature search. 

This was done when the research worker was satisfied 

that no more could be gained in terms of aspects 

relating to attitudes, pricing and promotion with 

reference to the objectives of the study. 

b. The Case Study. Two companies were studied, one 

predominantly woven in operatives, the other in 

tufted carpet manufacturing. Both companies were 

large in size, their number of employees being over 

500 each. The research worker spent an average of 
ä week in each company. The prime objective as stated 



22. 

earlier (above 4. a. L) is to obtain new hypotheses if 

possible and find the most effective way of carrying 

out the study. Meetings were held with practically 

every strata of the company - from the Chief Executive 

to the men tending the machines, hence gained 

experience in interviewing. This aided the research 

worker to become conversant with the various activities 

of the industry. Moreover as a result of this phase 

it was possible to screen a number of variables that 

are likely to influence attitudes and the implementation 

of the marketing concept. Thus favourability of 

attitude or otherwise by the Executives participating 

in the study is in-some way related to the folloking. 

a. Age of the Executive. 

b. Extent of training in marketing. 

c. Educational background. 

d. How long has the Executive been in the company* 

e. How long has the Executive been in his present 

position. 

f. The Executive's functional position in the 

organisation. 

g. Size of the company he works for. 

On similar lines, implementation of the marketing 

concept is, in one form or another, related to the 

following. 

a. Size of the company in terns of number of 

employees. 

b. Nature of operation, that is, whether 

predominantly woven or tufted in operation. 

c. Favourability of attitude by'the Chief Executive. 

d. Favourability of attitude by the Chief Marketing 

Executive. 
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The Chief Marketing Executives (C. M. E. ) extent of 

training i- i. arketing is closely linked with the 

degree of attitude favourability depicted. 

The above variables supplement the already formulated 

tentative hypotheses. 

c. The constituents of the sample used. As indicated 

above two samples were to be formed. This was not 

possible in view of the response rate obtained. As 

planned the companies are categorised into three groups 

and arranged alphabetically. 

The three groups were as follows: 

Number of Number of 
Size of Company Employees Companies 

in Group in Group 

Small Up to 199 31 

; iedium 200 - 499 32 

Large Over 500 29 

To form the first sample the companies in each group were 

approached sequentially. An introductory letter was 

mailed requesting the co-operation of the company, stating 

the sponsorship, objectives, anonymity and ccnfidentiality 

of information. After two weeks a follow-up letter was 

posted. Three categories of responses were clear, those 

who agreed to co-operate, those who did not reply to the 

initial letter as well as the follow-up letter, and those 

who either replied to the introductory letter or the 

follow-up letter stating their refusal to co-operate; 

some gave reasons, others did not. 
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Reasons given for lack of co-operation are found in the 

Appendix (c). Out of the first 50 companies contacted, 

only eight companies were large in size, three medium 

sized and only one small company. The number of 

companies contacted were equal in the number from each 

of the three categories. 

Receiving this response rate, it was decided to contact 

all'the companies in the industry to ascertain the 

number that will participate in the study. The small 

size group of companies were exhausted and the co-operation 

of-six companies was enlisted. This put an upper limit 

of 18 companies on the total size of the sample. The 

co-operation of another 12 companies -6 medium and 
6 large - was secured. A total of seven medium companies 

and 10 large companies were not contacted because it was 

possible to secure the required number of companies from 

each group. This was decided upon to ensure a balanced 

sample. Otherwise the conclusion might weigh heavily 

towards. a particular size group. The following table 

shows the number of companies, their size and nature of 

operations, participating in the study: 

Group 
of 

Number of 
Employees 

Number of 
Companies 

Nature of Operations 

Company in 
Company 

in 
Group 

Predominently 
`'oven 

Predominently 
Tufted 

Small Up to 199 6 4 2 

Medium 2C0-499 6 3 3 

Large Over 500 6 5 1 

TOTAL 18 12 6 
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Given the above degree of participation, it became clear that 

the postal survey was not practical and therefore would not 

be carried. This, however, in no way adversely affects the 

quality of the collected data. If anything, data collected 

by interviewing is of a higher 'quality' in view of the 

objectives of the study ioferring specifically to the 

complexity of issues to be covered. 

d. Interviewing. The interviewing check list and 

interview guide were developed. The interviews directed 

towards assessment of attitude were partially structured. 

The chock list was used for this purpose. The items in 

the check list were selected to cover various aspects- 

towards attitude. Generally speaking each item is 

intended as a starting point to obtain information on that 

particular aspect. The respordetit was rarely interrupted. 

However, probes were used to ensure that the respondent 
is providing the required information. The fundamental 

reason for using this partially structured interview is 

due to the complexity of the subject, it was thus only 

natural to use the open-ended form of questions. 

Regarding pricing and promotional activity, the partially 

structured interview form was essentially used. HowGver, 

there were a number of standardised questions. Again 

few of the questions were intended to provide a starting 

point to secure information on a particular aspect under 

investigation. The flow of information from the 

respondant was not interrupted and probes were used to 

ensure relevance of information. The open-ended question 

was extensively used. 

In each company four Executives ware interviewed - the 

Chief Executive, the Chief Marketing Executive, the 

Sales Executive and the Production Director. Clearly 

each of these functional areas covered crucial areas in 
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the running of the business, anti hence their attitude and 

views and information regarding marketing procedure is 

relevant to the objectives of the study. Each of these 

Executives was interviewed to obtain information on 

attitude. Information regarding marketing practices 

was obtained from the Executive(s) most suitable. Often, 

however, the same questions relating to marketing practices 

were addressed to other Executives, the objective is to 

cross check information and ensure validity. It was found, " 

with few exceptions that there was no difference of 

information regarding actual marketing practices irrespective 

of who provided this information. The 'don't know' response 

does not provide basis for cross validation. 

The actual execution of the interviews, generally speaking, 

followed a uniform pattern. The respondant was contacted 

and a mutually convenient time was set. After introducing 

himself to the respondant, the research worker briefly 

mentions the objectives of the study ensuring the 

reapondant of anonymity and confidentiality of information, 

that the study would be beneficial to the carpet industry as 

a whole and that` participating companies vould have free 

access to the report. Usually after having secured the 

required information, particulars pertaining to the 

interviewee are collected (see appendix). 

With only one exception the Executives did not object to 

revealing their ages! The respondants provided all the 

required information and those declining to provide 

information on grounds of confidentiality were not 

encountered. 
Every effort was made to ensure the collection of information 

in one session, but this was not always practical, hence 



26. 

another mutually convenient time was agreed upon. 

e. Method of Analysis. Basically the chi square test 

of significance is used throughout (for a statistical note 

see Appendix A. ). The analysis is in two parts, the first 

one dealing with attitude assessment, the second part is 

devoted to revealing degrees of association, if any, 

between a particular marketing activity or stance and one 

of the variables that is thought to have a bearing on 

such practice. In this section we briefly consider the 

approach used, which is elaborated in the relevant chapter. 

Regarding measurement of attitudes, a four point scale of 
favourability is devised ranging from strongly favourable 

to strongly unfavourable. Each Executive is assessed 

on each of the aspects investigated and a score is given. 
The total score determines-his attitudinal placement 
in the scale. In this section a four point scale 
(Likert-type scale) ranging from strongly agree to 

strongly disagree is applied where possible to aspects 
investigated into. Furthermore, the size of the company 
in terms of number of employees related to the areas 

analysed to find out the extent of association. 
In analysing data on marketing practices, actual practices 

are reported upon. Furthermore, each of these practices 

is related to a number of variables to reveal the extent 

of association, if any. In the first place, whether the 

company is favourably disposed or otherwise towards the 

marketing concept (as indicated by attitudes, revealed by 

the Chief Executive). Secondly, favourability of 

attitude by the C. M. E. Finally size of the company in 

terms of number of employees, that is, whether the small, 

medium or large sized nature of the company has any 

bearing on marketing practices. 
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Sr, CTION B. 

This section seeks to trace the historical development of the 

carpet manufacturing industry to date and present the major economic 

inrues and marketing aspects necessary to an understanding cf the 

industry, and to provide a background ah nst which subeequent 

analysis is to be made. The section is divided broadly into two 

parts. The first part traces briefly the historical development 

" of the industry from its inception in Britain to the late 19-60's. 

Thin part will be concerned mainly with major technical, economic 

and marketing developments affecting the progress of the industry 

culminating to its present set-up. This necessarily includes 

tho tufted sector of the industry. 

The second part of the section examines the economic and 

marketing structure of the industry. Thus it is concerned 

primarily with recent developments and present sot-up. As such 

it Goes a long way to providing a framework to an understanding 

of the industry and the way the various aspects discussed affect 

thl) industry. This will utilize, where possible, recent 

sUrveys and official statistics indicating in general terms 

pricing practices, distribution, advertising and promotion, 

trAdo associations' activities and so forth. 

Of necessity, this part is not concerned with analysis, 

Well is the purpose of later chapters; rather, it aims to 

provide an overall view of the industry with emphasis on 

throe aspects imperative towards undcrn; tanding and achieving 

the objective of the survey. 
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7 Historical Developments 

a. From Hand Woven to Machine Made Developments. 

Carpet weaving is one of the oldest crafts. It is difficult, 

however, to put an exact date on the first woven carpet, and, 

equally, the purpose of carpets, that is, whether they were 

used for floorcovering or decoration purposes. The date 

464 B. C. dates the oldest piece of carpet in existence 

found in a tomb in Southern Liberia, 49 miles from the 

Outer Mongolian border. 

It was about 1530 that carpet weaving began to take place 

in Britain, although trading in carpets was known to the 

Crusaders, the Dutch and Venetian traders. Throüghoit 

the twelfth to the early sixteenth century carpet making 

was spreading from one part of the world to another until 

it reached Britain. Narcö Polo recorded that carpet making 

was highly developed in Central Anatabia in the early part 

of the twelfth century. The craft advanced eastward 

through Caucasus, Turkomawia and Persia'. when'it'reached 

its height in the fifteenth - sixteenth century. The 

advance continued eastwards until eventually the Chinese 

started making their own carpet weaving. The Ißuslims 

contributed towards the spreading of the industry to 

Europe. This was the result of their progress through 

North Africa (the Holy City of Karawan in Tunisia was 

established as the carpet making centre as it still is 

today). The Moors eventually took the craft to Spain 

and from there it gradually spread to Britain. 

By the 1530's carpets were still precious, reflected in 

high prices, to be used for floorcovering, instead they 

were used for decorative purposes and as table cloths. 
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It was Cardinal Wolsey, the Chancellor of the Exchequer, 

who started the fashion of utilising carpets for 

floorcovering. -Be imposed penal import duties on 

imported carpets which effectively affected the Venetian 

traders now seeking ways and means to gain the Chancellor's 

favour. To do this, the Venetian Ambassador presented 

seven pieces of high quality carpet as gifts to the 

Chancellor. Not satisfied with the number, he asked for 

more to carpet his palace at Hampton Court, already 0 

envied by the Royalty. Wolsey's demand was partly met, 

but it was enough to set the trend for using carpets for 

floorcovering purposes. 

This development increased the demand for carpeting and 

circa 1540 carpet weaving was not uncommon. At this 

time, carpets were very expensive and thus were owned 

and bought by the very rich. Because of the demand for 

carpets by other social classes, particularly the middle 

class, less expensive carpets were in demand, and by 

the early seventeenth century they were produced in 

Kidderminster, already an established cloth making centre. 

Carpets were considered as a side line and as such, the 

coarser wool unsuitable for clothing was woven into 

floorcovering. 

The hand knotted sector of the industry was thus 

established and flourished to meet demand. This was 

reflected in 1655 when the first carpet factory was 

established at Wilton (basically carpet weaving was under 

the domestic system i. e. the weaver producing the cloth 

at his own time in his house) and from 1635 onwards, there 

was a steady flux of weavers from abroad spreading their 

craft. 
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However, the introduction of machine made carpets in 1720 

halted the expansion of the industry, but not enough to 

lead to its downfall. From about the middle of the 

eighteenth century to the Napoleionic Wars, this sector 

of the industry witnessed än increase in its size. 

A good example is Thomas Whitty's factory at Axminster 

established in 1755 which became world famous and remains 

a household carpet word to this date. The financial 

stress instigated by the Napoleonic Ward, together with 

the fall in the spending power of the upper class and 

competition from machine made fibres, which were cheap 

and becoming attractive, caused a steady decline for the 

demand of hand knotted carpets. 
This adversely affected this sector of the industry 

contributing to its decline. Economic facts were so 
hard that even the pioneer, Thomas Whitty of Axminster, 

could not withstand the decline, and his factory was 

closed down in 1835. It was sold to the owner of the 

Wilton Factory who, aided by the prosperity of Wilton 

and Brussels carpets, was strong enough to withstand 

the depressions. His determination to foster and 

preserve the old craft was ah important explanation 

and indeed hand-woven cloth was produced on the original 

looms until 1957. In this year, because of rising costs 

and generally adverse economic factors, hand knotted 

operations were closed down. What remains of this 

sector of the industry today is the Alexandra Morton 

factory in the Donegal area in Ireland, together with 

come small enterprises. 

Aa mentioned earlier, 1720 witnessed the introduction of 

machine made carpets when the first Brussels looms were 
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erected at Wilton. Thus for the first time, looped pile 

carpet was produced in Britain. It was around this time 

that the famous Wilton velvet pile was invented by 

Anthony 1? affossy, a master weaver from France. In 1735 

Pearsall and Broom erected a factory at Kidderminster 

solely for the productibn of carpets and in 1745, faced 

with competition from the Brussel loom Wilton factory, 

J. Broom imported a weaver from Touraine and Brussel 

looms were installed in Kidderminster. This was the 

beginning of the machine made era and in the following 

fifty years, over one thousand Brussel looms were 

installed. During this period Kidderminster saw the 

establishment of anumber of the old firms in the 

industry, for example, Samuel Brinton in 1770 and 
Benjamin Grosvenor in 1790. The introduction of 

machinery to carpet weaving, was a major development 

in the history of the industry, as it formed the 

basis for the application of new inventions, modification, 
the application of power and so on, which occurred in 

the nineteenth and twentieth centuries. 

b. The Nineteenth Century. The nineteenth century 

saw the establishment of a number of old firms. For 

example, Firth of Brighouse in 1322, although the 

business originally started in Heckmondwike, 1839 

James Templeton, Fred Stone in 1841 and A. Stoddard in 

1862. The year 1890 saw the birth of the carpet 

manufacturing company. One of the old companies 

which provided the nucleus of one of the early mergers 

in the industry and which quite recently (February 19G9) 

merged with Crossley Carpets. Initially, the carpet, 
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manufacturing company comprised Morton Sons and 

W. H. Smith of Kidderminster. Anderson, Lawson & Company 

of Stowport followed a few years later, after the 

original set up. H. & M. Southwell Ltd. joined the 

group in 1944. Each company in the group specialised 

in products it used to produce, among them covering a 

wide range of products. This has been more pronounced 

since the February, 1969 merger. 

The beginning of the nineteenth century witnessed a 

major technical development that affected carpet making 

and exerts influence to this day. This was the 

development invented by G. M. Jacquard in 1801. 

Broom of Kidderminster was the first one to utilize- 
this mechanism and installed the device in 1825. In 

a very short time, the Jacquard device was adopted in 

other parts of the country, mainly Wilton, Yorkshire and 
Scotland. The effects of the Jacquard, together with 
the introduction of jute increased production and 
brought prices down. Concurrent with this was the growth 

of the middle class and with the reduced expenditure of 
the nobility, it provided the necessary demand, thus. 

forming the basis for the prosperity of the industry 

during this period. 

The second quarter of the nineteenth century saw a 

number of technical developments. In 1832 the Tapestry 

carpet loom (the process of producing multi-coloured 

carpets) was developed by a Scot. Now, however, 

Tapestry carpets are no longer produced in"Britain. 

In 1839 James Templeton installed the Chenille loom. 

It was the second half of the century in question that 

the carpet industry witnessed few major technical 

developments. 

Power loom was introduced around 1851 and this had dramatic 
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effects in production. But this development was not as 

important as other developments. In 1855, the 

'Axminster Tufting loom' was invented, modified in 1877 

and named "Royal Axininster". This loom revolutionised 

the production of carpeto, technically and made it possible 

to produce both larger quantities and better qualities 

of carpets. It is no surprise that it was widely 

adopted in various parts of the country. In 1886 

William C. Grey patented a wide power loom which 

intensified the significance of the 1877 modification. 

Four ycare later Grey broke the monopoly of machine-made 

seamless squares by erecting the first wide Ingrain 

loom to weave seamless "Art Squares". 

The Gripper loom (patented in 1890) together with the 

Spool loom accounts for about 60% of carpet manufacturing 
today. The Spool loom has the feature of using 

unlimited numbers of colours in a particular design, 

while the Gripper loom is a more flexible machine, less 

wasteful of yarn and small quantities of each design can 
be woven. The coarse Spool Axminster enjoyed more 
features than the Gripper and Spool looms. It provided 

the unlimited colouring potential of the Spool Axminster 

but in fine worsted Wilton. The course Spool was brought 

from the U. S. A. into Britain by Richard Smith & Sons 

towards the end of the last century and licences were 

given to John Crossley and Alexander Horton. 

The last decade of the nineteenth century saw the birth 

and establishment of "Imperial Axminster". * In 1893 

the U. S. A. was passing through difficult economic 

conditions and the carpet industry was no exception. 

In that year American carpet manufacturers dumped cheap 

quality carpet into Britain, adversely affecting the 
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I 
British trade. As a result six major British manufacturers 

jointly came up with a new product, "Imperial" better in 

quality than the American product. The product was 

first directed toward the export market and a year later 

was successfully launched domestically. Ever since,. 

"Imperial Axminster" became an established product both at 

home and in export markets. 

c. The Twentieth Century. 

. The period up to the First World War. During this 

period, the major technical development was installed 

by Tomkinson in 1914 when he secured patent rights of 

a loom developed in France. The superiority of this 

loom was in the fact that up to thirteen colours could 
be used and operated up to a width of 16 feet and 6 inches. 

Of significance in the years under review was the birth 

of Carpet Trades Ltd. In 1906, Herbert Smith was 

appointed Managing Director of Humphries business, 

already an unprofitable concern for five years. 
Smith demonstrated his ability and from a position of 

strength, he offered to buy out Humphries Brothers, 

which he did in 1910. At this time Harrison business 

was in financial trouble and Smith bought the business. 

By the end, of the War, Smith began to negotiate the 

mergers which created Carpet Trades Ltd. in 1920 and 

in 1953 it merged with Crossley's of Halifax. 

The impact of the First World War was to divert the 

industry, energies from peace to war production, mainly 

blankets. Because of raw material short supply, the 

output of the industry was reduced and it is not 

surprising that technical and significant economic 
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developments did not occur. However, the period between the 

Two liars saw substantial technical progress. 

Between the Two Wars. By the end of the First World 

War, production of carpets was one third of its pre-war 

level which was partly responsible for the expansion of 

production capacity during this period to meet the high 

post-war demand. The general economic development of 
the carpet industry between the wars closely followed the 

general pattern experienced by other industries. Namely, 

the first ten years-after the War were spent in the 

reorganisation of factories, the modernisation of 
buildings and plant. The second 10 years 1929-1939, 

as a result from the previous decade saw substantial 

expansion in production. For example, in 1924 carpet 

production was 21.6 million square yards, by 1937 it 

reached 40.6 million square yards. This expansion 
led to intensive competition in the 1930's and for the 

first time in the history of the industry, there was 

severe price cutting. However, the housing boom 

together with favourable trading terms with Denmark and 
increased exports to Australia, New Zealand and South 

Africa decreased the intensity of price competition during 

this period. 

The period under review witnessed the establishment of 
a number of companies as well as resolving 57 partnerships. 

In 1927, the Tomkinson & Adam partnership split up to 

form two separate companies, Tomkinsons Ltd. and 

W. R. & R. Adam Ltd. In 1928 Harry Dutfield and Stephen 

Quayle went into partnership entering the rug market. 
It was a testing time for the industry. However, the 

establishment of the firm progressed smoothly. In 1937, 

however, the partnership was dissolved and Dutfield started 
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the Axminater Carpets Ltd. J. C. Quayle went into partnership 

with W. N. Tranter to form Quayle & Tranter Ltd. In 1948 

in conjunction r th D. Waskell, Broadloom Carpets was set 

up, only to break up after a few years owing to complicated 

administration imposed by the-distance factor. 

On the technical side a number of developments were made. 

The first of these developments was in 1924 when Firth 

began experimenting with face-to-face looms. Operational 

difficulties were overcome in the following five years and 

by 1929 this loom revolutionised Wilton weaving. Its 

impact on the industry was immense in that it speeded up 

production cutting down manufacturing costs. 

In 1926 the 'Split shot' method of weft insertion on 

Spool L minster was patented by Bondworth. This 

development increased the speed of weaving by 33 113%'_ 

to that of old looms. About 1928, Childema Ltd., on 

specifications from Frank Stockwell produced crush 

resistant pile which was introduced to the market under 
the name "Vitasax". Upon the success of the product, 

Stockwell gained Templeton and the product was improved 

and launched under the name "Aislox", the improvement 

being guarantee against moth damage. The patent rights 

to the Karvel machine was secured by Crossley in 1930 

and in the following year, the first machine was in 

production. The machine made carpets direct from the 

carded 'oo1, eliminating both the process of spinning 

and weaving. The products of this iiachine are primarily 

used by the motor car industry for floor covering. 

3. The Second World War and after. World War II had 

substantial repercussions on the activities of the industry. 

The first impact of the War was on shortage in raw materials. 
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which was a direct revult of the Limitations of Supply Act 

when production was limited to a third of its 1939 level. 

The percentage was lowered further to 25"/' by 1941, 

coupled with a purchase tax of 33 1/. I: eanwhile the 

Board of Trade decided on a policy of concentration whereby 

thirteen 'nucleus' carpet-firms were appointed for the 

purpose of manufacturing carpet for the trade from the 

material available. As a result the majority of firms in 

the industry directed their efforts to war efforts, mainly 

producing blankets. 

The shortage of raw materials during and after the War was 

one of the facts of life for the carpet industry. By 

- 1942 the wool ration to the thirteen nucleus firms was 

suspended and in 1944 the amount of wool available was 

shared by all manufacturers on the basis of their pro-war 

consumption level, which was decided by the Carpet 

Rationing Committee set up in 1939. However, the 

committed ceased to function in 1948 when both cotton and 

wool were in sufficient supply. Jute was also in short 

supply and was partly supplemented by Indian spun yarn and 

partly substituted by croft paper yarn and cotton yarn. 

The end product was not of high quality to be acceptable 

to Scandinavian and European markets. Difficulties in the 

availability of finance brought about by tight control of 

profits coupled with high. taxai; ion, made it difficult to 

to install new machinery. Moreover, even if finance was 

available there was the question of availability of 

machinery because looms and part6 were directed to the 

export market. 

Such was the state of the industry facing the 'Working 

Party' which submitted its 'Report' in 1947. The terms 
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of'reference to the "party' was to recommend steps needed to 

strengthen the industry and render it capable of meeting foreign 

competition. The recommendations of the Report wore that first, 

there should be co-operation in research, secondly, production 

should be increased by concentration on lower grades of carpets, 

working towards alleviation of labour shortage and terminating 

the export of looms and other parts essential for the expansion 

of the industry. Cpupled with this was suspension of price 

control. . 
Price regulation was to be entrusted to the Carpet 

Manufacturers Executive Committee, a body set up to advise the 

Board of Trade on matters regarding the transferring of the 

industry from War production to peace time operations. 

As such the Carpet Manufacturers Executive Committee-advised 

the Board of Trade on matters regarding licences to manufacturers 

after the War, specification of surface yarn weights for the 

various qualities manufacturers were allowed to produce. In 

Achieving its objective, the C. M. E. C., established the 'National 

Joint Committee' representing. -the three main carpet manufacturing 

areas and their trade unions. The counsels of members of this 

committee insured co-operation between management and trade 

unions to this day. Pricing was another major area the 

committee considered. Indeed the issue of pricing was of 

crucial importance in that it affected the entire activities of 

the industry in the following seven years after the War. 

The 194.9 Devaluation affected the carpet industry in as much as 

it affected the price of imported raw materials and hence the 

price of exported carpets. The carpet industry does not. seem 

to have been prepared for this economic measure and it took the 

industry time to adjust to the new rate of exchange. In 1951 

prices were allowed to increase but this was counter-balanced 
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by further increneps in the price of wool brought about by 

the Korean War. The export duties on raw wool by India and 

Pakistan, to the order of 30% and 25/ respectively, further 

increased the price of raw wool to the British carpet 

manufacturer. - To intensify the'problem further, the U. S. A. 

decided to suspend the stocking of a number of raw materials, 

wool boing one of them, thus lowering the price of wool. At 

a time when British manufacturers had stocks of wool (at the 

old high'price), the Chancellor of the Exchequer made no 

decret of his intention to lower the price of carpets. This 

had the natural effect on potential consumers to postpone their 

purchasing decision. What followed was a period of low 

production with a fall in the number employed by the industry. 

However, price controls were finally removed in April, 1952 

and from this time onwards, the industry began to stabilise its 

activities in response to märket conditions. 

A number of technical developments took place during the period 

under review. By 1947 the refined 'Spool Gripper Loom' 

introduced by Firth as early as 1935, was adopted by a number 

of manufacturers. The Grosvenor Pickering loom was patented 

after. the War, its main feature and significance is, that it 

doubled the speed of weaving. In 1966 it was found possible 

to embody a glassfibre reinforcement backing into the P. Y. C. 

backing, the latter being introduced four years earlier. 

This development gave the carpet exceptional dimensional 

stability so that stretch is eliminated and it was possible to 

use the carpet on underfelt as an alternative to sticking it 

dorm on the floor. Finally, Loth-proofing became an 

accepted feature of carpets. 
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&. The Tufted Sector of the Industry. The tufted industry 

originated in Dutton, Georgia, U. S. A. Originally it was a 

domestic industry and in response to demand, the industry 

was moved from the houses into factories. By 1921 a number 

of textile manufacturers were attracted to the area and 

three years later, the first tufted bath mats were produced 

by machine. In 1951, the first cotton broadloom appeared 

and gradually the demand for larger carpets was increasing. 

Cotton, however, suffered from technical disadvantages in 

the manufacturing process and as a result synthetic yarns 

were substituted for cotton. By 1953, in the U. S. A., tufted 

sales accounted fore 164.6 million compared toi-15-million 

before the War and captured 2 of the carpet market in 

1954. 

The year 1952 is an important one in the history of the 

carpet industry, for in that year Homfrays of Sowerby Bridge 

imported the first tufting machine into Britain. 

Traditional carpet manufacturers were undecided as to the 

competitive placement of tufted carpets, that is, whether 
it was to be regarded as a direct competitor to woven 

carpets or indirectly as a competitor to linoleum. 

Later developments in the industry, and to the present day, 

indicate that woven manufacturers view themselves as in 

competition. primarily with tufted manufacturers. It was 

in this spirit in 1956 that a consortium of five companies 
(Brinton, Carpet Manufacturing Company, Crossley - Carpet 

Trade, Templeton and Bond-Worth) started Kosset Carpets, 

now a subsidiary of Carpet International Ltd. The fact 

that few of the old traditional carpet manufacturers, for 

example Firth-and Wilton Royal established their own tufted 
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plant, is indicative that tufted carpets were considered to 

be a growing sector of the industry, which events in the 

mid 1960's amply proved. 

It is necessary to mention two major distinguishing aspects 

of the tufted sector of the industry. Realizing the fact 

that tufted carpet manufacturing is a capital intensive 

process with output much higher than woven carpets, then 

firstly, vast stocks of yarn were required to feed the 

machineb. Secondly, as output per machine is in large 

quantities, it"demanded storage requirements large enough 

to meet stocks of both raw materials and finished product. 

This was partly overcome by the dyeing process whereby 

dyeing containers hold up to 750 square yards and-the- 

various types of yarn in the finished carpet absorb their 

relevant colour from the mix in the dyeing container, thus 

providing multi-coloured effects. 

'p. The impact of man-made fibres on the Carpet Industry. 

The use of man-made fibres by the carpet industry is one 

of the major developments that took place in the last 

twenty years. A number of factors explain the large scale 

use of these fibres. In the first place, manufacturing of 
tufted carpets necessitated the use of synthetic yarns as 

cotton presented technical problems in the production of 

tufted broadloom carpets. Secondly, using wool for pile 

yarn failed to work on the fast moving tufting machine. 

Thus it could be said that the increase in demand for tufted 

carpets brought about developments in man-made fibres and 

upon their functional success enjoyed an increase in 

demand. Thirdly, fluctuations in world prices of wool 

provided an incentive for woven manufacturers to blend 

synthetic fibres with wool. Finally, as synthetic fibres 
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were relatively cheaper than wool, this reduced the price 

of woven carpets. Tufted products were cheaper in the 

first place as the man-made fibre content in tufted 

carpets is substantially higher than in woven. This had 

the general effect of lowering the price of carpets than 

it would have been otherwise, which in turn expanded the 

size of the market since the price of the carpet in taken 

as one of the major factors influencing the buying 

decision. " 
Thus the established use of man-made fibres brought about 

a number of qualities used solely, or in combination, with 

wool in carpet manufacturing. Rayon was the first 

synthetic fibre to be used in carpet making, but was not 

successful because of its tendency to flatten. Courtauld's 

developed rayon to come up with a viscose derivative, Evalon, 

which has greater resistance. The main advantage of this 

fibre is its price, about a third of the price of wool, and 
is used in a blend of 20% nylon, 40o wool and 20% Evalon. 

This affected the price bracket of various qualities, 
for example, A2 quality is sold at A3 price. Apart from 

the low. price of synthetic fibre used, the triple blend 

gave extra durability, while retaining wool's advantage of 
dirt resistance, resilience, comfort and appearance. 

The second family of man-made fibres is acrylic fibres 

which have costs very close to that of wool. Its chief 

disadvantage is low resistance to dirt, although this, is 

overcome by ease in cleaning and water repelling properties. 

They are usually used in wool mixtures. Nylon fibre has 

the closest resemblance to wool and since it has 'abrasion 

qualities' it is harder wearing. The main disadvantage is 

I 
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its cost which is about 25% higher than wool. Usually nylon 

is used with wool in a mixture of 2080 respectively. The 

effect of some of the high nylon fibres has enabled tufted 

manufacturers-to break into the middle and upper price 

brackets of the carpet market. 

The impact of man-made fibres on the size of the carpet 

market'is immense. The first point to be noted is that 

the wider use of synthetic fibres did not lower the demand 

for wool by the industry: quite the opposite, e. g. wool 

consumption by the industry increased from 167.91 million lbs. 

in 1964 to 237.20 million lbs. in 1969 of which 99.59 million lbs. 
M1 

was used by tufted manufacturers. The same trend holds when 

looking at the consumption of man-made fibres. In 1964 

consumption was 50.4 million lbs. - this figure increased to 

60.9 million lbs. by 1966. This clearly shows an expansion 
in the size of the carpet 'market, partly a result of the 

low cost of certain qualities and partly a result of higher 

standards of living; consumers carpeted areas in their 

houses other than the traditional places. Allied with this 

is the customer's consciousness in fashion demanding changes 
in colours and designs. The. contract field is the major 

growth area in the industry. 

ft. Trade Associations. Like other trade associations 

the carpet manufacturers associations were formed to serve 

the interests of the industry generally and its members 

specifically. 

The oldest carpet association was founded in Kidderminster 

in 1ß64. In 1872 it merged with the Northern Association 

but remained independent of the Brussels Carpet 

Manufacturers' Association. In the 1880's the Royal 
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Axminster Association was formed and in 1893 it changed its 

name to that of the first association, the Carpet 

Manufacturers' Association. At this time, there was 

another association, the Victoria Axminster (Chenille) 

Association. ' The year 1918 witnessed the birth of the 

British Carpet Manufacturers' Federation in which the 

above associations merged. However, this did not represent 

all the carpet manufacturers. 

In 1930 the Tariff Committee was set up to investigate 

the issue of exports and imports and to report to the 

Government the required duties or quotas. This was 

succeeded by the Carpet Manufacturers' Executive Committee 

which, as was mentioned earlier, was primarily responsible 
to advise the Government on the smooth changing of the 

industry from War to Peace production, rationing, prices 

and so forth. In September, 1948, the Federation of 
British Carpet Manufacturers was established, being the 

first body to represent all the carpet industry. 

Eleven years from its formation, two of the agreements 

operated by the Federation of British Carpet Manufacturers 

was declared illegal under the Restrictive Trade Practices 

Act. The first agreement was that with regard to price 

fixing for Al Axminster and W1 Wilton. Secondly, the 

agreement by Federation members to give 11-1 trade 

discount to a list of wholesalers, implying that no 

discount was to be given to wholesalers other than those 

mentioned in the list. -Under the same agreement, no 

direct selling to the final consumer was allowed. 

As a result of the Restrictive Practices Court's ruling, 
the Federation of British Carpet Manufacturers as it then 

stood was diseolved and a new organisation was set up - 
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the Federation of British Carpet Manufacturers Associations. (1960). 

By this time membership increased from 87 to 97% of woven 

carpet manufacturers. _. 
Two committees are worth noting 

tinder the new organisations. First the 'Export Group' which 

dealt with matters relating to price agreements in export 

markets, which:. is not contrary to the Restrictive Practices 

Act. The second was the 'Technical Advisory Committee' 

concerned with technical and market research, sales 

promotion bath at home and overseas, consumer relationship 

and governmental representation. The F. T. C. M. was set up 
in order to represent the tufted sector of the industry. 

There are other important developments, for example, the 

setting up of the British Carpet Centre, arbitration and 

so on. This is discussed at length in Part II of this 

section, where recent and current marketing issues are 
discussed. 

Changes in ? arketinractices. To conclude our 
historical review, few of the major changes in marketing 

practices that took place over the last 50 years are 

presented. 

Changes in the methods of distribution are outstanding. 
Before the Second World 'dar, the main link between 

manufacturers and the trade were the 'stock rooms'. These 

shows were regularly held in hotels in every town twice 

each year. At these shows new designs were introduced, 

business contracted and so forth. A number of factors 

lead to, the decline in the importance of 'stock rooms'. 

First the expansion in the size of the carpet market 

necessarily implied the wider use of carpets. As a 

result the carpet specialist concerns began to increase 
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in number, in time outnumbering the wholesalers who 

usually dealt with larger orders. The carpet specialist, 

typically a small concern required the constant visit of 

manufacturers' representatives because on tho one hand 

he cannot leave the chop too often, and on the other hand, 

visiting stock rooms twice a year was not dufficient. 

Secondly the rising. cost of holding stock rooms was another 

factor contributing to their decline. This decline was 

partly responsible for the rise in regional showrooms, 

Carpet at Earl's Court and Harrogate fairs, aided by the 

ease of transportation. 

The present function of manufacturers to undertake 

stocking began when broadloom carpets were developed. 

Because of the latter's size which presented stocking 

problems for the carpet specialist, manufacturers began 

the practice of issuing pattern books from which orders 

can be placed. This practice of cut length trade 

extended to other types of carpets resulting in a vital 
function of the salesman, that is to service pattern books. 

Service and delivery became an important area requiring 
management attention. This resulted from the use of 

pattern books. In 1952 'Carpet Trade Ltd. ' was the first 

company to introduce first by return stock service in 

plain Wilton broadloom. As we shall see in later 

analysis, service and delivery assume an important roll in 

a company's competitive status. 

Marketing research (as'conceived by the companies studied) 

has received more attention in the last twenty years. 

A number of reasons explain this development. First, with 
the increasing capital outlay necessary in the introduction 
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of new design, it has become very expensive to make such 

decisions if insufficient research has been done to ascertain 

the acceptability of the product. Secondly, the expenses 

involved in issuing pattern books. It is reckoned that 

a new product (new design etc. )'must perform well for one 

year if it is to justify'the expenses of introducing it to 

the market taking into account the necessary quantity to 

produce pattern books coupled with stocking arrangements 

at the ractory. Finally, as we have seen earlier, the 

trade expects manufacturers to provide stocking facilities. 

This puts extra emphasis on deciding on the right product. 

The increasing attention given to promotional activities, 

training of salesmen, collective marketing research, -- 

consumer education and other marketing activities by both 

individual manufacturers and their associations has been 

a fairly recent development. This development is 

discussed in the following section. 

8. Economic and Marketing Structure. 

a. ]Market definition and market size determinants. 

The floorcovering market comprises carpets and other smooth 

floorcovering. The total carpet market consists of woven 

carpets and rugs, that is Wilton/Axoninster utilising wool 

worsted and man-made fibres; tufted carpets using mainly 

50% or more man-made fibres, a small proportion of wool is 

included. The smooth floorcovering markets comprising 

linoleum, printed felt base, calindered vinyl floorings, 

spread vinyl floorings, high quality vinyl floorings, cork, 

rubber and. woodblocks. 

In this study we concentrate on the carpet market. 
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The size of the carpet market has been nteadily expanding 

throughout the 1960's, for example in 1964 total. market 

size was 104.69 million square yards, in the first three 

quarters of 1970, this figure stands at 128.33 million 

square yards. In value terms the growth rate has been 

the same as for quantity indicating the importance of 

cheaper tufted carpets. 

The size of the market is affected by a number of factors. 

First the use of other types of floorcoverings. Secondly 

carpets bought for replacement and those bought to cover 

areas which had not been covered previously. Thirdly, 

the increase in the length of carpet durability decreases 

the size of the market more than it would otherwise have 

been. Finally, credit conditions could have noticeable 

effect on the replacement segment of the market. 
There are a number of trends.. in the market that are 

worth noting. In the woven sector of the market there 

has been a noticeable decline in its share of the market 

particularly as a result of tufted competition. However, 

there has been growth in woven carpets both in terms of 

quantity and value, thus reflecting the overall expansion 

of the market. Another important trend is the change 

in fibre consumption by the woven sector. Specifically, 

there has been a decline in the wool share of the market. 

For example, in 1962 this figure stood at 62% of all 

fibres concerned, in 1970 the equivalent figure is 40P 

but the decline has halted. A similar decline is 

experienced in the usage of worsted, rayon and modified 

rayon. Thus while the fall in the consumption of wool 

ceased, woven manufacturers are seeking a balance between 

the man-made fibres. 

A number of reasons are cited for the swing of all wool 

woven carpets toa blend with man-made fibres. Firstly. 
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'cost and durability factors in that man-made fibres endure 

higher traffic than wool. Secondly, due to competition, 

from tufteds at the lower price bracket of the woven 

market, woven manufacturers resorted to the use of man-made 

fibres to quote competitive prices. Thirdly world 

fluctuation in the price of wool meant that woven 

manufacturers have an unpredictable Cost variable, which 

tufted manufacturers do not face. 

The tufted sector of the industry has experienced steady 

expansion since its conception in the early 1950's. 

A. number of factors explain this. In the first place 

price increases of tufted carpets are not as high as woven 

partly because of low labour content. Secondly the_ raw 

material used is not susceptible to similar price 

variations as wool. Thirdly, the technique of production 

allows volume production.. Fourthly, the intensive 

promotional camgaigns undertaken by leaders in the industry. 

Fifthly the increased popularity of wall-to-wall carpeting 

generated by the price advantage of tufted carpet. 

Finally the reliance on man-made fibres meant a cheaper 

source of raw material compared to that required for 

woven carpet. Indeed tufted manufacturers in the 

1950's were supported by the import fibre industry seeking 

new outlets - tufted carpet was one outlet. This happened 

at". a time when the wool industry was depressed. 

b. The Product. 

As we have seen earlier the carpet manufacturing industry 

consists mainly of two sectors, woven and tufted, which 

are covered in this study. The. difference between these 

sectors lies in the production processes. 



50. 

1. This section is concerned with a presentation 

of recent and current economic and marketing aspects 

necessary to understand the industry's business 

activities. With emphasis on those aspects dealt 

with in the survey. Woven carpets are produced 

on conventional looms, Axminster or Wilton looms. 

The manufacturing process is complex. Basically, 

the pile is fixed in position at the same time as 
the backing is woven. The backing is also 

reinforced with additional tread. This is a 
labour intensive process in that the weave for each 

carpet is typically produced in small quantities but 

in large variety. The main difference between-- 

Axminster and Wilton carpets is that the latter are 

generally of a single colour with a denser pile, 

while Axminster have-greater variety of colour and 

design. 

The manufacturing process of tufted carpets is 

simpler compared to that of woven. Generally 

the tufteds are stitched to backing and then fixed 

with adhesive, a second backing is usually added, 

and recently, built-in underlay is offered on some 

carpets. The tufteds are usually dyed and are 

attached automatically by the machine. The major 

advantage of this process of manufacturing is the 

speed of production which is 20 times higher than 

woven. This reduces labour cost, a major item 

in the cost of carpets, thus lowering the final 

price of the product which is seen as one of the 

major factors leading to the expansion of the 

carpet market. 
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The quali*v of tufted carpets is the product of 

a number of variables. First, the type of fibre 

used. The cheaper carpets use viscose, but are 

finding competitors from the more durable low 

weight bulked continuous filament nylon carpet, 

and is now declining in importance. Bulk 

continuous filament nylon has the advantage of 

exceptional durability. 

One of the main obstacles that faced tufted 

production in the early 1950's was the ]. ow quality 
" 

of man-made fibres resulting in unsatisfactory wear. 

However with technical development by fibre 

producers this has been overcome and certain types 

of synthetic fibres have qualities similar, and in 

cases superior to wool. Another problem partly 

overcome is screen tü. fted carpets. Its disadvantage, 

however, is that the boundaries between colours are 

not as clear cut as with the traditional method. 

A third serious problem is lack of designers and 

colourists compared with those in the traditional 

sector. of the industry. This shortage of skill 

coupled with a similar shortage on the technical 

side leads to the problem of identical produce 

being offered by the majority of tufted manufacturers. 

Thus the tendency has been for manufacturers to 

reproduce best selling lines using different fibre 

blends. In other words, it seems, that creativity 

is limited to the few large companies. 
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c. Production. The carpet industry passes through two 

production peaks during the year. One peak in the second 

quartsr of the year, the other in the fourth, when output 

is generally 0% higher than in other periods. 

Taking the period 1964 to 1969 there has been a steady 

rapid expansion in the output of the industry. Over the 

period, volume increased by iO% on its 1964 level; in 

value terms the increase has been in the order of 37 . 
This reflects the importance of lower priced tufted 

carpet. On the whole the increases demonstrate the 

increase in demand for carpets as affluence grows. 

A number of-important features lie behind increases in 

both quantity and value. In quantity terms on the one 

hand the woven sector of the industry seems to have 

slowed down its decline rate, in that woven production 

represented 54, of total production in 1964. In 1969 

this figure declined to 41%w. On the other hand, tufted 

production is rapidly approaching 50% of the total 

production having ii-sen from one third in 1964 to 

43.5% in 1969 and to 46.6, ß in the first three quarters 

of 1970. In value. terms, woven carpets have suffered a 

considerable loss. In 1964, their production accounted 

for 70% of the value of all carpeting produced, in 

1970 this figure declined to 57.4%. Tufted value has 

risen from 2Q% in 1964 to 35% of total production in 1970. 

d. Structure of the Indust. Carpet manufacturers ire 

located in four areas; Kidderminster and Southern counties, 

West Riding of Yorkshire and Lancashire, Lowlands of Scotland 

and Northern Ireland. Mergers and nationalization in the 

last decade and particularly the last five years have 

reduced the number of firms in the industry. This in 1963 

the number of firms was 141. In 1970 they numbered 92. 
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Another major development has been for traditional woven 

manufacturers to have interests in the tufted sector of 

the industry. 

(i) Woven Carpets 

In the woven sector of the industry five 

manufacturers control over 50% of the total production 

capacity of the industry. In order of market share, 
the five companies rank as follows: Carpet 

International, Brintons, B. M. K., Bond-Worth and 

Birstall-Homfray. 

Below these companies there is a cluster of smaller 

companies, for example: Firths, Hugh Mackay, 

A. F. Stoppard, Templeton, each assuming a market 

share of 4.5% 
(ii) Tufted Carpets 

The tufted sector of the industry is dominated 

by a few large companies. Typically margins 

are low and it is extremely difficult to classify 

the companies in terms of size. However in volume 

terms Lancaster Carpets and Shaws are at the top. 

I111arket segmentation is more evident in the tufted 

than in the woven-sector. Thus some manufacturers 

specialise in high qhality relatively expensive 

carpets, others specialise at a lower price range 

and yet others have limited ranges. Compared with 

their counterparts, tufted manufacturers face 

severe competition, margins are smaller, delivery 

problems and under capacity which in turn affects 

profitability. 

(iii) Contract Carpeting. 

It was not until recently that contract carpeting 

was classified under furnishing and decoration, its 
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importance and advantages largely unrecognised. 

As a result contract carpeting was gencrally of a 
thicker quality than domestic quality and its use 

confined to areas in hotels and restaurants. 
However with the advance of man-made fibres and the 

ensuing varieties, it has been possible to widen 
the use of contract carpeting. Thus it was 

extended to general office blocks, hospitals and 

soon. A number of reasons are cited for the 

rapid expansion of this sector of the market in the 

last few years. The main reason, however, is 

related to cost analysis. As a result of 
detailed cost analysis of maintenance it was--found 
that despite the high initial cost of installing 

a carpet, allowing for cleaning and so on over a 

number of years, it was found cheaper to instal 

carpet compared with hard floorcovering based 

on similar calculations. 

e. Future prospects. In terms of market size and growth 
there seems to be an overall increase in the size of tht 

market as a result of the importance of the replacement 

market. The reason for such importance is the swing 

towards tufted carpets which, on the average, have a 

lower life span of 8 years compared to the average wool 

woven carpet of 15 years. 

In technological terms, the prospects seem good for the 

tufted sector of the industry. The possibility of 

producing patterned tufted is likely to widen the 

potential of the tufted market as indicated by a 

spokesman for the company which has the exclusive rights 

of producing the multi colour machine in this country, 
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shut carppet3 will be "As ne: -ar to Axminster and Wilton as 

oni' can ;et, and made at tufting speeds". It is a new 

technology in carpet m:., o,,,. 1facturc and the distinction 

betveen tufteds and woven is no longer apparent. 

f. Pricing. 

Pricing policies and practices are dealt with in detail 

in subsequent chapters. In this section we mention a 

nuriber, of outstanding features. In th. * first place the 

wholesale. mark-up in the woven sector ranges between 

10'lo and 1; % of manufacturers selling price. In the 

tufted sector the figure is 12%p-1 % although there are 

variations in that some manufacturers allow a margin of 

as much as 17. With respect to the retail market it is 

usually about 50°% on retailers cost price exclusive of 

purchase tax. This amounts to a gross margin of on: ) 

third exclusive of purchase tax. Under selling has not 

been uncommon in the 1960's. Now, hoever, retail margins 

are more ratable. 
Another important feature, and which is a direct result 

of under selling is own branding. This concept of own 

branding rather than direct price cutting has more 

appeal than price cutting by many multiple Groups. As 

own branding is used extensively until severe price 

cutting is eliminated. 

Ir" Distribution. 

Carpet distribution is, traditionally, through wholesalers 

and retailers, for example, the Census of Distribution 1961 

gave the number of retailers at 24,165. Apart from this 

method, Cyril Lord developed a direct selling method. 
However, the company, due to financial troubles, went into 

-liquidation 
in 1969. 
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In 1970 it was estimated that 40% of all carpets coming on 

-to the U. K. market was done through wholesalers, the remainder 
through retailers, mail orders and direct selling. An 

important feature lies behind these figrures. Although 

wholesalers' volume remained fairly constant, the 

proportion of total trade that went through this channel 

of distribution has declined. A number of reasons explain 
the decline in the importance of wholesalers in the 

distribution channel system. 
In the first place, the growth of chain retailers who have 

by-passed the wholesaler and deal directly with the 

manufacturers and thus widen their profit margins. 

Secondly the, growth rate of the mail order business is 

faster than the growth rate of the retail business. 

Thirdly-a number of manufacturers are dealing direct 

with the retailers, emphasis being placed on service and 
delivery. 

h. Promotion. 

Advertising expenditure is the only figure available for 

comparability. Advertising takes two distinct forms. 

In the woven sector the emphasis is on generic product, 

that is Wilton Axminster. This is explained by the 

lack of branding in this sector of the industry. Tufted 

manufacturers stress brand in their advertising. 

Initally, the two largest tufted manufacturers advertised 

tufted carpets generally and at the same time promoted 

their own brand image. Indeed, it is argued, in the 

absence of such advertising, the tufted industry would not 
have achieved the realised expansion. An important feature 

in advertising is that undertaken by fibre manufacturers. 
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The effect of intenoive advertising by tufted manufacturers 

was a factor that led woven manufacturers to undertake more 

advertising. 

The following table Given an indication as to the increase 

in advertising as undertaken by the major carpet 

manufacturers. 

Advertising Expenditure by the Major Carpet Manufacturers 

F- ooo's 

Year Expenditure by major carpet manufacturers 

Press T. V. Total. 

1963 595.1 37.4 632.5 

1969 1,480.2 168.2 1,648.4 

It is clear from the above table that there has been 

substantial increase in overall expenditure by the industry 

and that the emphasis is on press advertising. 

J. Consumer's attitudes and preferences. 

Carpets are now purchased by all social classes, the dearer 

carpets bought by upper classes and the cheaper by lower 

classes of society. However, it is not uncommon to find 

both types of carpets in a house. 

The demand for carpets is affected by a number of factors. 

Firstly replacement demand. Secondly carpets purchased 

by newly married couples moving to a house or a flat. 

Thirdly carpets purchased by people moving home and finally 

a market segment consisting of floors not previously 

covered in the present house or flat. 

k 
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A number of consumer preferences underline a given demand. 

In the first place consumers are conscious of obtaining 

value for money. Thus a carpet must be attractive in 

colour, design, reasonably priced and more durable despite 

the fact of costing less than they used to in the 1960's. 

Secondly, with the increasing number of patterns and 

colours offered by manufacturers, tha customer is likely 

to becane extremely selective, which implies that the 

manufacturer has to pay considerable attention to what 

the customer wants. In other words, customer orientation. 
Thirdly, the customer does not regard carpets as being 

obsolete after a short period of possession, thus.. there' 

is a tendency of moving a carpet from one area to another 
buying a new one. Thirdly there is an increasing trend 

towards wall-to-wall carpating aided by the low price 

of tufted carpet. Finally the consumer is becoming 

more educated about carpets in terms of fibres used, their 

advantages and disadvantages and so on. Thus the 

manufacturer has to provide the necessary information. 

k. Consumer guidance and protection. 

The setting up of the British Carpet Centre in May, 1967, 

by thirty members of the Federation of British Carpet 

Manufacturers (members are woven manufacturers) is 

designed to help potential carpet buyers choose the right 

carpet to fit the intended use. Actual buying does not 

occur in the Centre, but particulars of local ratailera 

are given from where the carpet could be purchased. 

However the service of the Centre is extended indirectly 

to their potential customers who do not have access to 

the Centre. This takes the form of Centre Labels fixed 
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on the back of the carpet showing its quality and the use 

to which it is directed. Only members of the Centre have 

the right to use this labelling. 

In 1963 the British Standards code for the Informative 

Labelling of Carpets was produced. This camp about as a 

result of the increasing" number of fibres and blends 

used in carpets. The objective was to give a uniform 

standard for the purpose of comparability. In the same 

year, to protect the consumer, a panel of arbitrators was 

set up by the Federation of British Carpet Manufacturers, 
" 

to deal with carpet complaints. However the cost of 

arbitration is a limiting factor to the number of cases 

taken to arbitration. Again, this is a voluntary effort 

on the part of the woven manufacturers. 

1 Foreign Trade 

On the whole Britain exports more in both voliLae and value 
than it imports. In the export field, the majority of 

exports are woven although tufted carpets are rapidly 

expanding in the export market. This increase has been 

brought about by two major factors. " Firstly in their 

formative years carpet manufacturers concentrated on 

the home market. Having built up capacity they were 

ready to exploit the export market. -Secondly, domestic 

economic factors induced manufacturers to investigate 

into the possibility of. exporting. Woven manufacturers 

were not indifferent to exporting. In 1968 an export 

committee was set up to promote carpets overseas. It 

was found that promoting collectively to the public and 
trade overseas is more effective than individual 

manufacturers' efforts., This collective effort has been 
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taken a step further rohen a consortium of seven manufacturers 

created a joint selling organization to export A. minster to 

the U. S. A. 

Imported carpets assume a relatively small proportion of the 

total home market, for example,. in 1964 imports were 
6.46 million square yards; in 1970 the figure is 3.17 million 

square yards. There has been a steady decline from 1964 

to 1970 with the exception of 1967 and 1968. However, 

at present the total imports account for about 4% of the 

domestic market. " 

9. Summary 

a. Objectives of the Study. 

The objectives of the study are two fold. First to establish 

attitude towards the marketing concept, by the 72 Executives 

participating in the study; in the carpet manufacturing 

industry. Secondly to report upon pricing and promotional 

practices in the eighteen companies studied within the 

framework of the marketing concept. Relative ithportance 

of the activities is sought in view of the apparent 

relative importance attached to the promotional activities 

in the carpet manufacturing industry. 

b, Research design and roethodolo used. 

Taking into account the various possible methodoligies to 

achieve the objectives of the study, an overview of 

research in this area and preliminary contacts with the 

companies in the industry, the following research methodology 

has been implemented. 

(a) Desk Research. This comprised intensive 

studying of attitude measurements, pricing and 

promotional literature and research done in this area. 
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As a result, two sets of questionnaires bave been 

devised to collect the necessary information. 

One set relates to attitudes. The other set covering 

pricing, sales, promotion, advortising, personal 

selling and public relation practices. 

b. Case Study. Whereby two companies were studied 

to test the formed questionnaires which were partially 

structured. Furtheruore this aided in refining the 

formulated hypotheses guiding the collection of 

necessary data. 

c. Interviewing. This stage witnessed field 

interviewing to collect the necessary data whereby 

four members of senior management in. each company were 

met - the Chief Executive, Marketing Director, Sales 

Director and Production Director. 

C. ' Hypotheses 

The following tentative hypotheses have been formulated to 

collect the necessary data. 

a. The majority of Executives in the carpet industry 

are not favourably disposed towards the marketing 

concept. 

b. The larger the size of the company, the more likely 

it is to be favourably disposed towards the marketing 

concept. 

c. Pricing practices are considered within the 

framework of internal company information. 

d. The companies are marketing orientated in the 

promotional activities compared to pricing activities. 
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d. Method of Analysis. 

Attitude favourability is affected by: - 

a. Size of coy 

b. Executives' 

C. Executives' 

d. Executives' 

Co Executives' 

f. 'Executives' 

g. Executives' 

parry in which an Executive is employed. 

training in marketing. 

occupational position in the company. 

educational background. 

age. 

length of service in the company. 

length of service in their present positions. 

Marketing practices are reported upon in detail. The following 

factors influence marketing orientation. 

a. Company's attitude towards the marketing concept, 

as exhibited by the Chief Executive's attitude 

towards the concept. 

b. The C. MM1. E. 's attitudinal placement in terms of 

strongly favourable, favourable, unfavourable and 

strongly unfavourable. 

c. Size of company. 

The chi square is used where possible to establish association 

between a particular aspect and any one of the above factors. 

e. Historical Review. 

This briefly traces the development of the carpet manufacturing 

industry since its conception, to-date. Technical development 

in a paramount importance in that it affected the quantity and 

quality of carpets produced and therefore the market served. 

The development of the tufted section of the industry after 

the Second World War is the major development in this century. 

The trend towards mergers is significant over the past five 

years. The trend has not abated. 
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f. I'; arketi. ng ßeview. 

This traces marketing trends in the 1960's. As such it 

covers market definition vis-a-vis other ficorcovering 

markets of the industry. The general trend has been a 

steady expansion in the carpet market, shared by both 

woven and tufted carpets. Bob: ever the proportional 
increase in quantity is not matched in value terms for 

the tufted sector of the industry because of its low pit ce 

relative to woven carpets. The forecast is further 

expansion for both sectors of the industry, where both 

sectors of the markets will have equal share in quantitative 
terms. 

Rationalisation within the industry has been in process over 

the last five years. It is strongly recommended for the 

tufted sector of the industry because of over capacity. 
Distribution is mainly through wholesalers, retailers and 

mail order. The contract field is increasing in 

importance. 

Promotional activities have been on the increase occurring 

mainly in advertising as indicated by the industry's 

expenditure. The majority of advertising being press 

advertising. 

Pricing: On the whole the price lists of individual 

manufacturers are fixed, what do vary are the discounts 

given which differ by type of outlet. Generally speaking 

there does not seem to be substantial differences in 

manufacturers' price lists. 

The consumer is receiving an increasing attention by 

manufacturers, for example, the British Carpet Centre 

provided labels used by members only regarding fibre content, 



64. 

use etc. of the carpet. Consumer protection is provided 

by a panel of directors, predominantly woven manufacturers, 

to deal with carpet complaints. Finance is a limiting 

factor however. 

Foreign trade: The export side is more important in 

quantity and value terms relative to imports. In 1969 

total imports accounted for about 4% of the domestic 

market 

G 
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CHAPTER 2 

The Marketing Concept 
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CHAPTER 2. 

TAE ? MARKETING CONCEPT 

The present chapter has four objectives. First, to present 

the evaluation of management's thinking towards marketing and the 

marketing concept. Second, factors influencing the develöpment 

of the marketing concept. Third, definition and a model of the 

marketing concept. Finally, aspects of implementation-with 

particular reference to the objectives of the study. As such, 

the chapter provides a framework of the study of attitudes and 

business practices of the companies visited. 

1. Evaluation of the marketing concept. 
Since the Second World War, the marketing concept has 

received much attention by academicians and the 

business world, as evidenced by articles and text books, 

both general and specific on the subject, and companies' 

declaration of adopting the marketing concept. 

Essentially, the marketing concept is an evolutionary 

rather than a revolutionary re-orientation of companies' 

philosophies and scale of priorities. Several factors 

at national, firm and customers' levels have been 

interacting to instigate the development of the philosophy 

of the marketing concept by about 1950. An essential 

outcome is a formal recognition of the customer at the 

centre of the business. 

'No longer is the company at the centre of the business 

universe: today the customer is at the centre. Today 

our attention has moved from ....... the product we can 

make to the product the customer wants us to make"', 

Robert J. Keith "An Into Bration of the marketing concept". 
"Advancing Marketing Efficiency". "Proceedings of the Forty-First 
National Conference (Chicago: American rlarketing Association 1959) 
p. p. 104-105. " 
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Arriving at this position is not an "invention" of marketing 

thinking but grouping of various business practices, that 

have been taking place over a long period of time, into a 

formally integrated framework. 

According to Professor 'Robert L. King 
2 (which forms the 

basis of, the discussion in this chapter) the development 

of the marketing concept in the U. S. A. occurred in three 

stages. The relevant dates for the U. K. (shown in brackets) 

are suggested by Professor Gordon Wills. 
3 

(i) Production Orientation, 1900-19; 0 (U. K. estimate 1800-1950). 

(ii) Sales Management Orientation, 19: 0-1950 (U. K. estimate 
1950-1960). 

(iii) Marketing Concept Orientation, Since 1950 (U. K. ctimate 
1960-1968). 

The. time dimension should not be viewed in water-tight compartment 

fashion, since the development of the marketing concept was 

evolutionary and not revolutionary. More important are the 

underlying business practices in these periods and how several 

factors have been operating to bring about the philosophy of 

the marketing concept and the status it acquired in business 

and academic circles. As will be indicated later, the 

development of the marketing concept is a "natural phenomenon" 

in a dynamic advanced economy, that is, irrespective of the 

'geographical location of the country. 

2. King, Robert L. "The Marketing Concept" in "Science in Marketing" 

edited by George Schwartz, published by John Wiley & Sons 1965. 
King's definition and conceptualisation of the marketing concept 
is an accepted authoratative source in this area. The basis 

of King's work is the content of his Ph. D. thesis, Michigan 
State University, 1960. "An enquiry into the relevance of the 
'Marketing Concept, as a Management Guide to the mobilization of 
Corporate Effort. " 

3. A lecture given at the University of Bradford, Management Centre, 
April 1969 entitled "Implementing the Marketing Concept. " 

1. King op at P. 79 
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a. Production orientation. 

The major concern of business in this period was in 

relation to production. As such, the problem of the 

day was reflected with work methods, the creatieaof 

productive capacity-and volucac of production, for 

example, contributions made by R. Taylor and Gilbreth. 

This period is referred to as the "era of manufacturing" 

Keith notes. 
1 

"It is significant that the idea for the promotion of 

our company came from the availability of high quality 

wheat and the proximity of water power - not from the 

availability and proximity of growing major market 

areas, or the demand for better, cheaper, more 

convenient flour products". 

Again, Keith provides-an example typical of the 

managerial philosophy in this period, stating: 
2 

"As professional flour millers, blessed with a supply 

of the finest North American wheat and with excellent 

milling machineryi we turn out flour of the highest 

quality. We know our product is good because it 

meets our professional standards of quality. Our 

function is to mill high quality flour and of course, 

we must hire salesmen to sell it. " 

Students of business management in this period noted 

the increases in production and considered marketing 

as of immediate concern. Thus, marketing was 

considered, but not to the same extent and intensity as 

production. 

Shaw pointed out that distribution should be seriously 

considered to check further developments in production. 

1. Keith, R. J. op cit P. 105 

2. Keith, R. J. op cit . 
P. 105-106 
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The differences in otudies of production and distribution 

are highlighted ')y-the following quotation from Shaw 1 

noting that the ingredients of success lie in the development 

and exploration of the latter. 

"While we are only upon the threshold of the possibilities 

of efficiency in production, the progress thus far made 

has outstripped the existing system of distribution. 

If our producing possibilities are to be fully utilised, 

the problems of distribution must be solved. A market 

must be found for the goods potentially made available. " 

Drucker's2 observation : that fifty years ago the typical 

attitude of the American businessman towards marketing 

was still: 

"The sales department will sell whatever the plant produces" 

reflects the writing of this period regarding the 

importance attached to production. 

To sum up, prevailing business practices in this period are, 

that major attention was directed to problems of. production 

and related efficiency. Marketing, from the point of view 

of establishing customer requirement was largely overlooked. 

b. Sales Management Orientation. 

The essential characteristic of this period is the emphasis 

placed on distribution at a time when production was no 

longer a serious problem. This period witnessed the wider 

responsibility of the Sales Manager where his perfoinance 

is related to sales achieved. The assumption is the positive 

relationship between volume and profit. However the Sales 

Manager was not responsible for profit attainment. 

1. Shaw, Arch. W. "Some Problems in Market Distribution", Harvard 
University Press, Cambridge, Bass. 1915 P. O. 

2. Drucker, Peter F. "The Practice of Management" Harper - New York, 
1954 P. 38. 
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Another characteristic of this period is lack of co-ordination 
between distribution and other marketing activities and other 

operating activities in the company. This reflects the 

under-estimation of contribution made by activities other than 

distribution. However, marketing research received considerable 

attention in an effort t6 resolve the problems of the 

marketing department and the importance of marketing per se. 
In: -the business world, the operating philosophies of 

companies is best described by a quotation from Keith. 1 

"As a flour company, manufacturing a number of products for 

the consumer market, we must have a first rate sales 

örganisation which can dispose of all the products we can 

make at a favourable price. To accomplish this objective, 

our sales force must be backed up by consumer advertising 

and market'intelligence. Our salesmen should have all the 

tools they need for moving'the output of our plants to the 

consumer. " 

Scholars such as Borsodi summarise the problems of the day 

and management's thinking: 

"The day is gone when the recipe for fabulous profit was 

simple. Production; more production; still more production! 
The golden age of production is past. 

The age of distribution is upon us. " 
2 

c, Marketing Concept Orientation. 

By the early 1950's the marketing concept became the operating 

philosophy of large corporations in the United States. 

Two factors differentiated this orientation from the previous 
two orientations. First management's concern with profits. 

1. Keith.. Op cit P. 106. 

2. Darsodi', R lph. "The Distribution Age", D. Appleton, I`ew York, 
1929, P"3.. 
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Second, return on inventincnt. Volume is no longer a prim(, ) 

objective. 

Implementation of than marketing concept in the early 1950's 

is described by President Cardiner of the General Electric 

Company, in his Annual Report for 1952. 

The marketing concept "introduces the marketing man at the 

beginning rather than the end of the production cycle and 

would integrate marketing into each phase of the business. 

Thus marketing, through its studies and research will 

establish for the engineer, the desiCnor and the 

manufacturing man what the customer wants in a given product, 

what price he is willing, to pay, and where and when it will 

be wanted. Marketing would have authority in product 

planning, production scheduling and inventory control, 

as well as calms, distribution and servicing of the product. "1 

A quotation from Keith concerning the operating philosophy 

of his company, illustrates management's views of marketing 

in this period: 

"Marketing is viewed in our company today as the function 

which plans and executes the sale - all the way from the 

inception of the idea, through its development and execution, 

to the sale to the customer. The idea for a new product is 

conceived after careful study of her wants and needs, her 

likes and dislikes. With the idea in hand, the marketing 

department functions as a universal joint in the corporation, 

marshalling all the forces of the corporation to translate 

the idea into product and the product into sales. " 2 

1. General Electric Company Annual Report, 1952. 

2. Keith. Ibid P. 107. 
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2. Factors affecting the evolution of the 1=, a. rketina Concryt. 

Acceptance and implementation of the marketing concept in the 

United States and, indeed, other industrialised nations did not 

come over night. Several factors have been operating to bring 

a change towards acceptance and implementation. James stated 

that "the problem of marketin6 is truly one born of our time; 

it is a product of the standard of living enjoyed by advanced 

communities and the way in which those communities organise 

their resources to meet that standard. " 1 

What follows is a presentation of major factors that are 

instrumental in instigating the evolution and eventual acceptance 

and implementation of the marketing concept, as indicated by 

King. 2 

a. Economic Factors. 

Firstly, companies are faced with the problem concerning 

their ability to sell their products resulting from their 

huge productive capacities. No longer is it possible to 

assume that produced goods are readily absorbed by the 

market. Manufacturers, irrespective of size, have to 

compete intensely to win consumer favour. While sheer 

increase in productive capacity is an explanation, it is 

partially because of competition from substitute products 

and competition within the same range of products. Thus 

a shift from a sellers' market to a buyers' market. 

The growth in size implied problems of integration and 

co-ordination. Furthermore, it became extremely expensive 

to make the wrong decision. Thus a conscious effort 

towards integration and co-ordination and the need for 

facts, not opinions, to make decisions, is a natural 

1. James, B. "Integrated Marketing. " B. T. Bataford, 1967. P. 10. 

2. King, R. Ibid pp 81-85. 
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development calling for the marketing concept. Indeed, both 

a 're central pillar6 in marketing concept orientation. 

Secondly, there is a. tendency for professionalism in 

business practice an evidenced by the Crowing nuinbrr of 

professional business associations. Furthermore, the demand 

and provision of post-experience business courses directed to 

managers in industry has . accentuated the professional touch 

in business. 

Thirdly, attainment of social and policital objectivrs such 

as full . employment, economic growth and stability, are 

increasingly relying on the contributicn of mark^ting. 

b. Competition. 

Perhaps this is the single important factor affecting a 

company in view of the fact that companies can no longer 

overlook competition without adversely affecting their 

performance. Indeed, their very survival may be questioned. 

Several competitive factors are catalytic in instigating 

the marketing concept. 

Firstly, with an increase in total income and particularly 

discretionary income, the consumer has a wider freedom 

to select from the various, seemingly similar, product 

offering. 

James remarks that "it is easier to sell a really different 

product, or better still, a unique product, but unfortunately 

many products are in themselves little different from their 

immediate competitors especially among basic necessities. " 1 

Furthermore, firms from other industries direct their efforts 

to share in the discretionary income. Hence, competition 

from the entire business community. Gone are the days when 

the basic necessities of life are the issue of the day. 

1. James, B. Ibid P. 21.. 
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Secondly, intensity of competition have reduced profit margins 

and thus companies are concerned with returns on total 

investment. To achieve this, companies have to be 

sophisticated in their marketing techniques and foresighted 

enough to make the right decision in terms of identifying 

customer requirements to achieve maximum return on company 

investment. 

Thirdly, to achieve maximum returns on investment, companies 

have found haven in new products. Thus the efforts 

expended on research and development. This itself requires 

sophisticated marketing techniques in view of the expenses 

involved in developing and launching new products. Failure 

rates of new products intensifies the use of marketing 

research, product planning and research and strict 

adherence to the requirements of the philosophy of the, 

concept. 

Finally, planned obsolescence have shortened the product 

life cycle and hence fattheTemphasis on new products. 

The significance of this is the opening and capitalisation 

of market opportunities and disappearance of existing markets. 

Unless companies are prepared for the latter-eventuality, 

they stand to lose heavily. 

c. Firms factors. 

Factors relevant to firms are instigated in response to 

general economic factors. As indicated above (2) (a), there 

has been a tendency towards large corporation. While this 

may be a pillar of strength from the financial viewpoint, 

it entailed an element of weakness. The consequent growth, 

partly natrual and partly due to acquisitions and mergers 

implied problems of co-ordination and communication. 

Indeed, present organisational structures have obstructed 
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-rather than contributed towards effective operations. 

Thais, the marketing concept categorically provides 

integration and co-ordination of the various company 

activities. 

Secondly, while the increased productive capacities of 

corporations enabled them to produce larger quantities than 

ever before, together with the productive capacities of 

immediate and distant fires, companies are facing resistance 

from consumers. This necessitates sophisticated techniques 

in promotional decisions and policies. Companies' concern 

is no longer wholly devoted to the functional aspects of 

products. Equal, if not more, attention is devoted to 

psychological aspects inherent in the product offering. - 

Thirdly, the technology underlying production capabilities 

requires a high rate of utilisation of capital equipment. 

Coupled with the narrowing of profit margins, companies 

are increasingly conscious for the necessity of "guaranteed 

annual customers". As such, researching into the 

market to establish customers, sales, etcetera is an 

inevitability. The marketing concept categorically 

recognises such needs. 

Forthly, growth in size and the consequent outlays in 

capital equipment have limited the scope of action available 

to companies. Usually, fixed capital equipment have a lone 

gestation period. As such, once a decision is made and 

implemented regarding productive capacity, it commits the 

company to a minimum tournover for profitable operations. 

Finally, given the above factors, it is absolutely essential 

for companies to undertake long term planning with a view to 

plan for future profits. To achieve this, a continuous flow 

of information, both internal and external, is essential 

1. King, -R. Ibid P. 83. 
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together with sorhisticated techniques in marketing research. 

d. Con=mers. 

Developments affecting consumers have equally contributed to 

the evolution of the marketing concept. Firstly, consumers' 

expenditure power have increased beyond purchasing the 

necessities of life. Hence, the purchasing of vast stocks 

of goods. Despite this, consumers have wide discretionary 

income, to spend on goods other than necessities. 

Implicitly, the choice of spending, or otherwise, together 

with selectivity of purchases are problems of immediate 

concern to business. 

Finally, the activities of competitors in the form of 

advertising and education generally have perpetuated 

consumers' sophistrication. Consequently, companies have 

to try harder to reach the customer and secure his custom. 

As such, companies have no alternative but to establish 

and rely on a valid communication system between the 

market place and themnelved and not vice versa for the 

purpose of customer orientation. 

Definition and model of the Marketing Concept. 

Several definitions are forwarded for the tern marketing and 

the marketing concept. The latter is essentially a managerial 

philosophy. Marketing is a means to an end; it is the process 

by which'the marketing concept is fulfilled. Wills' definition 

of the marketing process is adopted - "The marketing concept is 

that process in a society by which the demand for economic goods 

and services is anticipated or enlarged, and satisfied, through 

the conception, promotion, exchange and physical distribution of 

such goods and services. " 1 

1. Wills, G. Op Cit. 
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Definitions of the marketing concept indicated in the literature 

are varied emphasis... ig a particular aspect at one extreme. At the 

other extreme, a galabal view envisages the "societal marketing 

(concept". 
1 However for the purposes of this study, the 

definition provided by King-is used: - 

"The marketing concept is a managerial philosophy concerned 

with the mobilization, utilization and control of total 

corporate effort for the purpose of helping consumers 

solve related problems in ways compatable with planned 

enhancement of the profit position of the film". 2 

The above definition according to King 
3 

entails several 

essential elements: - 
First, Management's awareness and appreciation of the role that 

consumers assume as it is related to the corporation's existence, growth 

and stability. The only valid definition of a business 3, s its 

objective to create customers. 

Second, Management, at all levels, should be aware and concerned 

with the implications of decisions on the various departments of the 

business in an effort-to meet defined customer needs. Thus the 

implication of any decision should be assessed from viewpoints of 
its repercussions on the various activities in the business. 

Third, Management, at all levels, should be actively involved 

in innovations of products and services aimed at solving selected 

consumer problems. 

Fourth, general managerial concern with new products and services 

and the impact it has on company profit, both in the present and the 

future, and a recognition of the rewards accruing from new product 

planning including profits and profit stability. 

Fifth, general managerial appreciation of the role played by 

marketing intelligence and other fact finding reporting units with a 

1. Kotler, "P. 
2. King, R. Ibid p. 85 
3. King, R. Ibid p. p. 85-86 
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view to identifying consumer needs, new products and service, role 

of innovation etcetera into detailed £tatements or profitable market 

potentials, targets and action. This appreciation goes beyond the 

traditional conception of marketing research. Specifically, it 

aims at assimilation of other sources of marketing data, for 

example distribution, into a potent marketing intelligence. 

Sixth, compsnywide,. effort involving participation and concern 

of all company offices in establishing corporate and departmental 

objectives which are understood by and acceptable to all these 

offices and consistent with the enhancement of the firm's profit 

position. 

Seventh, formal short and long term planning of company 

goals, strategies and tactics, resulting in defined and co-ordinated 

effort of the firm's functional areas. 

Eighth, creation, expansion, termination or restructuring of 

any corporate function as deemed necessary in mobolising, 

utilising and controlling total company effort toward the solution 

of selected consumer problems in ways compatible with enhancement 

of the firm's profit position. 

Based on the above, King developed a model, presented in 

Figure 2.1., demonstrating the significance and relationship of the 

marketing concept to business management. Three hypothetical 

situations are presented by King: - 

First: An equilibrium between company market offering 

and market demand. 

Second: Where modification within the framework of 

existing corporate policies seems desirable. 

Third: where major modifications of corporate policies 

and market offerings are necessitated by changes in 

market conditions. 
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Each of these cases are considered in detail. A number of 

observations regarding the model are in order. Specifically, 

the "sensitivity monitor" and the basis of ''managerial action". 

The former represents the firm's total, integrated marketing 

intelligence force, including company units and external agencies. 

As such, the monitor goes beyond the traditional conception of 

marketing research. "Managerial action" is man: gement'a 

selection from several alternatives a course of action consistent 

with its efforts to achieve the dual objectives implicit in the 

definition of the marketing concept, that is "helping consumers 

fsolve selected problems" and "enhancement of the profit position 

of the firm". 

The first hypothetical situation relates to an equilibrium 

position where company product offering and market demand is in 

equilibrium. As such the company market offering is in balance 

with demand in the market place. If the sensitivity monitor 

does not indicate imbalance between the two, the company continues 

its offering and thus no managerial action is called for and 

company plans, e. hich form the basis of market offering, are 

implemented with no modifications. Clearly, the sensitivity 

monitor: -acts 
like a watch-dog to detect any imbalance. 

Furthermore, it confirms the validity of company plans and policies. 

An equilibrium situation illustrates the basic nature of the 

marketing concept. 
1 

First: Companywide managerial involvement in creating a 

market offering which solves consumers' problems in ways 

compatible with consumers' desires and enhancement of the 

firm's profit position. 

Second: Continuing sensitivity , involving recognition 

and reaction to changes in market place conditions which 
indicate existing or approaching imbalance in the market 

offering - market place demand relationships. 

1. King, R. Ibid P. P. 88-89 
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The second hypothetical situation relates to a situation whereby 

modifications within the framework of existing corporate policies 

seem desirable. The sensitivity monitor indicates imbalance 

between market offering and market demand, consequently, a problem 

that the imbalance is of a awareness is established. Assuming 

small ma nitude, it would require routine action by modifications 

of existing company policy. Thus an alternative decision is made, 

for example, marginal variation of promotional expenditure. This 

in reflected, in managerial action resulting in a revised plan. 

The implementation of the plan forms the basis of the company's 

market offering to the market place. If the sensitivity monitor 

does not detect imbalance, the continuance of offering prevails. 

However, if imbalance is detected and it requires routine action 

the same process is repeated until an equilibrium rules between 

company market offering and market demand. 

Clearly, the sensitivity monitor and managerial action forms 

the essential ingredient for a company to achieve market balance 

with the marketing concept. 

The third hypothetical situation is where major modifications 

of corporate policies and market offerings are necessitated by 

changes in market conditions. Again, the sensitivity monitor 

detects a state of disequilibrium establishing problem awareness. 

Assuming that the imbalance is of an order that requires more 

than routine action and involved managerial evaluation of 

corporate's basic policies, a more elaborate corrective action 

is called upon under the marketing concept. 

Under such a situation, corporate policies are subjected to . 
the profit orientation and consumer orientation filter, each of 

which is supported by information inputs. The basic function of 
the filter is an exhaustive evaluation of company policies with 

a view to achieving the dual objectives of consumer and profit 

orientation. This requires the participation of all company 

officers rather than selectivity of participation, because eventual 
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plans. commit tim company for a long period of time, and hence its 

impact on the various aspects of the business. The information 

inputs to the two filters are a result of marketing research 

activities both by company's internal resources and outside 

agencies. 

The end result of this rigorous and exhaustive evaluation is 

the statment of alternative decisions. Managerial action decides 

on the course of action compatible with the dual objectives of 

the marketing concept, to form plan of action. 

Consequently, a revised market offering is made to the market " 

place. If the sensitivity monitor does not detect present or 

impending imbalance, the company continues its market offering. 

However, if elements of imbalance are detected, the problem is 

brought to management's attention, to be followed by managerial 

action after considering alternative decisions. This process 

goes on until the sensitivity monitor indicates equilibrium 

between company market offering and market demand. 

To sum tip: First, the sensitivity monitor and managerial 

action are absolutely necessary for understanding the 

marketing concept. Without the former, the company 

cannot effectively fulfil the. dual objective of customer 

and profit orientation by mobilizing, utilizing and 

controlling total company efforts. Co-ordination between 

the two is essential for the effective functioning of either. 

Second, the sensitivity monitor goes beyond the traditional 

functions of marketing research. It is a critical 

evaluative mechanism embracing all environmental factors 

to the firm in as much as they affect company market 

offering and market demand. An equilibrium situation 

prevails only when the two are in balance. Furthermore,: the 

sensitivity monitor detects existing and potential opportunities 
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as well as existing and potential difficulties. Consequently, 

the monitor is concerned with issues relating to the 

development of new products as well as new markets. 0 

The ! Marketing Concept - Problems of im plernPntation. 

The stage is set for considering the implications when adopting 

the marketing concept and the necessary managerial thinking, and 

orientation within the framework of the objectives of the study. 

As such, this section provides a frame of reference against which 

the findings of the study are analysed. It is impractical to be 

dogmatic about this in that implementation of the marketing concept 

can take several forms and have the difficulty of quantitatively 

measuring marketing orientation. 

In the final analysis, this section provides a "general 

Guideline". However, whilst the section is concerned with aspects 

of the marketing concept studied, it is in order to remark on a 

fundamental prerequisite of marketing concept orientation, that is,, 

organizational structures and elements of the marketing concept. 

Furthermore, the concept of the marketing mix is considered since 

it shapes marketing activities and has direct relevance on the 

application of the marketing concept. This is followed by a brief 

consideration of the aspects studied. However, this is elaborated 

upon in the introductory sections of each of the following chapters. 

a. Elements of the marketing concept and the m3rketinE, mix. 

As developed by King 1, the marketing concept has a number of 

elements which include the following - consumer orientation, 

organizational aspects, marketing planning, product planning, 

profit planning and control, and the role of marketing 

research. Each of the aspects serve the dual objective of 

consumer and profit orientation as required by the marketing 

concept. 

1. King, R. Ibid P. 92. 
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Given the company's acceptance and implementation of the 

marketing concept, the company has to decide on the 

combination of its resources to achieve stated objectives. 
The concept of the marketing mix has been developed by 

James Culliton and Veil Borden at Harvard in the late 

1940's indicating the balance that any firm opts for will 
be a result of many elements in the business situation of 

which the most significant are - historical, its own 

resources and its current view of the marketing environment. 
Consequent upon identification of the latter's implications, 

fines came to different conclusions about the proportions 

of the various elements of marketing activities which are 

appropriate for an-optimum mix. 

Borden's listing of elements of the marketing mix is as 
follows: 

1. Product planning, policies and procedures relating to 
(a) product lines to be offered - qualities, design etc. 
(b) the market to sell - whom, where, when and in 

what quantity. 
(e) su.: n product policy - research and development 

programme. 

2. Pricing, policies and procedures relating to 
(a) the level of prices to adopt 
(b) the specific prices to adopt (odd 

- even etc. ) 

(c) price policy - one price or varying price, price 

maintenance, ' use of list price etc. 

3. Branding policies and procedures relating to 
(a) selection of trade marks. 

1. Borden, N. "The Concept of the Marketing Mix" in Schwartz, G. 
"Science in Marketing" Wiley, 1965 P. P. 389-390 and P. P. 391-392. 
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(b) brand policy - individualised or family brand. 

(c) sales under private brand or unbranded. 

4. Channels of Distribution, policies and procedures 

relating to 

(a) the channels to use between plant and consumer. 
(b) the degree of selectivity among wholesalers and 

retailers. 
(c) efforts to gain co-operation of the trade. 

5. Personal selling, policies and procedures relating to 

(a) the burden to be placed on personal selling and 

the methods to be employed in (i) the manufacturer's 

organization, (ii) the wholesale segment of the 

trade, (iii) the retail segment of the trade. 

6. Advertising, policies and procedures relating to 

(a) the amount to bpend i. e., the burden to be 

placed on advertising. 
(b) the copy platform to adopt (i) product image 

desired, (ii) corporate image desired. 

(c) the mix of advertising - to the trade; through 

the trade - to consumers. 

7. Promotions, policies and procedures relating to 

(a) the burden to place on special selling plans or 

devices directed at or through the trade. 

(b) the form of these device: for consumer promotion, 

for trade promotion. 

8. Packaging, policies and procedures relating to 

(a) formulation of package and label. 

'"iA 
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9. Disp14,,, policies and procedures relating to 
(a) the burden to be put on display to help effect 

sales. 
(b) the methods to adopt to secure display. 

10. Servicing, policies and procedures relating to 
(a) providing service needed. 

11. Physical Handling, policies and procedures relating to 
(a) warehousing. 
(b) transportation. 

(c) inventories. 

12. Fact Finding and Analysis - policies and procedures 

relating to 

(a) the securing, analysis, and use of facts in 

marketing operations. 

And the market factors bearing on the marketing mix of 

manufacturers are as follows: - 

1. Consumers' I3uying" Behaviour: as determined by 
(a) their motivation in purchasing. 
(b) their buying habits. 

(c) their living habits. 

(d) their environment (present and future as revealed 
by trends, for environment influences consumers' 

attitudes toward products and their use of them. ) 

(e) their number (i. e. how many). 
(f) their buying power. 

2. The Trade's Behaviour, Wholesalers' and Retailers' 

behaviour, as influenced by 

(a) their motivations. 
(b) their structure, practices and attitudes. 

*(c) trends in structure and procedures that portend change. 
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3. Competitors' position and behaviour, as influenced by 
(a) industry structure and the firm's relation 

thereto (i) size and strength of competitors, 
(ii) number of competitors and degree of industry 

concentration, and (iii) indirect competition - 
i. e. competition from other products. 

(b) relation of supply to demand - over-supply or 

under-supply. 
(c) product choices offered consunerc by the industry, 

(i) in quality, (ii) in price, and (iii) in service. 
(d) decree to which competitors compete on price versus 

non-price basis. 

(e) competitorsf motivations and attitudes - their 

likely response to the actions of other firms. 

(f) trends technological and social, portending change 

in supply and demand. 

4. Governmental Behaviour - controls over Marketing 

(a) regulations over products. 
(b) regulations over pricing. 
(c) regulations over competitive practices. 
(d) regulations over advertising and promotional methods. 

b. Or nizational structures. 

Application of the marketing concept requires different organizational 

structures than those prevailing under production orientation and 

sales management orientation. It must be noted, however, that 

organizational charts, on their own, do not necessarily reveal 

what is occuring in practice, because "any pattern of organization 

which a firm adopts formally wjll be complemented by an informal 

pattern which may, or may not, fit closely with what is formally 

structured. There can be no doubt, however, that ........ the 



PIS. 

organization must'both fit tho task and the market situation 

as well as reconciling the elements in the company power 

structure. Furthermore, appropriate control systems will 

be required if the total is to be effectively integrated ...... 
Successful response to the market situation any company faces 

is the outcome of the wad; we deploy the resources we have. 

If we can mechanise or bureaucratise our staff and our 

managers, they are unable to respond rapidly and effectively. 

Conversely, if we allow the organization to operate without 

rules and patterns, chaos results and we fail just as surely.! ' 1 

Tookey and McDougall 
2 

indicated several constraints that will 

act upon marketing organization structures: 

Production Characteristics 

Scale of Production 

-Homogeneity of production 

Technical complexity of products 

Product life in use 
Shelf life (or storeability) 

Standard and custom built products 

Lead title for innovation 

Product obsolescence 

Investment needed for innovation 

Unit value as percentage of turnover 

Market Characteristics 

State of competition 

Number of customers 

Nature of customers (private-or institutionalized) 

Degree of segmentation of customers 

Geographical dispersion of market 

1. Wi113, G. Op Cit. 
2. Tookey, D. and McDougall, C. cited by Wills G. in his lecture 

(referred to earlier). 
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Stability- of demand 

Unit value of purchase as percentage of 

customer's income. 

Technical sophistication of customers 

Relative importance of aspects of customers 

needs, e. g: quality, packaging, service. 

N 

Formal structure of organizations under the marketing concept may 

take several forms ranging from the structure resulting from the 

evolution of thr: marketing concept; and from an organization's 

relationship with its present task/environment. Kotler1 

distinguishes four main types relating to tho latter. First, 

function oriented based on the premise that a particular 

function requires more concentration of skills than products 

or territories or customers. Second, product/band oriented. 

In each-of the last three. orientation, all or none of the 

elements represented in the marketing mix may either be part 

of each segment of the marketing structure or as a series of 

service activities to all of the secnents. 

A hypothetical organizational structure under marketing concept 

orientation is exhibited in Figure 2.2. 

Fir. 2.2 Mark tine Concept Orientation 

IChi. ef Executive I 

Research & 1Pm0tb0n Finance b: arketing 
Development 

ý_ 
-- -- ---- -New Products Iý 

. 

[Market Research ` Sales Promotion 

l. 
-. 

Kotler, P. "Marketing Management" : Analyci, planning and control, 
Prentic Hall, 1967 P. P. 141-146. 
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Before ending this section, two observations regarding 

implementation of the marketing concept in British industry 

are noted. Firstly, Aubrey Wilson remarks that "it took 

several more years and many violent changes of market 

disposition before the appreciation of what the marketing 

concept meant in practice was achieved and marketing ceased 

to be an abstraction". 
1 Secondly, Giles, remarks on the 

co-ordination aspect of the marketing concept that "In 

Britain today, there is a movement towards the conception, 

but its translation into effective organization is 

exceedingly slow ...... The problems of re-orientation are 

many and the very personalities involved provide not the 

least of these problems. "'2 1 

c. Managements' attitudes and company philosophy. 

Company philosophy is essentially company's attitude towards 

the business, what it should achieve, how to achieve it etcetera. 

Company philosophy once evolved forms guidelines as to how to 

run the business. As such, it affects decisions throughout 

the organization. It need not be comiitted to paper, but 

nevertheless it exists in one form or another. Indeed, 

formalisation of philosophy does not necessarily reflect actual 

practice. 

Since a philosophy is an attitude-of mind, and in the high 

probability of lack of formalisation, one way of exhibiting 

company philosophy is by revealing attitudes held by 

management towards the business and in particular marketing. 

As such, the-focus would be on crucial aspects of the issue 

under investigation. This is a valid methodology in view 

of thz fact that individual attitudes evolve over time and 

eventually shape behaviour. Having established attitude, 

1. Wilson, A. "The Art and Practice of Marketing" Hutchinson 
Marketing Library, 1971. p. 2 

2.. Giles, G. B. ": iarketing HJanagement" McDonald & : vans Ltd., 1964 p. 33 
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it is poseible to classify the degree of favourability 

towards the object in question. This is essentially the 

methodoloGy used in the study. 

To achieve this, the focus is on aspects of marketing that 

would indicate, or otherwise, marketing concept orientation 

within the definition provided by King. The basic 

requirement is for the company to be marketing orientated, 

that is, it recognises that management and indeed all 

offices of the company should direct and co-ordinate their 

efforts to identify and satisfy market requirements. As 

such the customer determines company activity. This should 

be achieved with a view to enhancing the company's profit 

position. Summing up, the company should accept and 

implement all tho requirements and implications of the 

marketing concept, that is, exhibiting favourability of 

attitude. The chapter on managements' attitudes attempts 

to establish attitudes to the various. aspects of the 

marketing concept and is concluded by attitudinal 

cl ifications of executives towards the marketing concept. 

Despite the difficulty of finding formalisation of company 

philosophy (as has been revealed by the present study) it 

can however be established from speeches, press releases etc. 

For example the Marketing Department Handbook of a British 

company states: - 

"The company exists to create and service consumer 

needs for domestic electric appliances in World 

markets which are capable of producing satisfying 

net profit yields on capital employed. 

Marketing can be referred to as a 'fundamental 

business philosophy, a recognition and acceptance 

of a consumer-oriented way of doing business. 
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Marketing embraces all the functions concerned with 

determinin. aid fulfilling consumer needs. Marketing 

is primarily a profit producing management function. 

It. secks to satisfy the continually changing consumer 

demand with products, in such a manner that will yield 

the company the maximum long term profits, on capital 

employed". 
1 

6. Pricing 

historically, pricing has always assumed an important role in 

business, because essentially it determines the profit position 

of the company. The traditional view of pricing is a price 

that covers all costs plus'a satisfactory level of profits. 

Under the marketing concept, the importance of pricing in the 

company's marketing operation is by no means reduced. 

Quite the contrary, pricing is assigned a major ccmpetitive 

role in achieving the company's marketing objectives. The 

adoption of the marketing concept entails major changes and 

orientation from the company. 

1. Pricing strategy should be co-ordinated with other 

elements in the marketing mix and its exact role 

should be defined. The ultimate objective is 

to achieve the dual objective under the warketing 

concept - customer and profit orientation. 

2. Market prices should not be governed by tradition, 

but reflect company's market opportunitie3 and its 

efforts to capitalise upon them. 

3. The starting point in pricing is not what it costs 

the company, but what the customer is willing to 

pay. Ideally, the company prior to developing the 

product establishes the price or price range and 

1. mnallbone, D. "The Practice of Marketing" Staples Press, 1965. p. 34 
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operates in reverse to establish *hether or not 

the product can be offered at the acceptable price 

to the consumer and still enhance its profit 

position. 

4. Pricing'_is no longer based on internal company factors. 

Increasing attention should be paid to environmental 

factors. Specifically, immediate competitors' 

activities as well as activities of firms in other 

industries in so far as business organizations 

endeavour to share in consumers' income, particularly 

discretionary income. 

5. Pricing is- no 1onjcr concieved as a volume generator. 

Rather, it is set and manipulated with a view to 

enhance the profit position of the corporation. 

Implicitly, volume is conceived as a means to an end. 

6. Discounts are set with a view to achieving company 

objectives. That is, discounts should not be set 

to conform to traditional discounting practices of 

the industry. Discounting should be manipulated in 

response to market conditions. 

7. Intermediaries' margins, that is, wholesalers, 

retailers and others involved in the distribution 

system, should be taken into account as part of the 

pricing decision, rather than as an after thought 

following the launching of the product. 

S. Pricing decisions of products should be related to 

each product individually, gather than applying 

the same decisions irrespective of product änd/or 

market characteristics. 
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9. Pricing should be used as a manipulative tool to 

discontinue unprofitable products, that is, to 

maximise the benefits accruing to the company, 

e. g. to contribute to overheads. 

10. Price recommendation or resale price maintenance 

should not be left to chance, but to be decided 

upon in the light of company circumstances, its 

dealers and customers. Legal considerations are 
inevitably considered. 

11. Price pre-testing is becoming an increasingly 

important activity to ensure that the intended 

price is acceptable to the customer. Clearly, 

the expenses involved offset possible losses if 

the eventual price is unacceptable from the 

customers' viewpoint. 

12. Pricing is not an annual or a semi-annual occasion. 
Prices, pricing methods and pricing strategy, should 
be continuously reviewe. d to ensure the achievement 

of stated objectives. 

13. Adopting the conception of marketing as a profit 

centre Implies the introduction of special intra- 

company pricing arrangements. 

14. The utilisation of intra-firm co-operation in pricing 

policies and pricing decisions is a possible practice, 

provided its legality is confirmed. 

15. Psychological issues are other dimensions in pricing. 
Essentially, the issues revolve around how the 

customer psychologically concieves the price of a 
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product, apart from its functional aspects. 

Sometimes, consumers' price conception is an essential 

selling feature. Consider the view that price is an 

indication of quality. Furthermore, there are the 
issues 

of even, odd, charm etc. aspects of 

psychological pricing. 

16. Price differentiation in whatever form is a useful 

pricing tactic, for example, different packaging, 

or on geographical basis, where possible. 

17. New product pricing is becoming important. 

Essentially, the company chooses between a skimming 

policy or a penetration pricing policy, after an 

exhaustive and rigorous consideration of all 

factors pertaining to the marketing situation. 

This necessitates definition of objectives and a 

full co-ordination with other elements of the 

marketing mix. 

18. Transportation costs and the impact they have on 

pricing should be. fully realised. Thus, the 

company may choose to include transportation costs 

in its price quotation, or otherwise. 

Geographical and distribution logistics are primary 

considerations. 

Professor Oxenfeldt suggests a six-step pricing 

decision 

Selecting market targets 

Choosing a brand image 

Composing a marketing mix 

Selecting a price policy 

Determining a pricing strategy 

Arriving at a specific price 

The above approaches highlight the interdependence of all elements 
in the marketing, mix. As such, pricing decisions should not be 



96. 

made in isolation, rather they should be fnilly integrated and 

co-ordinated with all elements of the marketing mix, that is, 

product development and planning, promotion, channels of 

distribution decisions, and data generated by marketing 

research relating them to all aspects of the pricing decision. 

e. Advertisin 

Adoption of the marketing concept requires major changes in 

managements' thinking and orientation in the area of promotion. 
The notion of the promotion mix includes four elements -' 

advertising, perennial selling, sales promotion and public 

relations. Each of these aspects will be considered in terms 

of re-orientation as required by the marketing concept. 

1. The status of advertising executivesis on equal 

footing to that of sales executives. The former's. 

activities are no longer confined to advertising 

per se but would include marketing planning and is 

involved in advertising policy decisions. 

2. Advertising is integrated and co-ordinated with the 

other three elements of the promotion mix. Indeed, 

it should be an integral part of the marketing mix. 
Borden remarks 

"It should be recognised that advertising is not 

an operating method to be considered as something 

apart, as something whose profit value is to be 

judged alone. An able management does not ask 
'Shall we use or not use advertising' without 

consideration of the product and other management 

procedures to be employed. Rather, the question 
is always one of finding a management formula 

giving advertising its due place in the combination 
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" of manufacturing methods, product form and selling 

methods and distribution methods". 
1 

3. Adverti3ing, to varying degrees, stimulates sales. 
Hence the assured relationship between advertising 

and sales. It is recognised that whilst advertising 

has a considerable impact on sales, there is a 

conceptual limit to this relationship. 

4. Advertising objectives should be clearly specified, 

otherwise it is immensely difficult to objectively 

evaluate the effectiveness of advertising. 

5. Advertising is no longer an information source, it is 

concieved as a dynamic force designed to stimulate 

demand in an effort to achieve company objectives. 
Hence, the distinction, on the one hand between 

informative and persuasive advertising. On the 

other hand, the distinction between primary and 

secondary demand. 

6. Advertising is not limited to the immediate customer, 
but conceivably to all concerned in the distribution 

system. Furthermore, advertising campaigns may 

be directed at the national, regional and local levels. 

7. Ideally, advertising expenditure should be increased 

when sales are falling, because this is the time 

when advertising is needed most. The second best 

alternative is to, at least, maintain the same level 

of expenditure. 

B. 'Advertising should conceptually be regarded: -in a 

similar way like capital investment, i. e. it has 

long term benefit. 

1. Borden', N. H. "The Economic Effects. of Advertising" Irwin, R. D., 
Chicago, 1942. Ch. IV and V. 
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9. The setting of advertising budÜets is not an issue 

decided primarily by the availability of funds, or 

other variants deviating from :' rketi. ng con,. ept 

orientation. 3p cificc. iiy, a: ivertisin bud ets 

should be decided by u-til: Lsin the objective - tapks 

approach. 

10. Although advertising effectiveness, in the final 

analysis, is related to sales, the analysiz should 

be rigorous enough to include all possible variables 

affecting the sale and arrive at the "true" impact 

of advertising. 

11. Advertising pre-testing is becoming increasingly 

important and hence the accured saving from an 

inappropriate advertising campaign. 

12. The company should utilise outside counsel to ensure 

the appropriatness of its advertising campaign if 

internal resources are inadequate. 

f. Personal Selling. 

Although personal selling has assumed immense importance under 

sales management orientation, the implementation of the 

marketing concept does not decrease its importance. 

1. The major re-orientation under the marketing concept. is 

the deliberate and full integration and co-ordination 

of personal selling with other elements in the 

promotion mix. 

2. The full recognition of the constituent elements of 
the selling job and their interdependence. Lazo- 

and Carbin 
1 

regard the following as the total 

selling job. 

- 1. 
_ 

Lazo, H. - & Carbin, A. ""; anagemfnt in Marketing". McGrow Hill 
Book Co. Inc., 1961, p. 289 
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Making the preliminary contact 

Arousing the interest of the prospect. 

Creating preference for a specific brand or 

product. 

Solving a specific 'customer buying problem' 

with a specific product. 

Getting the order. 

Keeping the customer 'sold. 

3. Organisation of the sales force should reflect the 

needs of the firm to achieve the dual objective of 

consumer and profit orientation. 

4. The size of the sales force should not be determined 

by historical factors, but by an objective assessment 

of the contributiön of each salesman towards 

achieving company objectives. Imperative to this 

analysis is to consider the work load, call 

frequency, travelling time and so on. 

5.. Selection of salesmen should not be based on hunches, 

but should be undertaken after a rigorous analysis 

of the sales task i. e. job analysis and job 

description and hence establishing the necessary 

characteristics in a salesman to achieve company 

objectives. Ideally, selection is a three stage 

process - application blank, interviewing and 

references. 

6. Training of salesmen follows from analysis of the 

sales task, to establish whether or not training is 

necessary and the form it takes. Training may 

range from product knowledge to highly sophisticated 
techniques in salesmanship. Again, the guiding lines 

are the marketing plan. ' 



100. 

7. Payment of calesm n should be viewed from he 

viewpoint of the- company and that of the calreman. 

Essentially, it is a balance between control and 

incentives. 

8. i: valuation presupposes stated objectives. The 

absence of the latter renders evaluation 

meaningless. Evaluation of salesmen is the 

- central feature of ä. sales manager'e. job. 

9. Deciding on the sales territories is a crucial 

decision in view of the expenses involved and the 

desirability of total coveracre. Again, this should 

be analysed within the framework of customer 

orientation and profit orientation. The essential 

feature, however, is continuous reviews of sales 

territories to ensure their right contribution to 

the company's marketing efforts. 

p. Sales promotion. 

The factors instrumental in instigating the evaluation of the 

marketing concept and its implementation increases the 

importance of sales promotion as an element of the promotional 

mix and its manipulation to achieve company objectives. 

Essentially, sales promotion is a highly flexible tool 

including activities such as in-store display, price offers, 

competition directed to intermediaries and so on. Implementation 

of the marketing concept implies several essential practices. 

1. Perhaps the most important management orientation is 

the integration of sales promotion with other elements 
in the promotion mix, rather than regarding it as'an 

activity on its own. 

2. Sales promotion may be directed to customers, directly 

or indirectly, involved in the company's product. 
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Specification of sales promotion objectives cannot 
be over-emphasised as this will guide the co:.: pany 

in its actitrities. Again, objectives should be 

related to the dual objective of the marketing 

concept. Chile the company should fully realise 

the importance of its environment, it should not, 

as a matter of practice, follow competition. Each 

company is unique in one form or another. 

ý. Determining sales promotion budget should be within 

the framework of company objectives. `Mts a 

rigorous analysis by utilising the objective - tasks 

approach is imperative. 

5. Since evaluation is a necessary managerial function, 

the-company should assess the impact of sales 

promotion by an exhaustive analysis, that is, to 

delineate other factors likely to affect sales or 

whatever the objective may be. 

6. Pre-testing of sales promotion is becoming increasingly 

important to avoid the losses involved in a misconceived 

campaign. 

7. Utilisation of outside counsel is desirable in 

conceiving and/or implementing sales promotion campaigns, 

if internal company resources are. inadequate. 

B. In so far as long term marlvating planning is an 

essential activity under the marketing concept, wales 

promotion should receive similar attention. 

Relationship between the types of sales promotion 

campaigns and the product life cycle should be 

recognised. 
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h. Public relations. 

Adoption of the marketing concept recognises public relations 

as an activity of major significance. Several charges are 

needed under marketing concept orientation: - 

1. Public relations is not confined to the press. 

It should be directed to all persons directly, 

or indirectly, affected by company operations - 
shareholders, company employees, the trade etc. 

2.. Public relations are integrated and co-ordinated 

with the other three elements in the promotion 

mix with a view to achieving company objectives. 

3. Public relations should be done., on continuous 

basis. "Any projected image,. verbal or-written, 

constantly and intensively put out, will In due 

course make an impression, gain'credibility and 

eventually come to be universally accepted unless 

it is positively contraverted by facts". 1 

4. Public relations objectives should be clearly 

specified. Again, this provides a guideline for 

operations and a springboard for evaluation. 

5. Although there are difficulties of evaluating the 

effectiveness of public relations, management 

should seriously attempt to evaluate public 

relations effectiveness by reference to stated 

objectives. 

6. Public relations budgets should be decided by 

utilising the objective - tagkc approach, rather 
than reliance on traditional' expenditure or other 

methods. 

1. Gilen, G. B. Ibid p., 0 
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To sum up, this section provided a guideline for application 

of the markoting concept. The emphasis has been on aspects 

of marketing concept implementation relevant to the 

objectives of the study, viz: 

(a) Elements of the marketing concept and the 

marketing mix. 

(b) Orlranisational structures. 

(c) Manngements' attitude and company philosophy. 

(d) Pricing. 

(e) Advertising. 

(f) Personal selling. 

(g) Sales promotion. 

(h) Public relations. 
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PART TWO 

ATTITUDPS TO: &i Di P"": r1RK: ': TIt; G AND 1H A it^, K.: TIPýG CONCEPT 

CHAPTER 3. SENIOR MANAG MENT ATTITUDi S TOWARDS THE 

MMP=ING CONCEPT. 
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1. A theoretical bac! {round for the study of attitudes. 

Definition 

Attitudes have been defined in different ways. Each of the 

traditional definitions places emphasis on certain aspects of 

attitudes or how attitudes are conceived. We briefly 

consider three of the major traditional definitions. 
, 

In 

the first place to A. W. Allport 
1 "an attitude is a mental 

and neural state of'readiness; organized through experience, 

exerting a directive or dynamic influence upon the 

individual in response to all objects and situations with 

which he is related". It is clear from this definition 

that the emphasis is placed on behavioural implications more 

than on how an attitude is conceived. Secondly, Doob 2 

defines an attitude as "an implicit drive producing response 

considered socially significant in that it affects how an 

" individual acts. " "Finally by; combining elements of the 

above two definitions and elements of other definitions, an 

attitude could be defined as an enduring system that includes 

a cognitive component, feeling component and an action 

tendency. 

A distinction should be made between an attitude and fact. 

The main distinguishing characteristic for attitude is that 

it involves an evaluative or emotional component. The 

difference between the two is that once an attitude is 

formed, it is much more resistant to change. Furthermore, 

once formed, it does not respond easily to facts. Thus an 

attitude is conceived as a collection of cognitions, beliefs, 

opinions and facts (knowledge) and as including positive 

and negative evaluations (feelings), all relating to and 

describing a central theme or object - the subject of the 

attitude. It is important to note the contrast between 
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the co&nitive complexity of the attitude and the apparent 

evaluative simplicity. On the one hand, an individual may 

know a varied number of bits of information about an object 

which would determine hin attitude towards at. Being 

exposed to different or similar information will change or 

reinforce his attitude respectively. On the other hard, 

there is the simple evaluative component, irrespective of 

the knowledge about the object, which would determine 

overall objection of the attitude - whether positive or 

nt ative. 

b. Approaches to- attitude formation and chars e. 

There are three major approaches to study attitude formation 

and change. In the first place, the conditioning and 

reinforcement approach. This approach assumes attitudes 

are learned in the same way as other habits. The general 

principles of learning are applied to learning a habit. 

Thus an individual would develop an attitude through the 

process of association, reinforcements and imitation. 

The continuous association of a particular facet of an 

object enables the individual to develop an attitude 

iahereby the feature in question is remembered when the 

object is mentioned. Over and above this, them is the 

evaluative component. If an individual experiences a 

certain feeling as a ro3ult of getting in contact with an 

object and the experience is repeated with identical results, 

i. e.. reinforced, 'then an attitude is formed towards the 

object in question. Finally, an attitude could be 

learned through imitation, that is, an individual could 

imitate his parents, reference group and so on. This in 

time develops into an attitude. 
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Secondly, the incentive and conflict approach views an attitude 

in terms of approach avoidance conflict. An individual has 

certain reasons for accepting one position, and others for 

rejecting and accepting the oppo3ite ponition. It is the 

relative strength of each of those reasons that determines 

attitudes maintained towards the object; the emphasis being 

on what the individual gains or loses-by maintaining a 

particular attitude. 

Finally the cognitive consistency theory approach. A number 

of-theories have been forwarded in this regard. With no 

exception they tend to assume that an individual has a. nuunber 

of values and tends to seek consistency amongst them which 

would determine his attitude. In a similar way, . 
if an 

individual is confronted with a different value or belief, he 

tries to minimise such inconsistances. In other words, there 

is a tendency for a cognitive system to move from a state of 

inconsistency to a state of consistency. In this manner 

an attitude is formed towards an object. 

c. Implications of thn theoretical frarjetiork towards thr 

objectives of the study. 

Given the above theoretical framework, there are a number of 

factors relevant to attitude assessment and measurement within 

the framework of the study. As such,, the attitude held by a 

respondant is viewed as consisting of elements which he has 

learned, through the proces: + of association, reinforcement 

and imitation, as a result of hin knowledge about marketing 

and the marketing concept. Secondly, from experience the 

respondant would avoid those aspects of the marketing concept 

which he found irrelevant to his needs, and therefore an 

unfavourable attitude is exhibited, and vice versa with 
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relevant aspects. 
Finally, revealed attitudes towards the marketing concept as 

a whole or parts of it would be consistent with valu-s he 

maintains towards it. The mentioned three aspects would 

form the knowledge part of attitude formation. Over and 

above this, the reopondant will have certain feelings, either 

positive or negative, that would determine his attitude 

towards the marketing concept. On these bases once an 

attitude is formed, it is then exhibited in a consistent 

manner and unlikely to change unless there is substantial 

evidence on the opposite direction to convince the respondant 

to change- his position. 

It is implicit from the above that an attitude could be 

expressed verbally or non-verbally. Since both verbal and 

non-verbal behaviour are taken as predictors of attitudes 

and since the second predicting element is not possible to 

ascertain directly from the respondant, the analysis could 

attitude on this limited not be concerned with predicting 

basis. To be able to predict attitude, non-verbal aspects 

should be included. 

The absence of non-verbal behaviour means that while a 

respondant exhibits a favourable attitude towards a certain 

marketing activity, one cannot predict that he will actually 

undertake it. Ths presence of discrepency between these 

two strands are dependant on a number of situational factors. 

Reasons for such discrepencies are analysed in the following 

chapters. Thus prediction of attitude from both verbal 

and non-verbal behaviour is directly and indirectly 

accomplished. To this extent attitude analysis is based 

on respondant's expressions and situational factors. 
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d. Measurement of attitudes. 

In measuring an individual's attitude towards an object or 

an issue, a number of attitude statements are given to the 

subject; his reaction-and response to them determines his 

position on the scale of measurement. In devising a scale 

for measuring' attitudes five principles should be qbserved. 

In the first place, the scale should be unidimensional in 

that all attitude measurements should relate to one and 

only one thing at. a time. Secondly, the scale should 

exhibit a linear relationship, that is, measurement should 

take a straight line and that a scoring system should be 

devised. Reliability of the measurement ensures that 

what has been found today holds tomorrow, unless there has 

been a change in the situation. The, scale should 

be valid in that it should measure what it is intended 

to measure. Finally reproductability, the scale should 

show us by means of single figures which statement the 

respondant agrees with and which he disagrees with, thus 

telling us his place on the attitude continum. 

Different ways of measuring attitudes have been developed, 

the use of each depends on the problem under investigation. 

We briefly review three of the major types of attitude 

scales. Differential scales are associated with the name 

of L. L. Thurstone. The method he devised represents 

attempts to approximate interval scale. Essentially a 

differential scale consists of a number of items, the 

position on a scale being ranked or rated by a number of 

judges. Several methods are used for scale positioning: 

"paired comparisons", "equal appearing intervals", 

"successive intervals". A number of objections have been 

raised against the Thurstone scale. Firstly, it is 

cumbersome to devise. Secondly, the scale values attached 
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to each item in the scale by the judges raises the question 

of attitudinal bias on the part of the judges. Thirdly, 

the scoring on the scale yields vague attitudinal patterns 

in that the score on, say, two items is identical to that on, 

say, five items on the scale. 

Summated scales are another major type of attitude scaling. 

They are like differential scales in that the subject is 

requested to react to a series of items. The fundamental 

difference between these two types of scales is that the 

individual has to express his agreement or otherwise in 

terms of degrees ranging from strongly favourable to 

strongly unfavourable, that is, a reaction on each item is 

required. The scoring takes the form of 'plus' denoting 

favourability and 'minus' indicating unfavourability. The 

algebraic summation of the scales gives total scores. 

The type of summated scale used often is the Likert type 

scale. The main advantage of this type is that its 

reliability tends to be good, partly because it offers a 

higher number of answers for the respondant to check, as 

compared with the"Thurstone scale. The most serious 

objection to this type of scale is its lack of 

reproductability in the sense that the same total score 

could be obtained in different ways. This criticism is 

the same as that raised. against the Thurstone scale. Thus 

identical scores could have different meanings. Another 

criticism has been the difficulty of knowing where scores 

in the middle ranges change from mildly positive to mildly 

negative, in that the score does not offer metric or interval 

measures arid-it lacks a neutral point. 

Finally we consider cumulative scales which are similar to 



112. 

differential and sumnated scales in that they are made up of 

a series of items-to which the respondant is requested to 

show agreement or other-ise. The items are arranged so 

that favourability to e. g. item five indicates favourability 

to items one through to four. ' Thus an individual who is 

favourable towards item six scores a higher score than 

the one who is favourable towards item five. The individual 

score is calculated by adding the number of items favourably 

scored. A number of scales have been developed in this 

report, however, the Guttman scale is the one often used. 

The main feature: of, this is its insistance on reproductivity 

and unidimensionability. It is on these bases that the 

scale has been criticised most. Thus accumulative-- 

reproductivity regarded by Guttman as the chief criterion 

for a 'true' scale has been considered as a valuable but not 

essential property. Furthermore the procedure of setting the 

scale is laborious. However the Guttman scale is highly 

relevant when one is interested in examining small shifts 

or changes in attitudes. Nevertheless, the problem of 

validation remains and is largely dependant on thG items 

included in the scale. This is partly compensated by 

the high degree of reliability inherant in the scale. 

. e. Attitude scale and relevant method of analysis used 

in the study. 

Essentially, the type of scale used in the study is a 

summated type of scale. For this purpose a four point 

scale has been developed ranging from strongly favourable, 

favourable, unfavourable, to strongly unfavourable. Thus 

we get four groups of executive; according to this scale. 

It was not found practical to fully use the Likert type scale 



113. 

in that an essential characterirstic of that scale is five 

point scaling. The missing group is the middle one, that 

is the "undecided" one. 

Bearing the objectives of the study in mind, from 

preliminary interviewing and common sense, it is not 

conceivable to find a senior executive involved in running 

a business to have a neutral attitude towards the marketing 

concept. Again, common sense would lead us to 'assume' 

that his attitude would be 'for' or 'against', with varying 

degrees, towards the marketing concept. 

As shown in the interview guide (see appendix) twenty items 

have beer. investigated into with an object to assess 

attitudes towards the marketing concept. Each of these 

aspects. carried a maximum mark of 5 (i. e. 
120 ) indicating 

strongly favourable attitudes and a minimum of 1.25 marks 

indicating strongly unfav6urable attitudes. Hence a 

favourable attitude towards the aspect in question scores 

3.75 points and an unfavourably attitude scores 2.50 points. 

The research worker would establish the degree of 

favourability for each aspect from the verbal remarks, 

both directly and, "indirectly, made by the executive. 

An example helps to clarify this. Asking the executive, 

whether the company should do what the customer wants, 

depending on his response, the executive would get any one 

of the following scores. If he exhibits a favourable 

response he scores 3.75 points on this aspect. Thius: - 

Strongly Strongly 
Favourable Favonirable Unfavourable Unfavourable Snore 

5.00 3.75 2.50 1.25 3.75 

This analysis is carried on each of the twenty aspects 



114. 

I 

investi ated in. Clearly an executive's score could be 

anything from a total of 25 points to 100 points. 

Favourability placement is shown in the following table. 

Favourability 
Range 

of placement score 

Strongly favourable 75 - 100 

Favourable 50 - 74 

Unfavourable 25 - 49 

Strongly unfavourable - 24 

0 

As indicated earlier four executives have been interviewed 

in each of the 18 companies and each one was interviewed on 

attidues. Thus applying the above analysis, we get a total 

score for each executive towards the marketing concept, which 

would determine his attitudinal placement on the four point 

scale of favourability. 

The above analysis is based on the verbal behaviour of 

executives. This, however, does not take into account 

situational factors. Thus attitudinal placement of 

executives is related to each of the following to find 

significance of associatipn: age of the executive, his 

training in marketing, his--educational background, how long 

he has been in the company, how long he has been in his 

present position, his functional position in the organisation 

and finally size of the company he works for in terms of 

number of employees. In the course of the analysis, over 

all attitude of the chief executive is noted, a variable which 
is taken to indicate company favourability towards the 
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marketing concept. This, however, is for analysis in 

subsequent chapters. Similarly attitudes of the chief 

marketing executive are noted for the same objective. 

Finally, a detailed report on the status of attitude, as 

expressed by the executive participating in the otudy, is 

presented. This is represented in a number of sections, 

each section dealing with a particular aspect(s) under 

investigation. 

Attitudes towards marketing and the marketing concept. 

To achieve this information 20 aspects of marketing and 

the marketing concept were collected. In the following, 

the responses are presented in terms of tables. Throughout, 

the partially structured. interviews were employed, utilizing 

the interview ; aide. (See apprendix 'A') 

2. Companies' philosophy towards business. 

The object of this question is to find out if companies have 

a business philosophy, if any, as seen by each of the executives 

interviewed. Responses-to this question would indicate the 

placement of marketing and the marketing concept in. the company's 

approach to business. 

Out of the 72 executives studied, 30 executives mentioned 

that profit was the operating philosophy of the company. 

Inadvertantly, the executives believed that their companies are 

in business to make profit. It is worth noting that seven 

executives made the distinction between . short and long term profit. 

Of these executives three are in large companies and four in 

medium sized companies, and one executive had training in marketing. 
Ilona of these executives mentioned any conditions, marketing or 

otherwise, to achieve profit. Similarly no profit objective is 
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set, that is, profit an a company's philosophy is not quantified. 

The remaining executives gave other responses to the question, 

ranging from consumer orientation to no approach at all. 

The following tables show the response pattern by the 

-executives. This'is related to a number of characteristics both 

situational and those relating to executive's individuality. 

Each of those tables is followed by a comment highlighting 

importL. nt features. 

From table 2.1 it is noted that the executives mentioning " 

profit as the philosophy of the company are nearly equally divided 

among the three size groups of companies. Only three executives 

categorically mentioned customer satisfaction as the operating 

philosophy of the company, while ono executive in a small sized 

company (the chief executive of the company mentions that the 

Company's philosophy is to address itself to the ultimate consumer, 

that is the housewife). This, he believed, is a vital premise 

cadet manufacturers are neglecting. This is summed up in the 

remark "without the housewife we cannot exist - the housewife rather 

than the trade eventually buys the carpet". 

Another two philosophies are worth noting. Volume and profit 

are not important. In the former case, the two executives emphasised 

an indefinite positive relationship between volume and profit, implying 

that the larger the volume the bigger the profit. Both executives are 

from the same large company with small tufting operations. In the 

latter case, the executive from the small sized company expressed the 

view that profit is not important because of the size and family 

ownership of the company, placing the company in a position where 
"there is no pressure to make high profit". This does not mean 
that the company is running at a loss! What it does mean is that 

profit as an objective is secondary. In so far as all expenses 

are covered, the management of the firm is complacent. - 
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TABLE 2.1 

Frequency of mention of Company philosophy as expres ed by 
Executives and size of Company in which Executive is employed 

Company Philosophy 
Size of Company 

Total 
Small Medium Large 

Provide good quality 3 6 5 14 

Provide good design 3 - - 3 

No philosophy 2 1 - 3 

Growth objective - 2 1 3 

Promote good trade name - 1 - 1 

Business through all 
outlets - 1 __ 

17 2 

Hold adequate stocks - 1 - 1 

Volume - - 2 2 

Provide continuous 
employment 1 1 - 2 

Value for money - - 3 3 

A given percentage of 
capital employed - - 1 1 

Concern with ultimate 
buyer (housewife) 1 - - 1 

Concentrate on a 
specialized market 2 - - 2 

Profit not important 1 - - 1 

Customer satisfaction 2 - 1 3 

Profit 9 11 10 30 

Total 24 24 24 72 
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The chi square test at . 05 level of significance has been carried 

out to find if there is a significant relationship between profit as an 

operating philosophy and the size of the company. The following table 

is used. . 
See appendix A. fnr statistical note. The test indicates. 

that no relationship exists between the two variables. Thus: - 

TABLE 2.2. 

Alternative hypothesis: Profit as the operating philosophy of the 

company is. -related to the size of the company. 

Null hfpdthesis: There is no relationship between profit as a 

company's philosophy and the size of the company. 

Company philosophy//ize 
Size of Company - -- 

Total 
Small Medium Large 

Profit 9 11 10 30 

Other 15 13 14 42 

Total 24 24 24 72 

9 

Table 2.3 shows the various respone patterns related to whether 

the executive had training in marketing cr not. Training in 

marketing incdludes formal university education and/or post experience 

marketing courses. The results are intended to show whether training 

in marketing or otherwise has significance on the company's adoption 

of a business philosophy. A number of features in the table need 

emphasising. Of the 30 executives indicating profit as the company's 

philosophy, 23 had no training. Only three trained executives (one 

in a small, the other two in a large size company) out of a total of 
20 explicitly mentions customer satisfaction as its philosophy. The 

three executives mentioning growth as their company's philosophies 

are. trained in marketing. ' 
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TABLE 2.3 

. Icy of mentinn of Company ', hi. lo: -cnhy ex. >recse3 bfr 
Executives and whether the Executive hid training in Marketinn 

: executives' Training in Marketing 
Company philosophy Training in 

Marketing 
No training in 

Plarketing 

Total 

'Provide good qality 4 10 14 

Provide Good design 3 3 

No philosophy 3 3 

Growth as an 
objective 3 3 

Promote good trade 
name 1 1 

Business through 
all outlets 1 1 2 

Hold adequate stockt 1 1 

Volume 2 2 

Provide continuous 
-employment 2 2 

Value for money 3 3 

A given percentage 
of capital employed 1 1 

Concern with 
ultimate buyer 
(housewife) 1 1 

Concentrate on a 
specialized market 1 1 2 

Profit not 
important 1 1 

Customer 
satisfaction 3 3 

Profit 7 23 30 

Total 20 52 72 
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The chi square test has been used to reveal if there is a 

significant relationship between the executives trained in marketing, 

or otherwise, and whether they see the company's philosophy as that of 

achieving profit or another conception of company philbsophy. 

J- TABLE 2.4 

Profit az the operating nhilosonhv of the comrany is 

related to the executive's training in marketing, 

Executive's training 
in marketing 

Company philosophy Training No training 
Total 

ir. in 
. Marketing Marketing 

Profit 7 23 30 

Other 13 29 42 

Total 20 52 72 

The chi square test indicated that there is no. significant 

relationship and therefore the null hypothesis of no association between 

profit as the company's philosophy and the executive's training in 

marketing. 

Table 2.5 reveals company philosophy as mentioned by the 

executives and the executives educational background. Later, the chi 
test is used. However, the main feature of this table is that 59.5% 

of the executives had experience as their educational background. This 

and the following percentages in the chapter are rounded to the nearest 

whole number. Out of these 43 executives nineteen indicated profit 

as the company's philosophy. Another feature of this table is that of 
the three executives mentioning customer satisfaction, two had experience 
as their background and the third with academic background. Twenty five 



121. 

percent of the executives had academic backgrounds. Out of these 18 

executives, five indicated that profit is the company's philosophy. 

Finally the only executive who regards the company's philäsophy 

to be concerned with the ultimate buyer, the housewife, has experience 

as his background. 

TABLE 2.5 

Frequency of mention of Company philosophy as expre ged 
by the executives and executive's educational background 

Company philosophy 
Executives' educational background 

Total 
Experience JAcademic Professional 

Provide good quality 8 2 4 14 

Provide good design 2 - 1 3 

No philosophy 1 2 - 3 

Growth objective 2 1 - 3 

Promote good trade name 1 - - 1 

Business through all outlets 1 1 - 2 

Hold adequate stocks - 1 - 1 

Volume - 1 1 2 

Provide continuous 
employment 2 - - 2 

Value for money 2 - 1 3 

A given percentage of 
capital employed - 1 - 1 

Concern with ultimate 
buyer (housewife) 1 

.- - 1 

Concentrate on a 

, specialized market 2 - - 2 

Profit not important - - 1 1 

Customer satisfaction 2. 1 - 3 

Profit 19 5 6 30 
Total 

L 

43 15 14 72 



122. 

The, chi test is used. in table 2.6 to reveal if there is a significant 

relationship between profit as the company's philosophy mid the 

educational background of the executives. 

TABLE 2.6 

Profit an the Company'- philosophy is related to the 

educational background of the executive. 

Company philosophy/ 
Executives educational background 

Educational backg-round Experience Academic Professional Total 

Profit 19 5 6 30 

Other 24 10 8 42 

Total . 43 15 14 72 

The chi test showed a chi value of 1.436, that is, leas than 5.99, 

the critical value of x2 at two degrees of freedom. It is therefore 

concluded that there is no association significant between profit as the 

philosophy as expressed by the executive and his educational background. 

Table 2.7 : shows the response pattern to the various aspects towards 

marketing and the marketing concept and the executive's position in the 

organisation. The object here, as with other tables in the section, is 

to detail the aspect in question. A number of features are noted. 

In the first place no marketing director or an executive connected with 

marketing mentions profit as the philosophy of the company. Of these 

7 executives, one mentions the provision of good quality carpet, two 

mention growth as the company's philosophy and one is concerned with the 

ultimate buyer. Secondly, only one chief executive explicitly mentions 

customer satisfaction and another mentions volume as the company's 

philosophy. Both are chief, executives. The former categorically 

states that without a happy customer the business will eventually cease 
to operate, the latter remarks that since nearly all carpet manufacturers 
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TABLE 2.7 

Frequency of company philosophy as expressed by each executive and 
his organizational position in the company. 

Com an philosophy 
Executive's organicational position 

Total p y 
Chief 

Executive 
Marketing 

Director 
Sales 

Director 
Production 
Director 

Provide good quality 2 1 8 3 14 

Provide good design - - 2 1 3 

Pao philosophy 2 - 1 - 3 

Growth objective 1 2 - - 3 

Promote Cood trade 
name - - 1 - 1 

Business through 
all-outlet's - 1 1 -- - 2 

Hold adequate stocks 1 - - - 1 

Volume 1 - 1 - 2 

Provide continuous 
employment - 1 1 - 

-' 
2 

Value for money 1 - - 2 3 

A given percentage 
of capital employed 1 - - - 1 

Concerned with 
ultimate buyer - 1 - - 1 

Concentrate on a 
specialised market 1 1 - - 2 

Profit not important - - 1 - 1 

Customer 
satisfaction 1 - 2 - 3 

Profit 7 - 16 7 30 

Total 18 7 34 13 72 

provide similar products, then high volume achievement is of vital importance. 

The executive assumed that competition in product attribute, services and so 

on is not serious enough to justify deviation from the achievement of high 

volume. Thirdly, out of a total of 34 sales directors interviewed only one 
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executive mentions volume as the company's philosophy and two 

executives explicitly mention cuztcmer satisfaction. The latter 

two executives who are from a small sized company remark that 

because of keen competition ändthe remoteness of large sized 

companies from the market place, it"is imperative for the small 

company to be highly sensitive to customer satisfaction, an aspect 

which could be overlooked by large companies. Of the 34 sales 

director:, 4 77,, mention profit as the companies' philosophy. 

Finally, production directors seem to be concerned with good quality. 

In fact about 61°3 indicate this view, the remaining 39, mention 

profit-as the company's philosophy. 

The chi test has been carried out to find if there is an 

association between profit as the company's philosophy-and the 

position of the executives. Table 2.8 indicates the observed 

frequencies. The object of this would shed light on the relevance 

of an executive's position and-his attitudinal position. That is, 

whether the position of the executive has any effect on his conception 

of certain aspects of the marketing concept. 

The result of the chi square on Table 2.8 indicates a low 

value to reject the hypothesis of presence of association between 

profit as the company's philosophy and the executive's position in the 

company. 

TABLE 2.8. 

Profit as the operating philosophy of the company is 

related to the executive's position in the company. 

Com an hy/ hiloso 
Executives position 

Total p yp p 

position of executive 
Chief 

Executive 
II1arketing 
Director 

Sales 
Director 

Production 
Director 

Profit 7 - 16 7 30 
Other 11 7 18 6 42 

Total 18 7 34 13 72 
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4 

Table 2.9 details the responae pattern by the executives and 

their expressions of company philosophy. The chi test has been 

carried out to indicate any presence of association between these 

two factors. However, a number of features are worth noting. 

In the first place, about 611%D of the executives haare been in the 

company for less than 14 years, of which 34y4 have been employed 

for 4 years of less. Secondly, customer satisfaction is mentioned 

by one executive who has been in the company for less than one 

year, the other two executives between 10-14 years. Finally, 

the only executive mentioning concern with the ultimate buyer 

(the housewife) has been employed in the company for less than 

4 years, in fact, one year. 

It is more important to establish if there is any association 

between the executive's length of service in the company and 

profit (or another company philosophy) as the philosophy of the 

company. If an association indicates that the longer the length 

of service in the company the more marketing concept orientated 

the executive - then clearly it is desirable for the chief 

executive position to be filled by a long standing member of 

management. 
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TABLE 2.9 

Frequency of mention of company philosophy as expressed 
nyý by. t}hp r, xecutive,, 'and their 1enrth: of gexvi cc., in the comra 

Length of service in company (years) 

Company Total 
Philosophy Under 35 and 

4 5-9 10-14 '15-19 20-24 25-29 30-34 Over 

Provide good 
quality 3 3 4 - 2 1 - - 14 
Provide good 
deli l'u - - 2 1 - - - - - 3 

Ig o 
philosophy 1 - 1 - - - - 1 "3 

Growth 
objective 

" 
2 1 - - - - - - 3 

Promote goodl 
trade name ' - - 1 - - - - - 1 

Business 
through' all 
outlets - 2 - - - - - - 2 

Hold 
adequate 
stocks , - - - - - - 1 - 1 

Volume - - - - 2 - - - 2 

Provide 
continuous 
employment - - 1 - 1 - - - 2 

Value for 
money - 1 1 - - - - 1 3 

A given 
percentage 
of capital' 
employed 1 - - - - - - - 1 

Concern with 
ultimate 
buyer 
(housewife) 1 - - - - - - 1 

Concentrate 
on a 
specialised 
market - - 1 - - - - 1 2 

Profit not 
important - - 1 - - - - - 1 

Customer 
satisfaction 1 - 2 - - - - - 3 

Profit 6 8 8 4 2 - 1 1 30 

Total 15 17 22 4 7 1 2 4 72 



However, Table 2.10 indicates the observed frequencies: 

TABLE 2.10 

Profit as the company's philosophy is related to the 
executive's length of service. 
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Company 
philosophy 

Executives length of service in the Co. (years) 

length of 
service in 

Company 

Under 
4 5-9 10-14 15-19 20-24 25-29 ', o-34 

35 and 
over 

Total 

Profit 6 8 8 4 2 - 1 1 30 

Other 9 9 14 - 5 1 1 3 42 

Total 15 17 22 4 7 1 "2 4 72 

The chi test has been carried out on Table 2.10. The calculated 

chi value is less than the critical value of 14.1 for the above table. 

Therefore the hypothesis of association between profit as the company's 

philosophy and the executive's length of service in the company does 

not hold. 

A similar objective has been in view in compiling Table 2.11 

which details the various response patterns of the executives and their 

length of service in their present position. The outstanding feature 

of the table is that 47 executives have been in their present positions 

for 4 years or less and that twenty two of them indicate profit as their 

companies' philosophies. Secondly, of the three executives mentioning 

customer satisfaction as their company's philosophy, two have been in 

their present positions for four years or less, the third executive has 

been in his present position for less than 14 bears but more than 10 years. 
Finally, the executive mentioning his company's philosophy as the 

satisfaction of the housewife has been in his present position for four 

years or leas. 
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of service in their p 
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sed by the 
nt rosition. 

Length of service in present position (years) 
Company Total 

Philosophy Under 35 and 
4 5-9 10-14 15-19 20-24 25-29 30-34 Over 

Provide Good 
quality 7 4 .3 - - - - - 14 
Provide good 
design 3 - - - - - - - 3 

No philosophy 1 - 1 - - - 1 - 3 

Growth 
objective 3 - - - - - - - 3 

Promote good 
trade name 1 - - - - - - - 1 

Business 
through all 
outlets 2 - - - - - - - 2 

Hold adequate 
stocks - - 1 - - - - - 1 

Volume 1 1 - - - - - - 2 

Provide 
continuous 
employment - - 1 - 1 - - - 2 

Value for 
money 1 - 1 1 - - - - 3 

A given per- 
centage of 
capital 
employed 1 - - - - - - - 1 

Concern with 
ultimate buyer 
(housewife) 1 - - - - - - - 1 

Concentrate o 
a specialised 
market 2 - 2 

Profit not 
important - - 1 - - - - - 1 

Customer 
satisfaction 2 - 1 - - - - - 3 

Profit 22 4 3 - - - - 1 30 

Total 47 9 12 1 1 - 1 1 72 
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The chi test has been carried out to reveal presence of association, 

if any, of profit as the company's philosophy as expressed by the 

executives and their length of service in their present position. 

TABT. ýý 2.12 

Company philosophy/ 
th of service len 

Executive'3 length of service in present position (years) 

g 
in present position Unde1 

4 5-9 10-14 15-19 20-24 25-2'9 30-34 
35 

Flus Total 

Profit 22 4 -3 - - - - 1 30 

Other 
" 25 5 9 1 1 - - 1 42 

Total 47 9 12 1 1 - - 2 7? 

The calculated value for x2 in the above table indicates the rejection 

of association between the two factors. The conclusion of this-table with 

that of Table 2.10 indicates quite clearly that company philosophy is in 

no way related to either the executive's length of service in the company 

or their length of service in their present position. 

In Table 2.13 the findings relating to the company's philosophy as 

expressed by the executives and their age is detailed. The outstanding 

feature of this, table is that mention of a particular philosophy is not 

concentrated in a particular age group. 

The chi test has been carried out on Table 2.14 to find any 

presence of association between the Company's philosophy and the 

executive's age. 
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TABLE 2.13 

Frequency of mention of company philosophy as expressed 
by the executives, and their ages. 

Age bracket of executives Company Total 
Philosophy 

25-29 30-34 35-39 40-44 45-49 r 50-54 55-59 60-64 

Provide good 
quality 2 1 3 2 3 3 - - 14 

Provide good 
design - - - - 2 - 1 - 3 

No 
philosophy, - - - - 1 - 1 1 3 

Growth 
objective 1 - - 1 1 - - - 3 

Promote 
good trade 
name - -. 1 - - '- 

_ - - 1 

Business 
through all 
outlets - 1 - - 1 - - - 2 

Hold ' 
adequate 
stocks - - - - - 1 - - 1 

Volume - - 2 - - - - 2 

Provide 
continuous 
employment - 1 - - - ." - - 1 

Value for 
money - - 1 1 - 1 - - 3 

A given 
percentage 
of capital 
employed - - - 1 - - - - 1 

Concern with 
ultimate 
buyer(house- 
wife) - 1 - - - 1 - - 2 

Concentrate 
on a 
specialise4 
market - 1 - - - 1 - - .2 
Profit not- 
important - - - - 1 - - - 1 

Customer 
satisfaction - 1 1 - 1 - - - 3 

Profit 2 3 6 4 6 6 2 1 30 

Total 5 9 12 11' 1 
.. . 13 4 2 ?2 
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TA r, ' 2.7.4 

Profit as the company's phi. losorh«, as expresped by the executives., 
i: related to their age. ̂ , 

Company philosophy/ 
executives' age 

30-3ý 35-39 40-44 45-49 50-54 55-'_D 
60 

Flus Total 

Profit 2 3 6 4 6 6 2 1 30 

Other 3 6 6 8 9 7 2 1 42 

Total 5 9 12 12 15 13 4 2 72 

The calculated value of chi indicate: absence of association between the 

mentioned factors. -Clearly no association exists between company 

philosophy and the ages of the executives. 

The la: t two tables of this section are concerned with formalization 

of company philosophy in the sense that it is committed to paper. 

Table 2.15 details the response patterns of company philosophy as 

mentioned by the executives. The outstanding feature of this table 

is that 7ß of the executives mention that their company's philosophy 

is not formalised. It has been found where a company philosophy is 

formalised, that not all the executives in the company are aware of 

this. Therefore it seemed necessary to include the response pattern 

of all the executives rat}: er than concentrate on the chief executive 

on the assumption that he is responsible for all the activities in the. 

company. 
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TABLE 2.15 

Frequency of mention of company philosophy as expressed by the 
executive and whether it is formalised or not. 

Company Philosophy 

Formalisation of Company 
philosophy 

Total 
Company 
Philosophy 
Forma-lined 

Company 
Philosophy 

Not formalised 

Provide good quality 4 10 14 

Provide good design - 3 3 

No philosophy 1 2 3 

Growth objective 2 1 3 

Promote good trade name - 1 1 

Business through all outlets 1 1-- 2 

Hold adequate stocks - 1 1 

Volume 1 1 2 

Provide continuous 
employment - 2 2 

Value for money - 3 3 

A given percentage of 
capital employed 1 - 1 

Concern with ultimate buyer 
(housewife) - 1 1 

Concentrate on a 
specialised market 1 1 2 

Profit not important - 1 1 

Customer satisfaction 1 2 3 

Profit 30 

Total 20 52 72 



133. 

The chi test has been applied on Table 2.16 to reveal ae: +ociation, 
if any, between foxxnalization of company philosoihy and the mentioned 

philosophy. 

" hfLJ 2.16 

. 
Formalization of company philosophy is related to the mentionecJ 

: }hilorophy. 

Formalization/Company Philosophy 
Company Philosophy 

Profit Other Total 

Formalised 7 13 20 

Not forralised 23 29 52 

Total 30 q.? 
_ 72 

ti 
"ý 

The calculated value of x2 for the above table indicates 

absence of association between formalisation of company philosophy and 
the mentioned philosophy. 

3. J', eaning of Marketing 

The object of this question is to establish the meaning given to 

marketing by the executives interviewed. Executives responses are 

presented in detailed form. The various meanings are related to a 

number of factors, for example, the size of the company, whether the 

executive had training in marketing, and so on. 

From the executives' responses it was possible to arrive at 

eight different meanings attached to marketing viz: - 
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a. Selling - 21 executives. 

b. The 5 R's -5 executives. 

C. Marketing research - 13 executives. 

d. Fulfil customer requiroments at a profit - 10 executives, 

e. Customer sovereignty -4 executives. 

f. An all-embracing activity -9 executives. 

g. Promotion - .7 executives. 

h. Miscellaneous -3 executives. 

To complete the analysis the chi square test is used. For this 

purpose "Fulfil customer requirements at a profit" is taken as the 

nearest approximation to the marketing concept. This has been decided 

in view of the remarks made by the ten executives to this question and 

in the course of the interview. Thus whether the mentioned meaning 

of marketing conforms or otherwise to the requirements of the marketing 

concept is. tested to find out presence of association, if any, with a 

number of factors, that in, size of the company, and so forth. 

a. Selling. 

Defining marketing as selling seems to dominate this response 

pattern. Of the 72 executives, 29% believed that marketing 

is essentially selling. The way this was expressed varied 

from one executive to another. However 40l'of of the group of 

executives explicitly made the statement that marketing is 

selling. The other executives used different expressions. 

Indeed, three executives defined marketing as distribution. 

Further questioning revealed that distribution amounted to 

selling. The view of one Sales Director provides an 

illustration "Marketing is selling to the right outlets ....... 
the marketing operation starts once the carpet is produced. " 

The Chairman of a medium sized company remarks that "marketing 

is a study as to how and where to sell our goods. " 
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The Production Director of a medium sized company remarks that 

'Tmarreting is your ability to organise yourself to get a good 

telling job ....... marketing is your selling efforts. " 

b. The Five R's. 

This meaning is mentioned by five executives. One executive 

from a small sized company two from a medium sized company 

and another two from a large company. Basically, the 

definition of the fixfe R's as used in marketing text books 

is as follow-.: - "offering the right product at the right 

time at the right place to the right people at the right price. 

The close adherence of the above definition in actual marketing 

practices is tantamount to the application of the marketing 

concept although such a model doe3 not explicitly mention 

customer sovereignty. However, it is implied. It should 

be noted that the mentioning of this definition does not 

necessarily imply marketing orientation in that later comments 

by two of the executives in question do not fully recognise 

the definition in practice. However, this section is 

concerned with a report on what the executive expressed 

verbatum. 

A number of interpretations have been given to the meaning 

of right in a particular context. In the first place, the 

Managing Director of a small sized company providing this 

definition to marketing remarks that a: sixth 'R' should be 

added and that is at the "right profit". The reasoning 

is that the right price might be right from the customer's 

point of view, but not from the company's viewpoint. 

Secondly, the remaining four executives mention the right 

price to include a "reasonable profit". Thirdly, inadvertantly, 

the right product is understood to mean a product which is, 
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at leaüt, equal in attribute to that orLered by co-npetitor-q. 

The right time is specifically mentioned because of the two 

Belling peaks (Spring and Autumn) inherent in the carpot 

industry. Finally, one executive empha$ices the "right 

people" to highlight the importance of market : se entation. 

(Thi& is the same executive who suggests the addition of a 

sixth "right"). 

e. J; ark'eting Research 

Before reporting on this meaning it should be noted that 

marketing text books make the distinction between market 

research and marketing research. The first means the 

researching into factors relevant to the market place; 

for example, market size, market share forecasts and so on. 

r'arketin research is a much broader concej, t, it includes 

researching into all activities pertaining to the marketing 

function - from product conception to customer satisfaction. 

Out of the 72 executives, thirteen expressed the view that 

marketing meant marketing research. As we shall see later, 

marketing research and market research are syncnimous to a 

number of executives. When the distinction is made the 

object of research is different. 

Of the thirteen executives, only two executives (from large 

companies) made the distinction between-market and marketing 

research. To one executive marketing research is providing 

answers to three of the five rights, that is, right 

customer, right price and right product. To the other 

executives, marketing research provide3 information as to 

where the product should be sold, who should pay and whether 

it is profitable. Only one executive expresses the view 

that marketing research is concerned with all marketing 

activities in the company - from product conception to customer 

satisfaction. 
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The majority of executives expressed the view that marketing 

is the researching of new products that are acceptable to the 

customer. As one Sales Director of a medium company remarks 

"if your new ...... colour and design is acceptable half the 

battle is"won". Finally three executives mention marketing's 

concern is to find out, through research, acceptance or 

otherwise of your entire range (rather than the previous group 

of executives who confirm research to the acceptance of new 

products). The three executives remark that there should be 

a balance between your present and new products. 

The general conclusion attached to this meaning of marketing 

is that, marketing, understood to mean marketing research, 

is by and large, confined to the acceptance of new products. 

d. Fulfil customer reauire. nent at a profit. 

The ten executives expressing the view that marketing is to 

fulfil customer requirement. at a profit, provide the nearest 

meaning of marketing as required under the marketing concept. 

With no exception all the executives recognise customer 

sovereignty and profit. As one Yana-ging Director remarks 

"if one is to be profitable, customer needs should be 

identified and met". Of equal importance to these two 

aspects of marketing, the executives differently express the 

view that the company's efforts dhould be integrated, otherwise 

not everyone in the company knows what the company is 

attempting to achieve. Although the concept of market 

segmentation, in essential aspect of the philosophy of the 

marketing concept, is not mentioned by seven of these 

executives, it was either implied in their remarks or the 

company was enga gad in a particular segment of the market. 

Again it should be mentioned that such remarks, as given by 

this group of executives, should not automatically qualify 

them as marketing concept orientated - in practice. 
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Tn the first place the Chief Executive of a small company 

believes that t:, ý Board of Directors does not share his view 
(as expressed above) and therefore could not be implemented. 

Secondly, the Sales Director of a small oom2any believes 

his views are substantially different from the Chief 

Executive's - "I have to convince other members of management 

that customer consciousness pays". _ 

e. Customer sovereignty. 

One of the essential pillars of modern marketing is 

recognising customer sovereignty. In other words the 

company that is marketing orientated starts from the premise 

that the company should find out what the customer is saying 

and provide it, at a profit. 

Three of the four executives expressing the view that 

marketing is concerned with customer sovereignty are from 

small companies, the fourth executive from a medium compaq; 

With no exception the executives express the view that the 

customer is the most important factor in running the 

business. If the customer is not satisfied the company 

will eventually go out of business. One Sales Director 

remarks that if you do not have a satisfied customer by 

providing what he requires, someone else will. 

However, recognition of customer sovereignty does not imply 

marketing concept orientation. In other words, whilst the 

executive may recognise that the customer is the most 

important "factor", he may not fully understand and accept 

the requirements of the marketing concept, for example, 

integration of the various company activities. 

f. An all-embracinp, activity. 

Line executives understood marketing as that concerned with 

all aspects of running the business. Although customer and 
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profit orientation-are mentioned no attempt of placing priorities 

is made. On further questioning, three-of the executives 

believe that at the root of every business is to understand 

what the market requires in terms of new products. Any other 

business activity follows from this. Furthermore, integration 

of the various company activities is not recognised. 

Two quotations are given that represent the view of this group 

of executives. In the first place the Sales Director in a 

medium company 'remarks "when you think of marketing, you think 

of sales, methods of distribution, advertising, which part of 

the market you are going to attack, the sort of business you 

want to make, profits desired, design and colouration, 

developments of new products". Three executives remark that 

to be able to effect this the company should have adequate 

financial resources and an "effective" research and development 

unit. 

Secondly, the Chief Executive of a large company remarks that 

"marketing is a total analysis of the market which enables 

one td create a product and a selling approach in that market 

place with a view to exploiting it to the full". This has 

to be an cohtinuous basis (with respect to) customer attitude 

analysis, competitive products, retail trade analysis, appraise 

competitors' product strategy, evaluating the companys' services 

to retailers and wholesalers and the right promotion mix 

needed ...... marketing is a total concept and senior 

management should view it as such". 

Finally, the'Chief Executive of arother large company 

deliberately excludes production from the marketing function, 

because they are "technical people" and as such are unlikely 

to know what the market is likely to accept. 

g. Promotion. 

Seven executives expressed the view that marketing is promotion. 
It is noted that five of those executives are from large 

companies. All the executives made statements which amount. 
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to the view that however good the product is in all respects, 

for example, in terms of price, quality and so on, the job of 

selling it will not be achieved until it is marketed, that is 

promoted. One Production Director remarks "you have to tell 

the trade what you are selling". Promotion is the way to 

do it. 

On further questioning it is revealed that other aspects of 

marketing as required by the marketing concept, for example, 

product development, marketing research and so on are not 

part of marketing (as seen by this group of executives). 

These aspects are the responsibilities of the production and 

selling people: the Chief Executive provides the link up. 

h. Ti cellaneous me"aninf, -s. 

The three executives forming this group are from small companies. 

The Chief Executive of one company expressed the view that 

marketing is the launching of a new product, implying that 

if there is no new product to launch, there is no marketing 

activity. This was confirmed by the executive. The Sales 

Directors of the other two conpani. es expressed the view that 

"marketing is not our business". Marketing is the responsibility 

of retailers and it was suggested to the research worker to 

approach them. 

The remaining part of this section is devoted to a detailed 

presentation of the various meanings given to marketing by the 

executives and the pattern assumed with respect to a number of 

characteristics. This is rounded with the application. of the 

chi test. 

Table 3.1 presents the frequency of mention of the meaning of 

marketing by the executives in three groups of companies. 

A number of features need mentioning. In the first place, the 

number of executives mentioning fulfilling customer requirement 
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TABU] 3.1 

JJ, eaninrn of marl-etinp a! mentioned by erecuztives 

in the three prou s of co! aniem. 

Meaning of marketing/ 
an time of com 

Size of Company 
Total p y 

Small Medium Large 

Fulfil customer 
requirements 3 4 3 10 

Customo r sovereignty 3 1 - 4 

Selling 9 5 7 21 

The five *R': s 1 2 2 5 

Marketing research 4 5 4 13 

An all-embracing 
activity - 5 4 9 

Promotion 1 2 4 7 

Miscellaneous 3 - - 3 

Total 24 24 24 72 
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TABL:; 3.2 

Fulfilment of customer requirement as mentioned by executive, 
is related to the size of the company. 

Meaning of marketing/ 
Size of Company 

Total 
size of company. Small ! -Tedium 

- Large 

Fulfilment of customer 
requirement 3 4 3 10 

Other meaning 21 20 21 62 

Total 24 24 24 72 

at a profit is nearly equally divided among the three groups of 

companies. Secondly, out of the four executives mentioning 

customer sovereignty, three are engaged in small companies. 

Inadvertantly, the three executives remark that because of 

the small size of the company they have to pay considerable 

attention to what the customer has to say. As one Sales 

Director put it "being small you cannot afford to antagonise 

madam housewife". Thirdly, marketing research is nearly 

equally mentioned by the same number of executives in the three 

groups of companies. Finally, executives in large sized 

companies do not recognise customer sovereignty as part of 

the meaning of marketing. 

As mentioned earlier the meaning given to marketing as to 

"fulfil customer requirements at a profit" is taken as the 

nearest approximation to the marketing concept. 

In the following table and in subsequent tables relating to 

the application of the chi test in this section, extent of 

association is sought between this meaning and a number of 

independent factors. 

f 
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The observed frequencies of Table 3.1 are shown . in Table 3.3. 

TABLE 3.3 

Fulfil customer requirement as mentioned by the executives is 

related to the size of the-companies in which they are employed.. 

Meaning of marketing/ Small Medium Large Total 
company size. 

Fulfil customer requirement 
at a profit 3 4 3 10 

Other 21 2.0 21 62 

Total 24 24 24 72 

The chi test indicates absence of association, and therefore it 

is possible to conclude that the size of company is unlikely 

to affect the executive's conception of marketing as required 

by the philosophy of the marketing concept. 

Table 3.4 details the frequency of mention of marketing by 

the executives in relation to the executives' training in 

marketing or otherwise. A number of points emerge from the 

distribution. In the first place as 20% of the trained 

executives mention "fulfil customer requirements at a profit", 

ii% of the executives not trained in marketing mention the 

same meaning. Secondly, whereas 25% of the trained executives 

mention marketing as an all embracing activity of the business, 

about 7.5, E of those not trained in marketing mention the same 

meaning. Finally, to 30% of those executives not trained 
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TA13L, 3.4 

Keaning of marketing and the executive's training in marketing or otherwise. 

Meaning of D rketing/ 

Executive's training in 
marketing 

Total 
'Executive's training in marketing Trained in 

Marketing 
Trot Trained 
in marketing 

Fulfil customer requirements 4 6 10 

Customer sovereignty 2 2 4- 

Selling 4 17 21 

The five R's 2 - 3. 5 

Marketing research 3 10 13 

An all embracing activity 5 4 9 

Promotion - 7 7 

Miscellaneous - 3 3 

Total 20 52 72 
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in marketing, marketing and selling are synonymous, the percentage 

is 20 for executives trained in marketing. 

The chi test is applied on the observed frequencies in Table 3.5 

to. find presence of association or otherwise between the 

executives' training in marketing and their conception of 

marketing as required under the marketing concept. No association 

between the two factors prevails. 

TAB-1, P, 3.5 

Fulfilment of customer requirement as mentioned by the 

executives is related to their training, or otherwine, in 

marketing. 

Meaning of marketing/ - 
executive's training in 
marketing. 

Trained in 
Marketing 

Not Trained 
in Marketing Total 

Fulfil customer requirement 4 6 10 

Other 16 46 62 

Total 20 52 72 L 
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TABLE 3.6 

Meaning of markoting and the executive's educational background. 

Meaning of marketing/ 
Educational background 

Educational background -ý-- 
Fxx. eriencefAcademic Professional 

Total 

Fulfil customer 
requirements 631 10 

Customer sovereignty 3 - 1 4 

Selling 14 4 3 21 

The five R's 3 1 1 5 

01 
s Plarketing research 9 1 3- 13 

An all embracing 
activity 1 5 3 9 

t 
Promotion 5 1 1 7 

Miscellaneous 2 - 1 3 

Total 43 15 14 72 

Table 3.6 details the meaning of marketing as expressed by the 

executives, and the latters' educational. backgrounds. In the first 

place, as noted earlier, 43 executives have experience as their 

educational background, of whom 37% mention selling as the 

meaning of marketing, 14% mention fulfilment of customer requirements 

at a profit and one executive understands marketing to be an 

all embracing activity. Secondly, 1(ýIo of the executives with 

academic backgrounds give "fulfil customr requirements at a profit" 

as the meaning of marketing, 10% mention marketing as an activity 
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embracing all the activities of the business. Finally, executives 

with professional backgrounds do not concentrate on . ny particular 

meaning of marketing. 

Table 3.7 provides the observed frcqucncies of various meanings 

given. to marketing and the executive ' educational backgrounds. 

The chi test has been used to find the extent of association 

between "fulfil customer requirements at a profit" and the 

executive's training in marketing. 

TABLE 3.7 

'Pu1fi1 cuatoner requirements at a profit' is related to 

the executives' educationjil background,. 

feariing of marketing 
Executives' educational background 

Educational background 
Total l 

Experience Academic Professiona 

Fulfil customer 
requirement 6 3 1 10 

Other 37 12 13 62 

Total : 43 i 15 14 
1 

72 

The results of the chi test indicated that there is no association 

between the meaning given to marketing and the executives' 

educational background . 
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TABLE 3.8 

Meaning of m'arketing and the executive's Eosition 

in the organisation 

Executive's managerial position 
Meaning of marketing/ Total 
Executive's position. Chief Marketing Sales Production 

Executive Director Director Director 

Fulfil customer 
requirement 2 2 4 2 10 

Customer sovereignty - - 4 - -4 

Selling 4 2 9 6 21 

The five R's 2 2 1. 
_. - 5 

h M i 4 6 3 1 ng researc arket 5 

An all embracing ' 
activity 5 - 3 1 9 

Promotion - 1 5 1 
I7 

Miscellaneous 1 - 2 - 3 

Total 18 7 34 13 72 

The frequency of mention of marketing and the executives' 

organizational position in the company is given in Table 3.8. 

A number of points emerge from this table. In the first place, there 

is no concentration of Sales Directors' frequency of mention with 

respect to the meanings given to marketing. Secondly, executives 

holding the title Marketing Director do not mention customer 

sovereignty and an all embracing activity as possible meanings 

of marketing. Thirdly, 46% of Production Directors mention selling 
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as the meaning of marketing. Finally, 28,5 of the Chief Executives 

mention marketing as an all embracing activity. 

Table 3.9 indicates the observed frequencies of mention of the 

meaning of marketing. The chi test is used to find out if 

any association exists between "fulfil customer requirements at 

a profit" as a meaning cfmarketing, and the executives' position 

in the company. 

TABLE, 3.9 

Meanings of marketing and the executives' positions are related. 

Meaning of marketing/ 
Executives' organisational position 

Total 
Executive's position Chief Marketing Sales Production 

Executive+ Director Director Director 

Fulfil customer 
requirements 2 2 4 2 10 

Other 16 5 30 11 62 

Total 1£3 7 34 13 72 
1 

The chi test for the above tables indicates absence of association 

between the two factors. " 
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TABLE 3.10 

Meaning of marketing and the executives' ago bracket. 

leaning of marketing/ 
Executive s' age bracket 

Executives' ago 25-29 30-34 5-3 4 145-49 50-54 
*___, dotal 

55-59 1 60 
bracket. i ? Plus 

Fulfilment of 
-customer requirement - 12 22 2 1- 10 

Customer sovereignty 1 -1 11 - --{4 

Selling - 4; 2 16 5 12 21 

The five R's - 
ý11 2- 1 -ý-5 

Marketing research 3 44 2 -t-( 13 

An all embracing 
activity 2 11 12 1 1 9 

Promotion 1 ý1 2 1ý -- 2 -ý 7 

Miscellaneous 1 1 - - - 1 E- 3 

Total 5 9 12 12 15 . 13 4w2 72 

w 

In table 3.10, the meaning of marketing and the executives are shown 

in terms of frequency of mention. In the first place none of the 

executives in the age group 25-29 expresses fulfilment of customer 

requirement as a meaning of marketing. Two out of five executives 

in this age group conceive marketing as that activity embracing 

all aspects of running the business. Secondly, in the age group 

30-34, four out of nine executives mention selling as the meaning 

of marketing. A similar high frequency of mention exists in the 

age group 40-45 where six out of fifteen executives mention selling 
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as the meaning of marketing. Finally, it is noted that there is 

no concentration: of frequency of mention in any particular ago 

group. 

The chi test has been used to reveal the presen63 of association, 

if any, between the meaning given to marketing and the executives' 

ages. The observed frequency is shown in Table 3.11. 

FABLE 3.11 

The meaning of-marketing, as expressed b; E the executives. 

and the executives' apes are related. 

Executives' age bracket 
/ Meanin of marketin - Total g g . _. _. ., 

Executives' ages. 60 1 
25-29 30-34 35-39 40-44 45=49 - 50-54 55-59 Plus 

Fulfil-customer 
requirements at a 
profit. . - 

1 2 2 2 2 1 - 10 

Other 5 8 10 10 13 11 3 21 62 

Total 5 9 12 12 15 13 4 2 72 

As in the previous chi test "fulfil customer requirement at a profit" 

has been taken as the nearest meaning to marketing as required by 

the marketing concept. The chi test for Table 3.1l'indicates no 

association between the executives' ages and their conception of 

marketing as required by the marketing concept. 
'C 
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TABLE 12 

T eýnirt of markctin anri the 
_eRecuti_Ve 

' length of so ice 

in. the cam, ýný, 

Executives' length of service(' zrs) 
Meaning of marketing/ in the com2any. 

Under 
T-,. 1. ....... .1 35 Executives in present 

Total 

position (years). 
4.5-9 4 15-19 ? o-;. j 'a 5-29 30-34 l0-1 ý' Plu, 

sv-. -, ýkra. +ww^^ .. ruvrw. ý. s,. n.. wb+va. . w.., p-. 

Fulfilment of 
customer require- 
ments. r1 31 312--- 10 

31-----x Customer sovereignty 4 

Selling 213,3 ? l' 

The five R's 21. -1--; -5 
AF 

Marketing research 315#2 13 

An all embracing 
3--- activity 4t31-19 

Promotion 23 -' -- -17 
9i 

Miscellaneous -3 
" 

Total 15 171 22 41712 4# 72 

In Table 3 12 executives' responses to the meaning of marketing 

and their length of service in the company are presented. The 

first point that emerges from this table is that seven out of ten 

executives who have been in the company for fourteen years or 

less mention fulfilment of customer requiremente at a profit as 
the meaning of marketing. Secondly, three out of four executives 

who have been in the company for less than four years mention 
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customer overeigty. Thirdly, there is concentration of 

frequency of mention of selling in the group 10-14 years. 

Fourthly, of the nine executives mentioning marketing as an 

all embracing business activity, four executives have been 

in the company for four years or less. Finally, the three 

executives who gave miscellaneous meanings to marketing have 

been in the companies för more than five, but less than nine 

years. 

Table 3.13 details the frequency of mention of the meaning 

of marketing and its relation to the executives' length 

of service in the company. The chi test. has been applied 

to reveal presence of association, if any. 

TABLE 3.11 

Aicaning of marketin as expressed by executiva_s and 

t. heý rý, gngthýf fiervict in the coca y. 

-ýý Executives' length of service in company 
T 

Meaning of marketing/ý-------r--. - --". Total 
Executives' length ofj Underl 35 1 

service in company. 4 15-9 10-14 15-19 20-24 25-29 70-34 ; Plu 

Fulfil customer 
requirements at a 
profit 1 3 3 1 2 - - 

1- 10 

Other 14 14 19 3 5 1 24 62 

Total 15 17 22 4 7 1 24 72 
ý ý 

k ttt 
ý 

i 

The chi test indicated absence of association in the above table 

and therefore it is concluded that no relationship exists between 

executives' length of service in company and the meaning they give 

for marketing. As with previous analyses, fulfilment of customer 

requirements at a profit is taken as the nearest meaning of 

marketing as required under the marketing concept. 
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TABLE 3.14 

rennin of rcar;: etiFn and the executives' lennth of service.. in 

thc'ýirýrýýRent. ý 

Executives' length of ; service in y ^ý" 

present position (years) 
Weaning of marketing, ; m_1_1 
Executives' length j 

Under, 35 , of service. 4 15-9 10-14 15-19 20-24 1 26-29 ; 3034 Plus 

Fulfilment of 
customer require- 
ment. 432 1' - --- 10 

Customer 

sovereignty S4--º ----F- 4* i 

Selling 12 34 21 

ý.. _ý.......... -.. «... mir...... `wwýw"-ýý -rý lý 
tý 

The five R's 
ý 

5 

Marketing research 13 f 

!! An all embracing i j 
activity 8 r9 + 

Promotion 511 - 
s- 

---7 

liscellaneous "-- ----1 

Total 47 F. 9 12 1.1 1 -11 72 
E ý ý 

Table 3.14 details the meaning of marketing as mentioned by the 

executives and the latter's length of service in the company. 

A number of points emerge from the Table. In the first place, 

94% of the executives have been in their present positions for 

between 10 and 14 years; forty seven executives have been in 

their present positions for four years or less. Secondly, in 

each of the meanings given, the majority of executives have been 

0 
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in their positions for four years or less. Indeed, all the 

executives mentioning customer eoverei my as the meaning of 

marketing, fall into this group. 
Finally, the chi test has been used to find out presence of 

association or otherwise between the meaning given to marketing 

and the length of service the executives have been in their 

present positions. 

As with previous analyses in this sub-section, fulfilment of 

customer requirement at a profit is taken as the nearest 

position required under the marketing concept. Table 3.15 

gives the observed frequencies. 

TABLE 

Meaning of marketing am expressed by the executives and their 

length of service in their present positions. 

Meaning of Märketing/ 
Executives' length of service in present position 

Executives' length Under 35 
of service in present 4 5-9 10-14 15-19 20-24 25-29 30-34 Plus Total 

position. 

Fulfil customer 
requirements at a 
profit 4 3 2 1 - - - - 10 

Other 43 6 10 
i 

- 1 - 1 1 62 

Total 47 9 12 , 1 1 - 1 1 72 

The chi test indicated absence of association and, therefore, it is 

concluded that meaning given to marketing and the executives' length 

of service in: his present position are independent. 



156. 

4. Title of the Chief Marketing Executive. 1 

The object of this section is to establish the title given to the 

Chief Marketing Executive in the company. Actual titles, as remarked 

by a few executives, do not mean a great deal (: see below). What is 

more important is the function that goes with the title. However, the 

fact that the term marketing is used in management's labelling of 

executives is perhaps indicative of the recognition of marketing as 

such in the organisation, irrespective of what the function entails. 

The ideal requirements of the marketing concepts are that the 

C. M. E. should be the Chief 'Executive of the Company, and that he should 

be responsible for the various operations of the business. Marketing - 

in such an organisation, is accredited the highest status. Thus, 

titles such as Marketing President and Vice-President - marketing, are 

not uncommon in the United States. If anything, such an organisational 

set-up conveys a high rank of marketing. However, because the C., M, E. 

is also the Chief Executive, it is fallacious to assume that the 

company is marketing concept orientated. Indeed this has been 

established in the present thesis. 

In-this section, three aspects were specifically investigated. 

In the first place the title of the C. I4. F. is related to the size of 

the company and highlights the pattern. 

Secondly, to whom the C. M. L. is responsible is presented. This 

has the object of establishing lines of authority in the company with 

respect to marketing. Finally, reasons for this organisational 

set-up is investigated. These three aspects are devised to establish 

the status of marketing. With this object in view information from all 

the executives was obtained. 
It might seem unnecessary to have asked all the executives about 

the title of C. l. E.: asking the Chief Executive is sufficient. 

From the preliminary stages of the research it was found that one 

1. The Chief Marketing Executive is abbreviated C. M. E. throughout the thesis. 
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executive exhibited hesitancy when asked about the title of C. M. E. 

It was then decided to ask all the executives the question. Indeed, 

the results confirmed earlier findings. Specifically, the four 

executives in each of six companies (one sicall, three medium and two 

large companies) were inconsistent in their response. Table 4.1 

details the findings. 

TABLE; 
. 
1.3. 

Different titles of C. M. E. as indicated by executives 

in the since cor - an *. 

Number and title of Executives. 
Size 'of- Company 

No. of executives. Title of the C. M. E. 

Small 1 Marketing & Seiles Director 

3 Sales Director 

Medium 1. Marketing Director 

2 Marketing & Sales Director 

1 Sales Director 

Medium 3 Sales Director 

1 Marketing Committee 

Medium 3 Marketing Committee 

1 Sales Manager 

Large 3 Sales Director 

1 tlanaging Director 

Large 2 Marketing Manager 

2 Marketing & Sales Director 

Table 4.2 presents the title of. the C. M. E. as mentioned by the 

executives and the size of the company in which the executives 

are employed. 
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TULF 4.2 

Title 'o! ' the Chief ýk3rkPtiTl Executive (a,. 3 mentioned by tho 

, grecutives b Li° , gn of Cot ?:. nom. 

Size of Corp: iny 

Title of C. M. L. /Size of Company, 

.' 
Small Medium Large Total 

'Managing Director 449 17 

Sales Director 11 83 22 

Chairman 8 - -{ 8 

}Iarketing Director 5 8 13 j 

Marketing & Sales Director 1 2 25 

Marketing Committee - 4 -4 

Marketing Manager - - 2 

Sales Idanrger - 1 -1 

Total 24 24 24 f 72 
jy 

In the above Table a number of points emerge. In the first place, 

none of the small companies use the title 'Marketing'. This might 

reflect lack of marketing orientation. Indeed, as later analyses 

indicate, five of the six companies are not marketing orientated. About 

45% of the executives in small companies mention the Sales Director as 

the title of the C. M. E., another 30% mention the Chairman of the company 

as their C. M. E. As mentioned earlier, to have the C. M. E. at the 

Chief Executive does not indicate marketing orientation. Secondly, 

five of the executives in medium sized companies mentioned the Marketing 
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Director as the title of the C. M. E. Thirdly, medium companies are the 

only companies that like uee of the committee method in carrying out 
the marketing function. This was mentioned by four executives from 

two different companies. Fourthly, eight executives in large companies 

mention the ! Marketing Director as the title of the C. M. E. These 

executives are from two large companies. Finally, more of the 

executives in large companies mention the committee system in deciding 

on marketing activities. 

In Table 4.3 the titles of the C. M. E. as expressed by the 

executives and to whom they report are shown. The object of this is 

to show the organisational placement of the C. M. E. and the importance 

attached to the position. Clearly, if the C. M. E. is the Chief 

Executive, then marketing assumes the highest position in the company. 

A number of points emerge from the Table. In the first place, with 

no exception, marketing assumes, at least second position in terms 

of Yidrarchic. l structure of the companies. In other words, marketing 

is, at least as important as production and finance. Secondly, of 

the thirty six C. M. E. 's who report to the Board of Directors, seventeen 

are Managing Directors. Thirdly, out of the thirty three C. M. E. 's 

who report to the Managing Director, sixteen executives have the title 

Sales Director. 

Finally, the executives' response as to whom the C. M. E. should 

report to is not consistent. These exceptions of inconsistency 

are detailed in Table 4.4. 

0 
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rýii P'Jý-, ' ýr+ 1 

Title of the C. N. E. and to whom he is rosporsiblo as 

expressed tr. ý executive. 

! Executive's managerial position 

Title of C. M. E. / Board 
to whom he roportz. 

of ýianaýinc; ' Chairman Total Director 
Directors 

r ý 
Kanaging Director k 17 

ý? 
17 

Sales Director I3 16 3 
,. 

22 

- 
Chairman 8 -3- 8 

D; arketing Director. 6- 7 - -13 

Marketing/Sales Director 1 4 - 5 

Marketing Committee 1 3 - 4 

Marketing Manager - 2 - 2 

Sales Manager }- 

ýýýY 

1 - 1 

Total iý 36 33 3 72 
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`! 'AiIt, L 4.4 

Crn>_cýr, >; '-LeneY of re. " onje is to höm thcr C:. ei. d r«ýc, rt$ to an 

e? nýreýsed týv tiýaritýýý, at' executive., and Vie sie of the c- ufply they are in. 

Size of Company Number 
of 

Y ýM^ To whom the C. 114.0. reports 
Executives 

Small 1 Board of Directors 
3 Managing Directors. 

Medium 1 Board of Directors 
3 Chai rman 

Large 2 Board of Directors 
2 Managing Directors 

TABU 4.5 

Reasons for the C. M. E. 's organisational responsibility as 

exjLres: ed bythe executives. 

A 

Reasons for C. 114. L. 's organisational responsibility 
Title of C. M. E. / - -.. -....,. ., . Petal . ý. ,. 
Reason: of Small size Obvious Involvement Temporary 
responsibility. of company arrangement of marketing arrangement . 

Managing Director 4 9 - 4 17 

S s Dire t l 1 21 '' 2 a e c or - - 2 

Chairman 8 - - - 8 

Marketing 
Director - 13 - - 13 

Marketing and 
Sales Director - 5 5 

Marketing 
Committee - - 4 _ 4 

Marketing 
Manager 2 - 

- 2 

Sales Manager - 1 - - 1J 

Total 13 51 4 4 72 

3 
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In Table 4.5 the frequency of mention as to why the C. M. E. 's assume 

their organisational position is outlined. The object of this is to 

establish the reasoning leading to the placement of the C. M. E. 'in the 

organisational chart. The findings indicate four main reasons for 

such a set up. Four companies justify their set up on the grounds 

that the size of the company is small and see no reason for having an 

executive solely responsible for marketing. The majority of executives 

express the view that the C. I. E. organisational position is an obvious 

organisational arrangement. Only four executives, from the same 

company, express the view that the C. ri. E. assumes his position, which 

is that of Managing Director, because of the involvement of marketing 

in the various activities on the company. Finally, another four 

executives from the same company see their present organisational 

structure as a temporary one, remarking that in due course, the 

post of Managing Director will be established to disengage the 

Managing Director of being directly responsible for marketing 

activities. 

5. Whether the C. M. E. should be a member of top management. 

Under the""requirements of the marketing concept, marketing assumes 

a vital role in the operations of the company to warrant assigning 

it high managerial status. Indeed, as stated earlier, companies 

in the U. S. have categorically assigned marketing the highest 

hierarchical position in the company, and that is the Presidency of 

the company. However, it must be stressed that such managerial 

status might be irrelevant from the point of view of implementing 

the marketing concept. What such a position indicates is the 

importance attached to marketing as a business activity. 

In the context of the present question, top management is 

taken to mean the group of persons (or person) responsible for 

formulating company policies and ensure, through feedback from 

other levels of management, or personally, that such policies have 

been implemented with a view to meeting stated objectives decided 

upon initially. 
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The present question is intended to establish the importance 

attached to-. marketir. _. 
" The lines of enquiry in this section were 

first to establish whether the C. M. E. is a member of top management. 
Secondly, following from the first findings, the reasons for such 
viewpoints. It was found that only three executives, one from 

"each size group of'companies, expressed the view that the C. M. E. 

should not be a member of top management. The executive from the 

smäll company commented that it would depend on the individual, 

reasoning that if the C. M. E. is a foxiful and capable person, he 

can effectively formulate and implement marketing policies 
irrespective of his managerial position. The other two executives 

expressed the view that it is sufficient for the C. L L. to know what 

is going on in the area of marketing. In other words, it is not 

necessary for the C. M. E. to be familiar with financial and other 

policies of the company. Clearly, this viewpoint is contrary to the 

requirements of the marketing concept. 

TABLE 5.1 

Answers to the question whether the C. M. L. should be a 

member of top management. 

Placement of 
Number of Executives 

Executives. Total 
Yes No 

Whether C. M. E. 
should be a 69 3 72 
member of top 
management. 

a 
The other 69 executives expressed the view that the C. M. E. should be 

a member of top management (see Table 5.1). From the reasons given to 
their viewpoints and that of the other three executives, it was possible 
to find six reasons to justify the managerial position of the C. M. E. 
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Thu s: 

a. Because marketing i3 from where business stems -7 executives. 

b. Because marketing affects all aspects of running 

a business - 11 executives. 

c. Because of the importance of marketing - 17 exccutives. 

d. Because C. M. E. provides closest touch with the 

buyer - 23 executives. 

e. The C. 11-I. E. must have a say in what he executes -9 executives. 

f. -1iscolla. neous -5 executives. 

In the follo-ing, each of the above reasons is reported upon. Later, 

the response pattern of the executives is related to a number of factors, 

for example, size of company, training of the executive in marketing, 

and so on. The chi test is used to indicate presence of association or 

otherwise between these factors and the response pattern. For this 

purpose, the reasoning that the C. T. I. E. should be a member of top management 

because marketing affects all aspects of running the business, is taken 

as the nearest position towards the marketing concept require a t. 

Indeed, if fully implemented, one can indicate presence of marketing 

concept orientation. 

a, Marketing is from where business stems. 

Seven executives mentioned the reason why the C. M. E. in a member 

of top management is because marketing is from where business 

stems. All the executives used different ways of expressing 

this view. In essence it is remarked that marketing results 

in the selling of goods without which there would bs no profit, 

and in time the business would cease to operate. To achieve 

the selling of goods, marketing. through planning decides what 

saleable products the company should produce. Without having 

high managerial status, it is remarked, the C. M. E. could not 

make his view known. Indeed, the mere fact that the C. M. ý, '. 

in responsible for marketing activities, it is necessary to be 

represented in top management. The Sales Director of a small 
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company iltu^trates the overall view of this Croup of oxecutiven, 

by remarking that "the C. M. E. should be a member of too 

mana,; ement, because the basic objective of doing anything in 

business is to soll your product and marketing is the vehicle - 

to create a product which is saleable. " 

It should be Toted that justification of the C. I4. E. 's position 

does not fully conform to the requirements of the marketing 

concept because the C. M. E. 's responsibility is seen as 

cornpri? ing of two activities - deciding on suitable products and 

achieving tales. Clearly the C. N.: J. 's job is narrowly conceived. 

b. 1hrketing affects all aspects of running a biisinees 

This group of executives express the view that mar'_eting should 

be represented at top management because of the effects it has 

on other aspects of running a busineos. In other words, 

marketing as such does not operate in a vacuum but is affected 

by, and affects other aspects of running the business. 

Specifically it is influenced by financial, production and 

personnel decisions and in turn these activities are affected 

by marketing. 

The Public Relations Officer of a small company expressed the 

view that if the C. I. I. E. is not a member of top management there 

would be too much friction in getting his view across, and more 

so in implementing decisions - "because of the impact of 

marketing" on manufacturing, finance and other resources of 
the company. The Sales Director of a medium sized company 

expresses the same point of view, but in a slightly different 

form. He says "a business comprises three functional areas 

each of which substantially overlaps with the other". 
These areas are production, administration and marketing, which 

are under marketing. Each of these areas could be divided 
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Into a number of sub-functions, for example, development, research, 

selling, advertising, follow-ups and so on. The following chart 

is presented by the executive. 

Production Marketing 

R: Research 
D: Development 

\. 
` . FU: Follow up 

RD 
Li 

AD P AD: Advertising 
P: Promotion 

S MR: Marketing Research 

FU St Selling 
P: Personnel 
r': Finance 

`-- Ri- Retailers 
PFW: Wholesalers 

It 

RW 

Administration 

Each of-the sub-sections is affected by the other sub-sections 

and by policies and decisions in its section and other main 

sections. Because of this substantial overlapping of activities 

"marketing should have its proper place in top management. " 

Finally, the Marketing Director of a large company expresses 

the view that marketing should be represented at top management 

because it defines all the marketing activities of the company 

which are geared towards customer satisfaction. The Director 

outlines the following chart. 
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- ueve. Lopmenti 

The C. M. L. should be responsible for the above marketing function. 

As such it is vital he should be represented at top management. 

Clearly the above illustrations indicate that the activities 

of the C. M. E. as seen by this group of executives conform to 

the responsibilities of the C. M. E. under the marketing concept. 

cl Importance. of marketing. 

The importance of marketing vis-a-vis other aspects of running 

the business is fully recognised by this group of executives. 

Under the marketing concept it is not sufficient to recognise 

such a relationship. More important is to rank marketing an 

the most important business activity, and from which policies 

of other aspects of business operations eminate. Integration 

of marketing and other activities in a company is one of the 

major pillars of the marketing concept. 

The seventeen executives in this group express the view that 

the C. M. E. should be a member of top management because 

marketing and other business activities are on an equal level 

and should be equally represented "at the top". The 

Financial Director of a small company explains the importance 

of the. C. M. E. by remarking "we hold the view that there are 
five interdependent functions in a business which should--. be 

/ Sales 

- forecasting 
. 

Jr 
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. equally represented at top level because of their importance ,..... 
Theme functions are marketing, production, finance, technical 

and personnel. " The Managing Director of a medium company 

"believes" that "the company has three major links - production, 

marketing and finance, each of which is equally important. If 

marketing is not given an equal voice, efficiency suffers". 

Finally, the Marketing Director of a medium company remarks that 

"in my opinion there are three functions in an average 

business ........ money, production and marketing. If the 

business is to operate successfully, the three must be represented 

at the top. " 

d. The C. 14I. E. is in close touch with the buyers. 

This group of executives, numbering twenty three, believe that 

marketing is important per. se. because theý. C. M. E. is in close 

contact with the buyer. Unlike the previous group of executives, 

they do not see marketing as important as other aspects of running 

the business. The significance of this response is the 

recognition of customers' importance. Clearly if customers' 

importance is sufficient to warrant placement of the C. M. E. as 

a member of top management, then marketing is given high statue. 

Again, as with the last group of executives, the conception of 

the C. M. E. 's responsibility lies in the narrowly conceived 

function as that of knowing what the customer requires, rather 

than seeing the C. M. E. responsible for the entire operation of 

the business, as would be requested under the ideal requirements 

of the marketing concept. 

The executives express the view that the C. J4i. E. knows what the 

market requires. As such his contribution in terms of guide 

lines to production is vital because frequently production people 

are concerned with technical details, and not what the market 
is prepared to accept. Similarly, the C. N. E. provides information 
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as to what is acceptable with respect to price. The financial 

people decide ether it is profitable. 

e. The C. rI; E. must have a say in what he executes. 

This group of executives are concerned with the formulation and 

implementation of marketing activities. Given the responsibilities 

of the U. M. S. for marketing; activities, the executives believe 

that the only way to do this effectively is for the C. M. E. to 

be represented at the top. This indirectly reflects upon 

the importance of marketing. Representation at the top, however; 

seems to be motivated by a desire towards administrative 

efficiency rather than the importance of marketing primarily. 

The Ainnaging Director of a small company remarks in as much as 

"selling is a difficult thing, the C. M. E. should have a strong 

say'in policies and decisions that will affect his activity". 

The t: anaging Director of a medium sized company remarks that 

"sales is as important as the Ianaging Director in that the 

profitability of the company depends to the greatest extent 

on marketing and selling efficiency. " Without top 

management status, 'the C. M. E. cannot execute his function 

efficiently. Finally, three executives believe that without 

access to financial information, available to members of top 

management, the C. M. E. cannot successfully formulate marketing 

practice and "could be disastrous" if implemented. 

£. Miscellaneous 

Five executives expressed other reasond for the position of the 

the C. N. E. One executive from a small company expressed the 

view that because of the size of the company, the C. M. E. has 

pas led through all phases of business operations, and it is 

only logical for the C. N. E. to be a member of top management. 
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Another executive'also from a small company indicates that the 

size of the.. comrany dictates the size of the Board by remarking 
that "in a small Board, the C. M. E. is bound to be represented", 

reflecting the activities he. -is responsible for. A third 

executive also from a small company states that whether the 

C. M. E. should be a member of top management depends on the 

individual. Irrespective of his managerial placement, the 

C. M. E. "should have the task of dictating the marketing policy. " 

It is immaterial if he is responsible for production or finance. 

Finally, two executives, one from a medium and anöther" from a 

large company, express the view that it is not necessary for 

the C. M. E. to be a member of top management. It is sufficient 

if he knows what is involved in the area of marketing. 

The remaining part of this section reports on the reasons given 

to the placement of the C. M. E. and the distribution of these 

responses by size of company, training in marketing of the 

executive, executives' educational background and so on. 

Finally, with each presentation the chi square is applied to 

reveal presence, or otherwise, of association between the 

responses and the factor in question. Specifically, the 

reason that marketing affects the running of the business in 

taken as the nearest position to the requirements of the 

marketing concept. 

I 
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TABT, N; 2 

Reasons for m, -, na erial placement o C. M. F. an expressed by 

the eeecutiv -3_. and the size of the cam any, 

Reasona for C. M. E. placement Small Medium } IarCe Total 
Size of Company. 

.ý 
t f 

eil from where business stems 3 1 3 7 

1I affects running of g 
business 2 b 3 

i 
11 

Importance of marketing 5 8r 1 17 

C. M. E. 's touch with buyer 

Say in what C. N. E. executes. 

!9 

2t 
Y 

4 

4 
t 

10 

3 

23 

9 

Miscellaneous 3 1 1 

Total 24 t 24 24 72 

From Table 5.2 it is clear that in the case of small and large 

companies, the majority of executives indicate the reason why 

the C. M. F. assumes a member of top management position is because 

he is in close touch with the buyer. 

Secondly, three of the executives In small companies indicate 

miscellaneous reasons - one executive indicating the C. M. E. 's 

personality is vital and the other two mentioning the size of 

1. In this and the following tables in this section, M. stands 
for Marketing. 
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the company decide; the size of the Board: in a small company 

it is not neces-a-'y to have a C. 11. E. Thirdly, of the eleven 

executives mentioning "marketing affects the running of the 

tusiness", six are from median sized companies. Finally, 3; ' 

of the executives mention the C. t1.: touch with the buyer 

places him in top management. 

The chi test has been applied to the obsenred frequencies in 

Table 5.3 

As mentioned earlier the reason that the C. M. L. a., sures top 

managerial position is because marketing affecting the 

running of the business, is taken as the nearest meaning to 

the requirements of the marketing concept. 

TABLE 3 

icons #'or place ent of C: M. E. as expressed by the executives, 

as related to the size of the company. 

Reasons for placement/ mall Medium Large Total Size of Company. 

M. affects running of business 2 
6 

3 11 

Other 22 18 21 
. 
61 

Total 24 24 24 72 

The results of the chi test do not indicate association between 

the variables in Table 5.3. 
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TABLE 5.4 

Reasons for managerial position of C. M. E. as expressed 

by the executives. and their training in marketing. 

Reasons for C. M. E. 's placemen V 

Training of Executives 
in Marketing 

training of executives. 
Trained Not Trained 

Total 

M. from where business stems 1 6 7 

M. affects running of business 5 6 11 

Importance of marketing 7 10 17 

C. M. E. 's touch with buyer 3 20__ 23 

Say in what C. M. E. executes 3 6 9 

Miscellaneous - 1 4 5 

Total 20 52 72 

In Table 5.4 the training of executives in marketing is presented, 

together with the frequency of mention of reasons for the 

hibrarchi a position of the C. M. E. A number of points emerge 

from the response pattern. In the first place, of the eleven 

executives mentioning marketing affecting the running of the 

business, six executives did not receive any training in marketing. 

Secondly, only three trained executives out of twenty three 

executives mentioned the C. M. E. 's touch with the buyer. Thirdly, 

the importance of marketing is mentioned by Seven trained 

executives out of seventeen executives. 
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Finally, 6C; % of the executives trained in any rkctir. C mentioned 

reasons that are close to the requirements of the marketing 

concept. 

The chi test has been applied on the obser-red frequency in 

Table 5.5 to find out presence, or otherwise, of association 

between the executives' training in marketing and the reasons 

for the C. M. E. 's managerial position in the company. 

TABLE, 5.5 

ßeanons for placement of C. M. E. ass exeKr;,; sed by the 

executives is related to the latter'* training in marketing. 

Executive's training 

Reasons for placement/ 
in marketing. 

training of executives 
1 

Trained in { Not trained 
Total 

marketing in marketing 

H. affectu running of business 56 11 

Other 15 i 46 61 

Total 20 52 
1 

72 

The chi test in Table 5.5 indicated absence of association, 

and, therefore, the two factors are independent of one 

another. 
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TABLI> 5.6 

Reasons for ma*iaeerial`po siýtäen of as exl, re secs 

by the executives and the latter' ý, education-al background, 

Executives' Educational background 
Reasons for C. M. R. 
p1acement/t. xecutives' _ ___ 

Total 
r 'E d i f educational background xperience em c ca ro essional 

M. from where buT; iness stems 5 2-7 

fiI1. affects running of 
business. "5 33 11 + 

Importance of marketing 9 2 6.17 

C. I1. t. 's touch with buyers 17 ` ý 33 23 
... .. . ý.,. . a.. '. ý+ýr-. -. . ,a w - } ..,,............,.......,..,........ e............ «..... w. ............... r.. r , w. 

iý,. 
a. ý.... w..... r 1 . ., ., . . ýi ... +.,.. ý.... +. ... .s + 

Say in what C. M. E. executes ý 3 42 9 

lgicellaneous P4 
., ti 

Total 1 43 

1 

15 

t 
w... ýwr... ý 

t 

1ý 

tJ 

..., s.. 
J... 

-..., ý. r.. -..; 

14 72 

Table 5.6 details the reasons for the managerial position of the 

U. M. S. an expressed by the executives indicating the latter's 

educational background with each response. The first point 

emerging from the Table is that five of the eleven executives 

mentioning the nearest position to the requirements of the 

marketing concept (that marketing affects the running of the 

business) have experience as their educational background. 

Secondly, over 7C% of the executives mentioning the C. M. E. 's 

touch with the buyer have experience as their educational 

background. Finally, two executives out of seventeen executives 

having academic backgrounds indicate the importance of marketing. 
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The chi test has been used to reveal association between the 

executives' educational backgrounds and the reasons given as 

to the placement of the C. M. E. at top management level, taking 

marketing affecting the mining of the business as the nearest 

position to the requirements of the marketing concept. 

TABLE 5-7 

Reanons for ý>lace ent of Cw, 1rý; zs er. re9sed by the 

executive: are related to the 1atter4' educational backGrounds. 

Executives' educational background 
Reaüon3 for C. h. E. Total` 
placement/-[,, 'xecutives' j 
educational background xperience 1Academic Professional 

1! 1. affects running of business 533 11 

Other . 38 12 11 61 

! 
Total 1 43 15 14 j 72 

The chi test or. the observed frequency on Table 5.7 indicates 

no association, and, therefore, the two factors are not 

related, 
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TABLE, 5.8 
Reactors for. ii+a;; erial Pasition of C. M. L. an expresszed by 

the executives and the latters' managerial position. 

{ 
Exe cutives' managerial position 

Reasons for C. N. E. -i Total 
placement/Executives' ' e£ Chi Market ing, ! Sales . Production 
managerial position. k; xecutive Director `Director . Director 

N. from where business f ? # 

stems 3 2 }1 7 

I N. affects running of 
1 business 3 2 3 3 11 

I Importance of marketing, 5 1 10 1 17 

C. N. E. 's touch with 
buyers 3, 2 14 4 23 

Say in what C. N. E. 
executes 2-i529 

? Miscellaneous 21-25 

Total 18 17 34 i 13 72 

Table 5.8 shows the reasons for the placement of the C. M. E. at 

top management level and managerial positions of the executives 

mentioning these reasons. The first point emerging from this 

table is that the frequency of mentioning marketing affects 

running of the business is nearly equally distributed among 

the four categories, that is, the executive!. s position is 

irrelevant. towards the reason in question. Secondly, fourteen 

of the twenty three executives mentioning the C. M. E. 's touch 

with the buyer hold sales directorship positions. This, 

presumably, reflects the fact that Sales Directors are concerned 
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with sales organisation and administration, and personally, or 

through their representatives, are in touch with the buyer 
(wholesalers and retailers). Finally, t. o marketing executives 

mention "marketing affects the running of the business". This 

is contrary to the research worker's expectation that the 

majority, if not all, marketing executives would mention this 

reason. 

In Table 5.9 the observed frequencies are presented to test the 

hypothesis that executives' managerial positions and their 

given reasons for the C. M. E. 's membership of top management are 

related, within the requirements of the marketing concept. 

TABU. ' 5.9 

Reasons for placement of as expressed by the 

executives and the latters' managerial positions. 

Executives' managerial position 
Reasons for C. M. E. 's 

Total 
placement/Executives Chief Marketing Sales Production 
managerial position Executive Director Director Director 

M. affects running of business 3 2 3 3 11 

Other 15 5 31 10 61 

Total 18 7 34 13 72 

The results of the chi test on Table 5.9 indicate absence of 

association, and, therefore, it is concluded, the two factors 

are not related. 
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5.10 

ý'es or: for cnaniýýri. el po:, itior. Of C. 1. . as expre«scd 

by the executives, and the tatters' ages. 

Executives' a-es {Reasons for C. M. E. .. 
; placement/ .., .ý . _..... ý..,...... ýý.: Tota? } 
Execut1ves' ade 25_29 30-z4 

: 
35_'9 40-44 45-49 

150-54 
55-59 ., 60 

Plus 

M. from where 
business stems '- 2112-i17 

M. affects running 
of business 1! 21421- -- 11 

Importance of 
35 marketing 

ý- 1! 2132 17 

C. M. E. 's touch 
with buyers 234463 23 

{ Say in what C. N. E. 
I executes 112-122-i19 

Miscellaneous -r12-1 !-1 -# 5 

Total 59 12 12 15 13 421 72 

Executives' age bracket and the reason mentioned regärding the 

C. M. E. 's managerial position are shown in Table 5.10. The first 

point that needs mentioning is that there is no high concentration 

of frequency of mention with respect-to any of the given reasons. 

Within this framework it is noted that all but the last two age 

groups do not mention marketing affecting the running of the 

business. This could mean that executives over the age of 50 

do not indicate marketing concept orientation. Secondly, six 

out of fifteen executives in the age group 40-44 mention the 
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C. N. E. ', touch with the buyers. 

The chi test has been used on the obscrved frequencies in Table 5.11 

to reveal presence of association, or othervioe, between the 

executives' ages and the reasons mentioned for the C. M. E. 's 

position as a member of top management. 

TAB, '_, 5.11 

Reasons for C. M. F. 's managerial position as expressed by the 
executives and the latters' age bracket are related. 

Executives ace bracket 
Reasons for C. bI. E. Is 
placement/ 

ý EO Total' 

Executives age 25-29 30-34 35-39 40-44 , 45-49 50-54 55-59 'Plus 
b ticket 

N. affects running 
of business 1 2 1 4- 21 -- 11 

Other 4 11 8 13 12 42 61 

Total 5 9 12 
1 

12 15 13 
4 

2 72 

The results of the chi test on Table 5.11 indicate absence of 
association between the two factors, and, therefore, it is 

concluded, they are not related. 
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TART, E 5.12 

Reasons for �uaragerial position of C. M. L. as expressed by 

the executives and the latter: ' length of service in company. 

Reasons for C. AI. Executives length of service in company (years) 

. placerent/ 
1 Under 35 Total 
Jxecutives service 4 5-9 i 10-14 15-19 27-24! 25-29 -0-34 Plus 

l I. from where 
business stems 2-111-11 7 

t 
s M. affects running 3 

of business 41 5 - - -1 - 11 

Importance of 
marketing 

s 
3i8 

Z 
3 - 1 1-- - 

t. 
1 17 

' C. JI. E. s touch 
with buyern 4 5 8 2 4 - - - 23 

Say in what C. N. E. 
executes 2 3 1 - 1 - - 2 9 

Miscellaneous - . - 4 1 - - - - 5 

Total 15 17 1 22 4 7 1 2 4 72 

Table 5.12 shows the executives' length of service in the company 

and the reasons they gave for e. M. E. 's placement at top management 

level. In the first place, executives who have been at the company 

for four years or less do not indicate concentration of frequency 

of mention with any of the reasons mentioned. However, four of 

the executives mention the reason "marketing affecting the running 

of the business". Secondly, eight of the seventeen executives 

who have been with their companies between 10-14 years mention the 



182. 

importance of nar'.. eting and only one executive mentioned marketing 

affecting the rurn: inC of the bu. ires. s. 

The chi test has boon used to test the hypothesis that given 

reanonn- for C. M. L. 's manigerial placement and the executives' 

length of service are related. Table 5.13 nhotws the observed 
frequencies, derived from Table 5.12. 

TABLE. 5.13 

Reasons for managerial positi-cn of C. M. E. 's ass mentioned by 

the executive; t and the tatters' length of : service in the company 

are related. 

Reasons for C. TE Executives length of service'in company (years 
placement/ 

Total Executives length U d ? 1 
of service in 
company 

n es 
4 5-9 10-14 15-19 20-24` 25-29 30-34 

35 
Plus 

. 
M. affects running 
of business 4 1 5 - -- 1 - 11 

Other 1 16 17 4 71 1 4 61 

Total 5 17 22 4 71 2 4 72 

The results of chi square on Table 5.13 indicate absence of 

association, and, therefore, the two factors are independent 

of one another. 
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TABLE . 14± 

Rea3ons for managerial position of C. M. ý';. as expre: -, ced by the 

executives, and the latters' length of service in their present position. 

, Reasons for Executives' length of service in their present 
: placement/ position (years) 
`'Ilxecutives'service ' Total 

Under nder 35 
in present position 4 5-9 ; 10-14 '15-19 20-24 25-29 : 30-34 ; Plus 

N. from where ! g' t 
business steins 4 - 1 -1- -1 III 7 

fl. affects running'; 
of business 4 3 4 ----- 11 

` 
f 

Importance of 
±! 

_ 
mark marketing 14 - 3 - - f 

C. M. E. Is touch ! 1FS , 
with buyers 16 t5 2 ----- 23 } 

` t ` ! 
Say in what C. K. E. 

s 
% 
d 

executes 6 1 1 - - - - 1 9 

11: scellaneous 3 - 1 1- - -- 5 

Total 47 9 12 
4 

11` - 
l 

11 72 

In Table 5.14 the frequency of mentioning reasons for the C. N. E. 's 

position as a member of top management as expressed by the 

executives and the latter$' length of service in their present 

position is given. Ultimately, the objective is to find if these 

two factors are related. However, a number of points emerge from 

the Table. In the first place, out of forty seven executives, 

who have been in their present positions for four years or-less, 

sixteen executives mention the "C. M. J. 's touch with buyers". 

Another fourteen executives mention "importance of marketing". 
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Secondly, five out 'of nine executives who have been in their 

present position gor between 5-9 years, mention touch 

with buyer". Finally, out of the tßß executive forming the first 

three periods, eleven executives mention "marketing; affects 

running of business". 

These eleven executives are nearly equally distributed among the 

mentioned periods. 

The chi square test has been applied on the observed frequencies 

in Table 5.15 to establish association, if any, between the 

factors in the distribution. 

TABLr: 5.15 
Reasons for the C. I-.. E. 's managerial position as mentioned by 

the executives and the latters' length of service in their present 

positions. 

Reasons for C. M. E. 's 
lacement/Executives' 

executives' length of service in present p 
position (years) 

length of service length 
in present position Under 35 

4 5-9 10-14 15--19 20-24 25-29 '0-? 4 Plus 

M. affects running 
1 i 

of business 4 34 -- - - - 11 

Other 43 68 11 - 1 1 61 
ý i E t 

Total 47 9 12 1' 1- 1 11 72 

The results of the chi square test on Table 5.15 indicates no 

association between the reasons of C. N. E. placement at top level 

and the executives' length of service in their present positions. 

Specifically, as with other Tables in this sub-section, the reason 
that "marketing affects the running of the business" it taken as 
the nearest position to the requirements for the marketing concept. 
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6. The importance of profit and volume. 

The object of this question is to find whether the drive to profit 
is more important than the drive to volume, or whether the reverse is 

true. Responses to this question would indicate, volume. otient<at. on-or profit 

orientation or a combination of both. 

Under the. -marketing concept, the- company would not involve itself 

in a business activity unless it is profitable and simultaneously 

fulfilling customer requirement. The marketing concept does not accept 

volume as-an objective, that is, sales orientation. Indeed, it is 

the inadequacy of the sales orientation approach to running a business 

that the marketing concept gained momentum in thought and implementation 

in the 1950's and 1960's. Within the framework of the marketing 

concept, volume is a means to an end, and that end is to have a 

profitable organisation in the long ran. 

Thus the object of this section is to establish how executives 

conceive volume and profit and their respective roles in the business. 

More important is to find answers to the "why" aspect of the 

investigation. Thus, further questions were used during the interview 

to establish the extent to which the executives' views approximate 

or deviate from the requirements of the marketing concept. 

With no exception all the executives expressed the view that the 

drive to profit is more important than the drive to volume. 

Further questions were used to reveal the reasoning of this 

conception. It was possible to find five different viewpoints. 

Although they might seem to overlap, the path the executives used to 

arrive at their positions are different, as will be shown later in 

the section. However, the mentioned five viewpoints are as 
follows: - 

a. Volume is a means to an end. - 

b. Balance between volume and profit - 

c. Profit making essential in a 
business' existence 

21 executives. 

13 executives. 

11 executive. 
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d. Profit and volume inseparable - 14 executives. 

e. VoliLue contri Mites to overheads -8 executives. 

f. Niscellancous: - 
1. No relationship between 

volume and profit -2 executives. 

2. Other objectives beside 

profit -2 executives. 

3. Profit as an objective 

depends on products' quality -1 executive. 

In thefollowing sections, each of the above viewpoints will be 

reported upon individually, utilizing the executives' remarks, 

indicating relationship with the marketing concept. From th(Y "rtmarks 

it was found that the nearest position towards the requirements of the 

marketing concept was mentioned by twenty one executives, that is: 

volume is a means to an end. The chi test of association will. be used 

to find out presence or otherwise of association between this viewpoint 

and a number of factors, for example, whether the executives had training 

in marketing, and so on. 

a. Volume iss a means to an end. 

This group of executives (numbering 21) express their viewpoint 

that the drive to profit is more important than the drive to 

volume, with definitive phrases. For example, the Managing 

Director of a small company expresses his view that "without any 

doubt, profit is the thing that counts". The Chairman of a 

small company expresses the view that the drive to profit is 

"certainly more important". Another Managing Director of a 

small company remarks "profit most certainly ......... what is 

the use of volume if you don't make a profit? " 

Volume is viewed as a means to long term profit objectives. 

Only two companies out of the thirteen companies in which these 

9 



187. 

executives are employed quantify their profit objective. 

Although this is important from the marketing concept point of 

view, of more importance is the thinking and understanding 

executives' opinions which conform to what is expected if a 

business operates along the lines of the marketing concept. 

Specifically, volume is given considerable consideration in as 

much as it helps to achieve profits. Beyond this point volume 

is of secondary importance. Indeed the persuance of volume 

could be harmful to business strategy in the long run. The 

Sales Director of a large company remarks, high volume could 

be achieved "through a five discounting policy but this 

disturbs market prices and in the long run adversely affects 

the company because big discounts cannot be lowered". 

b. Balance between volume and profit. 

Thirteen executives express the view that there should be a 

balance between volume and profit. The fundamental difference 

between this group of executives and the previous one is that the 

former places volume ahead of profits at times making the 

assumption that volume leads to profits, but to a point whereby 

marginal increases in volume actually reduce profits. The 

latter group does not allow for the cause - effect relationship, 

rather profit is the determining factor in any business activity. 

Out of the thirteen executives one executive remarked that 

whilst there should be a balance between profit and volume, the 

relative importance of each would depend'on the development of 
the company. Thus, in the case of a newly established company, 

volume would assume importance because of the initial outlays. 
Profit-is unlikely to result before enough volume has been 

achieved to partially or entirely cover initial expenses. 

Once this stage has been passed, then a 'delicate' balance between 

volume and profit should be maintained, the emphasis being on 

profits in the long run. 
0 
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C. Profit making z? e entzal in the business' eý-is. tence. 

This group of e;, catives, nunbering eleven, expreis the view 

that profit is the only objective that a business should pursue. 

The importance of this viewpoint is that it disregards important 

in, redionts of the marketing concept. Specifically, customer 

requirements and/or cu: -tomer satisfaction are not Mentioned. 

Promotional and marketing research activities, if mentioned, 

are not used. Thus, the operating philosophy is to make profit. 

Profit &s an objective is an important object of the marketing 

concept. Indeed, it is a central pillar. However, it should 

be. put into its right context within the framework of the 

marketing concept. To this extent this group of executives 

only partially conform to the requirements of the marketing 

concept. 

A number of executives' remarks clarify the position of this 

group of executives. The Production Director of a small company 

remarks that "because of profit we are here". The Sales 

Director of a medium company expresses the view that "if I can 

sell ice cream cones with a good return on capital, I will do 

that instead of being here ....... the company's main objective 

is to make profit". 

d. Profit and volume are in! eparable. 

Fourteen executives express the view that volume and profit are 

inseparable. This group of executives categorically mention 

that the product should be an acceptable. one. - Given this, 

they are not dogmatic about which comes first - profit or 

volume. Both are seen as very closely related in that profit 

would follow from volume. Without volume there would be no 

profit. " The absence of the latter would eventually force the 

company to go out of business. Thus, volume and profit are 

considered extremely important to the survival of the company. 
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The po ition of the o executives. could bo summari«ed by the 

phrase "profitable volume". 

The Production Director of a medium company remarks that "it is 

difficult to segregate the two - there is no profit without 

volume ....... you do not want volume for volume's sake". 
The Sales Director of another company remarks that "if you can 

make adequate profit out of a --mall volume you are extremely 

lucky ...... large volume involves adminintrative problems". 

e. Vo1u e contributes to overheads. 

Eight executives expressed the view that volume contributes to 

overheads. This group in no exception to the other groups of 

executives in that profit in the driving force. Volume is seen 

as a means to an end. However, a distinction is made'in that 

volume is pursued as long as it contributes to overhead 

expenses. This viewpoint has not been mentioned by other 

executives. The significance of this distinction is that 

volume directly, and indirectly, contributes to profits. It is 

noticeable that the majority of executives mentioning other 

viewpoints are only aware of the direct relationship between 

volume and profit. 

The Sales Director of a small company remarks that whether 

"you co for volume depends on whether you are making a contribution 

to your overheads". The Sales Director of a medium company 

expresses the view that volume could be an objective "if it adds 

to contribution". 

Clearly, from the above remarks, it is conceivable to have volume 

as an objective, because it contributes to overhead. It is 

within this context that the overall profitability of the company 

should be viewed. This is different from the traditional view 

of relating running expenses etc. with nett income of the company. 
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However, the driving force behind this thinking is profit maximisation. 

It should be mentioned in this regard, that. -the company, whatever 

its operating philosophy in this area, should operate the business 

against stated objectives, otherwise it is extremely difficult to 

assess business porformance objectively. - Indeed, this is the 

vital contribution of modern marketing thought. 

f. Miscellaneous. 

This group is formed of five. executives. Two executives of this 

group do-not regard profit as an objective. Instead happiness 

of employees and provision of continuous employment are 

regarded as more important. 

Two executives from small companies exprdss the view that there 

is no relationship between volume and profit. The Sales 

Director remarks that "this has been proved over and over again". 

Specifically, volume is increased or decreased with no appreciable 

effect on profit level. This is explained by the small operations 

of the company in that plant capacity is so small that volume 

variations are not practical. In other words what is produced 

is the minimum and the maximum. that could be produced. 

The remaining two executives express the view that whether 

profit is an objective or not depends on the product mix. 

Thus, with high quality low volume products, profit is more 

important than volume. In the case of low price, cheap quality, 

high volume, the latter is more important than profit; first 

because only large volume leads to profit in view of the small 

profit margin, secondly; volume contributes to overheads. 

In the remaining part of this section the'focu$ is on the frequency 

of mention of profit-volume relationship and the pattern of distribution 

of these frequencies with a number of factors ranting from the size of 
the company to the length of service of the executives in their present 
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positions. - 
As mentioned earlier all the executives expressed the view that the 

drive to profit is more important than the drive to volune. Givcn this 

response, the emphasis is placed on the reasons given for this 

relaticnthip. To complete the analy^in, the chi test is used to 

cretermine presence of association, or othendise, between the mentioned 

reasons and other factors, for example, size of the company, t rainint; in 

marketing of the executives and so on. Specifically the reason that 

marketing in a men-is to an end is taken as the neare3t position 

required wader the marketing concept. From the coibrents made by the 

executives this seems the furthest position from sales orientation, and 

the nearest to marketing orientation. 

TABT, 'F,, 6.1 

Profit-Volume 1 
relationship as expressed by the executives 

and the companies' size. 

Size of Company 
P. V. relationship/ 
Size of Company 

Small Medium Large Total 

Volume means to an end 10 56 21 E 

I Balance between P. & V. 54}4ý 13 

P. making essential 3 3 5 11 

P. & V. inseparable 4 1 81 5 1 14 } 

V. contributes to overheads, 1 13} 4 8.. 

Miscellaneous 4 1 - 5 

Total 24 24 24 ??. 
4 

1. Profit and volume are abbreviated P. ä V. respectively throughout. 
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In Table 6.1 the r: -. sons for profit volume relationship is given 

together with the size of the company in which the executives, 

mentioning these relationships, are engaged. The strongest observation 

from this Table is that ten out of twenty one executives mentioning 

"volume a means to an end" are from small companies. This response 

has been unexpected in that this reason is nearest to the requirements 

of the marketing concept. The other observation to remark upon is 

that the frequency of distribution of the various meanings are about 

equally distributed among the first five mentioned reasons. In other 

words executives from this group of companies do not seem to particularly 

favour one of the reasons. 

The chi test has been carried on Table 6.2 to find out extent of 

association between size of company and the reasons for profit volume 

relationships. 

'TABLE 6.2 

Profit-Volume relationship as mentioned by the executives 

is related to the size of the company. 

Profit-Vo1u, e relationship/ Size of Company f SizG of Conirany. 
di ºS L lM 

Total 

um arge e mal 

Volume means to an end 10 5 6 
21 

Other 14 19 18 51 

Total 
t 

24 24 24 72 

The chi test on Table 6.2 indicated no association between the factors in 

question. Therefore, it is concluded that the factors are independent 

of one another. 
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TABLE 6.3 

Profit-Volume rf- aticrshp as expressed by the executive-; and 

their trainin7 in marketing. 

/ ti hi F V l 
Executive's training in marketing 

. re onr yýs . a Total 
Executives' training Trained ; Not trained 
in narketin 

Volume means to an end 6 15 21 

Balance between P. and V. 2 11 13 

P. making eRsential 5 6 11 

{ 

P. &: V. inseparable 
4 

4 10 t 14 

V. contributes to overheads 2 6 8 

I : iscellaneous { j1 
4 i 

Total 20 52 72 

In Table 6.3 profit-volume relationship as mentioned by the executives 

and whether the executives are trained in marketing or not, are shown. 
The first point that emerges from this Table is that six out of the 

twenty executives mentioning volume as a means to an end are trained in 

marketing. This is not expected because trained executives in marketing 

are assumed to be more marketing concept inclined than those executives 

who received no training in marketing. Secondly, five out of the eleven 

executives mentioning profit making as essential, are trained in 

marketing. 

The chi square has been used on the observed frequencies in 

Table 6.4 to find out if there are associations between the executives' 
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training in marketing and the mentioned relationship that volume is a 

neans to an end. 

TA: BI J 6.4 

Profit=T©ltme relationsrin an expressed by the executi. ves 

is related to the latter s' training in marketing. 

Profit-Volume relationzhip/ Executive's training in rn rrceting 
Executiven' training in Total 
marketing. } Trained Iot Trained 

r_. _ . _.. __,.. _, .... .. _ _ ... ý.. _- k... __.. ýý 
Vo 

lame 

means to an end 6 ' 15 21 

Other 14 37 51 

Total 20 52 72 

In Table 6.4 the chi test indicated no presence of association, 

and, therefore, it in concluded that executives' training in 

marketing and the mentioned relationship that volume iz a means to an 
end are independent of one another. 
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Profit-V01uß-ae YPi.: t { iý Ij 
y 

r� F key, ^d r'CI by to ev coti'i e 

and the Ld tt, -riý' 

P. V. Y(? 7 clt? ''2?. '';. ).! lq/ �}{l'c 1VC°. iý~e: Cý: Ci lCtl. '71 iCK 11 
I-, Xtcutiver; oducationa1 ý- -. 

backt Bund E;: jýexieY, ce Ac'ý1e, ic 
ýProfe°:;. 

innal 

Volu'ee meors to an end I9I8i4 

Balalico o Ace? n P. and V. 

P. making e entiai 

P. & V. inset' arable 

V. contributes to overhead3 

1'llscellaneous 

Total 

10 1 

8 1 

8 

2 

2 

24 

5 2 1 

43 15 1 4 

Total 

21 

13 

11 
_. 

14 

8 

. 

72 

Table 6.5 details the profit-volv: ne relationships as mentioned by the 

executives and the latters' educational background. Ultimately, the object 
is to establish whether there is association between these two factors. 

The first point that werges from this Table is that eight of the fifteen 

executives, having academic backgrounds, mention volume a3 a means to an 

end, the nearest position to the marketing concept. Secondly, of the 

thirteen executives mentioning balance between profit and volume, ten 

executives have experience as their background. Finally, frequency of 

mentioning the various relationships by executives with experience as 

their background, is not concentrated within any one relationship. 
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In Table 6.6 obst.. ved Cr, ý-quencies of i. tentioni. ng the various 

relationships are shown. The chi test is applied to indicate ;. resenee, 

or otherwise, of a3-sociatiori ! )(A-: een the view "volume as ar ans to can 

end" and the eeecul. ives' educ<: ttional Lýc"k-round. 

TABLE 6.6 

F. -V. rel: ati on:; hip ýj. s mentioned by the executives is 

related to the latter: ' educational background. - 

.., T..:. _. - 

V P hi l ti / 
1h xecutives' 'ed'u'cati'onal background 

. - . re ons a p 
Executives' educational -- - 

Total 
background 

Experience Academic 11rofessiona 1 
I 

V. means to an end 9 84 21 

Other 

_. ý.. _.. _.. ý- - ... ý_, _.. _ 

34 

... _ .. _ 

7 10 

.. _. , .__ 

51 

__X 
Total 

ý 
43 15 14 72 

The chi test on Table 6.6 revealed no association between the 

two factors, and it is, therefore, concluded that the executives' 

educational background and the view that volume is a means to an end are 

not related. 
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TA? Lý 6.7 

Profit Volt=e relations_iinz an ex rested by the executives 

and the 1: >_tter, 5' _; o iticnn in the corm ny- 

w A ~ý ; xaeutiv es' positio n in the company 
{ 

P. T. relayonihipc/ Total . Executives' position in Chief lA: arketing (Sales 'Production 
the company _-, eoutive Director " 'Director ý Director 

, 

Volume means to an end i3 2 9 2 

Ba1nnce between P. and V. 3 - R7 3 13 

1'. malting essential 1 `2 5 3 11 

P. and V. inseparable 4 2 7 1 14 

V. contributes to overhead:, - 1 4 3 8 

Miscellaneous 2 - 2 1+ 5t 
r t r 

Total 18 7 34 4 

13 72 

In Table 6.7 profit volume relationships as mentioned by the executives 

in shown together with the executive's managerial position in the 

organisation. The first point that energes from this Table is that only 

two Gut of the seven Narketing Directors : mention 'volume 
_is a means to an 

end'. Secondly, eight Chief Executives mention the same reason. 

Thirdly, out of fourteen executives mentioning profit and volume 

inseparable, seven are Sales Directors. 

In Table 6.8 observed frequencies are detailed. The chi square 

has been used to find if there is an. association between volume as a means 

to an end, and the executives' managerial positions in the organisation. 
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The results of the test indicate ab: >ence of as;; ociation, ard, therefore, 

it is concluded, the two factors are not related. 

TABi6'ý 6.8 

P. -V. relation-ship an mentioned by the executives is 

related to the lat'terg' pocition in the company. 

V P l ti -hi / Executives position in Company 
.- . re a on, p Total, 

Executives' position Ci, ief I. arketir. ' ialeo Production; 
in Ccm pany' Executive 'Director Director Director 

V. Weans to an end 8 2 9 2 21 

Other L 10 

" 

i5 
; 

25 17. 
y 
k 

- 51 

____.. ý_. ý....., _... _ .. ý., ý. . e.. _. ý... ý .. _.. _ý.. ý . . _.,. ý. _ ý. 
Total 

18 7 
i 34 13 72 

9 

TABLE, 6.9 

Profit-Volume relationships as expressed by the executives 

and the latters` age. 

P. -V. relationship/ 
Executives' aGa 

Executives age 60 
Total 

125-29 30-34 . 35-39 40-44 45-49 50-54 55-59 Plus 

Volume means to an end 3 1 4 4 5 21 1 21 

Balance between P. & V. - 1 -i 4 5 21 - 13 

P. making essential ;ý- 3 2 2- - 11 

Y. & V. inseparable 4- r3 2} 1 
2 

4i1 1 14 

V. contributes to 3 i 

overhead: 2 01 1 1 3 - 
f1- 

- 8 

Total 59 12 12 15 13 4+2 72 
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In Table prcfit-volume relation hip a- ier_t ones? by the 

executives, and their age is shonrn. t'he ultirate objective of this 

is to find if association exists between the trio variables. The first 

observation that emerges from this Table is that "volume as a means to 

an end" is mentioned by all executives in all aFe; brackets. Within 

this distribution, there seems to be no concentration in any one age 

bracket, and, therefore, it cöuld be concluded that the particular 

profit-volume relationship is not confined to a particular age group(s). 

Secondly, three of the four executives in the age bracket 25-21) mention 

"volume as a 
'means to an end" indicating that 6ooý-, ' of the executive- in 

this age bracket are marketing concept orientated. Finally, the chi 

test has been applied on Table 6.10 showing observed frequencies of 

profit-volume relationship and the frequency of mention with respect 

to each age bracket mentioning each of the relationships. 

TABLE 6.10 

Profit Volume relationship as mentioned by the executives 

is related to the lattera' age bracket. 

Executives are bracket . _. ý..... ý. __... ý.,... _... r_. _. _. _-ý_"--- -- " -t 
If 

t 

Profit Volume relation-' Total, 

ships/Executives age 
rt 

60 

bracket 125-29 30-34 35-39 40-44 ': 45-49 ' 50-54 155-59 Plus 

Volume means to an end; 3144352111 21 

I Other 288.; 8i 10 # 11 13 [1( 51 . 

jTotal 
59 12 12 t 15 13 14 2 72 

The results of the chi test indicate no association between the two factors 

and it is, therefore, concluded that, profit volume relationship, as 

required by the marketing concept, and the executives age bracket are 

independent of one another. 
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TABLE 6.11 

Profit-Voluno relationship as ev;: resned by the executives 

and the Tatters' length of service in the company. 

9-- - 

P. -V. relationship/ 
Executives length of 
service in co., 

r 

Executives 

'Under 
4 5-9' 

length of 
(years) 

10-14 

service in the company 

15-19 20-24 25-? g 7034 

35 

Plus 

Totl. l., 

Volume means to an end 4 7 8 1 - -I_ 
!1 21 

Balance between P. & V. 1 4 5i 1 2 -I- 
?- 13 

P. making e:; rential 4 3 2 - =1 -i- 1 LI 

P. an3 V. inseparable 4 1 3 1 2 1Y1 1 . ý! 1 

. . V. contributes to ti 
overheads 2 1 3 - t ?_ i-- 

- 5 

Miscellaneous - 1 I 1 - -1 +1s 5 

T 
Total 15 17 22 4 7 12 4 4 72 

In Table 6.11 the frequency of mentioning the relationship between 

volume and profit as expressed by the executives are shown together with the 

latters' length of service in the company. The first observation is that out 

of the twenty one executives mentioning volume as a means to an end, twenty 

executives have been in the companies for nineteen years or less, out of 

which fifteen executives have been in the company between five and fourteen 

years. Secondly, out of a total of seventeen executives, seven executives 

mention volume as a means to an end. These executives have been in the 

company between five and nine years. Finally, there does not seem to 

be concentration of frequency of mention given the fact that only fourteen, 
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executives have been in the company for periods longer than twenty years. 

However, the length of service of five to fourteen years is slightly 

different. 

The chi test has been applied on the observed frequencies on 

Table 6.12 to establish presence, or otherwise, of association between 

volume as a means to an end, and the executives' length of service in 

the company. 

TABLE 6.12 

Profit-Vollure relationship as mentioned by the executives and 

the latters' length of service in the company are related 

Executives' length of service in Company (years) 
! 

Profit/Volume 
n /len th of ti hi l Total g a s p re o 

service in the Company Under 35 
4- 5-9 10-14 15-19 20-24 25-29 30-34 Plus 

Volume means to an end 4 7 8 1 - - - 1 21 

Other 11 10 14 3 7 1 2 3 51 

Total 15 17 22 4 7 1 2 4 72 

The chi test on Table 6.12 indicated that there is no association 

between the two factors and it is, therefore, concluded that volume as a 

means to an end, and the executives' length of service in the company are 

independent of one another. 
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TABLE 6.13 

Profit-Volume relationships as expressed by the executives and 

the latters' length of service in present positions. 

Executives' length of service in present posj. tien 
P. -V. relationships/ (years) 

Total Executives length of 
service in present 

Under 
4 5-9 10-14 15-19 

120-24 
25-29 30-34 

35 
Plus 

position 

Volume means to an end 15 1 4 - - - 1 - 21 

Balance between P. & V. 9 3 1 - - - - 
ý- 13 

P. making essential 8 1 1 1 - - - - 11 

P. & V. inseparable 7 4 2 - - -( - 1 14 

V. contributes to 
overheads 7I 1 - - - - - 8 

Miscellaneous 1 3j - 1 -i - - 5 

Total 47 9 12 
11 

1. 1 1 72 

In Table 6.13 profit-volume relatienships as mentioned by the executives and 

the latters' length of service in their present positions is shown. Two 

points emerge from this Table. In the first place, fifteen of the 47 executives 

who have been in their present positions for four years or less mention 

volume as a means to an end. Secondly, with no exception, the majority 

of exec-atives in each group of respondents have been in their present positions 

for four years or less. , 
The chi square test has been apjlied to the observed frequencies in 

Table 6.14 indicating the frequency of mention of profit volume relationship. 
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As elsewhere in this sub-section, volume as a means to an end is taken 

as the nearest position to the marketing concept. Thus the object is 

to reveal association, or otherwise, between marketing concept 

orientation and the executives' length of service in their present 

positions. 

TABLE 6.14 

Profit Volume relationship as mentioned by the executives and 

the latters' length of service in their present positions. 

Profit-volume relationship 
Executives' length of service in present position 

(years) 
Executives' length of 

. iota 
service in present position finder 1 3 

r 
35 

J 

41 5-9 10-14 , 15-19 20-24 25-29 30-334 PIus 

Volume as a means to an end 15 1 4 - - - 1 - 21 1 

Other 32 8 8 1 1 - - 1 51 i 

Tot al 47 9 12 1 1 - 1 1 72 

The result of chi square on Table 6.14 indicates absence of association. 

Therefore, it is assumed that marketing concept orientation within the 

framework of profit volume relationship is independent of the executives' length 

of service in their present position. 

7. Responsibility for product planning and development. 

The object of this section is to establish the placement of the product 

planning and development function in the organisation, with reference to 

the requirement of the marketing concept. Under the ideal conditions 

of the concept, the product planning and development function should be 
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placed under the Chief Marketing Executive who in turn, is the Chief 

Executive. Indeed, he function is a central pillar in modern 

marketing in that without the development of existing and new products, 

the company might face stagnation. The Chief Marketing Executive 

under the marketing concept is seen as-responsible for all business 

activities because of his internal intimacy with the strengths and 

weaknesses of the company, and the external environment to the company. 

As such the C. N. E. provides invaluable information to undertaking the 

planning and development of products. 

However, as revealed from the study, the placement of product " 

planning and development under the C. M. E. does not necessarily indicate 

favourable attitudes towards the marketing concept. From the 

responses of the executives, it was possible to find four groups of 

executives who are responsible for product planning and development. 

Although this finding was important it was equally important to establish 

the reasons for such organisational placement. The four groups of 

respondents are: - 

a. The function should be with the C. M. E. - 32 executives 

B. Under producticn and C. M. E. - 19 executives 

c. Under the Chief Executive - 10 executives 

d. Under production - 11 executives 

Each of the above groups will be reported upon in detail within the 

framework of the requirements of the marketing concept. 

a. Product plrnninp and development zh'uld be with the 

Chief Narketiný ýxec;. itive. 

This group of executives, numbering 32 executives, is the largest 

group. Under the organisational requirements of the marketing 

concept, it would be expected that these executives are marketing 

concept orientated. This assumption is not fully justified 
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as indicated by the findings of the study. Fron attitudinal 

placement of executivesI the thirty two executives fall into 

the, following sub-groups: 

1. Strongly favourable attitude -9 executives 

2. Favourable attitude -7 executives 

3. Unfavourable attitude -4 executives 

4. Strongly unfavourable attitude - 12 executives 

Out of the thirty executives, thirty executives mentioned that 

the C. M. E. kno}as market requirements. A number of quotations 

illustrate this reasoning. The Sales Director of a small 

company expresses the'view that "if it (product planning and 

development) is left to another department, well I am afraid 

they might not know what is actually wanted". The Managing 

Director of a medium company remarks that the C. }l. E. "is in 

close touch with market requirement, he knows if a gap exists, 

what is wanted now and in the future ...... accordingly he 

suggests lines of development". Finally, the Sales Director 

of another medium company remarks that "no one is in a better 

position than the C. M. E. to know the sort of products 

required by a certain segment in the market and to what extent 

that product will be absorbed". 

One executives from a small company justifies the reasons 

for placing product planning and development under the C. M. E., 

in view of the small size of the company. Such an 

organisational arrangement is obvious because the company is 

not large enough to have "separate sales and production functions". 

Indeed, in this company, the Chief Executive is responsible in 

detail for the entire operation of the company. 

Finally, another executive from a medium company expresses the 

view that because the C. M. E. is responsible for selling, he 

should also be responsible for the planning and development of 

new products. This is notva categorical recognition of the 

1. See. overall placement of executives - Section 24. 
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C. M. E. 's intimate knowledge about market requirement, rather the 

C. M. E. should kn-w what Coen into the product and to utilize 

auch knowledge to achieve sales. 

b. 
__ 

Product planning and development under production and the C. M. E. 

This group of executives numbering nineteen express the view 
that the planning and development of new products should not be 

the sole responsibility of the C. L L. because he lacks the 

technical knowledge to. develop new products. Furthermore, the 

C. M. E. is market biased and, as such, is biased towards an easy 

sale. However, his knowledge about the market makes his 

contribution imperative. The contribution eS the production 

people involves equal weight because of the technical nature of 

the function and cost consciousness of the head of-production. 
Thus, the equal contribution of each is seen as the ideal 

operational fr ºework of product planning and development. 

As such, new ideas could ecinate from both the C. M. J. and the 

head of production. The eventual product is thus a compromise, 

unless explicitly obvious, between these two functions. 

The remarks from a number of respondents indicate their reasoning. 
The Managing Director of a small company remarks that the C. M. E. 

is nit a technical man in the area of production, but he knows 

what sort of patterns etc. are required by the market. 
The Production Director of a medium company believes that 

"technicalities are best left to me". However, the contribution 

of the C. M. E. is particularly important because "he is in touch 

with the realities of the market and has a fair idea of what 

will and will not sell". The Production Director of another 

medium company remarks that "if. you confine product planning 

and development solely to the C. LE., you are in fact asking 
him to be a superman ...... very few people will have the capacity 
to assume such a responsibility and yet come up with an idea 

comparable to that based on an interchange of ideas", between 

production and marketing. 
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The Chairman of a medium ccmpany"envisages the product planning 

and development function operating in the following manner. 

The C. M. E. assesses the market in search of a gap and a product 

that would fit that gap. - Accordingly, he will brief the 

design people. In this respect, he should aim at a particular 

" market and the designs that, should go into it. Within this 

frame of reference, the design people come up with designs. 

The C. LE. 's influence is seen in another way. The design 

team is always coming up with ideas in design. The Managing 

Director, together with the C. M. E., decides which quality the 

design should go to. All along the way, the C. M. E. should 

exert his influence because he has intimate knowledge about 

the requirements of the market. 

c. Product planning and development should be under 

the Chief Executive. 

Out of the ten executives forming this group of respondents, 

eight executives express the view that the reason for placing 

product planning and development under the Chief executive 

is because of the latter's responsibility for overall company 

strategy. Thus, he would know that the company can end 

cannot produce in bath the short and long term. Being the 

Chief Executive he has access to financial information which 

is vital for undertaking the planning and development-of new 

products. 

However, the C. LE. 's contribution is not overlooked in the 

framework. Indeed, the C. M. E.! s have "valuable information 

about the market" as a Managing Director of a small campany 

remarks. All the executives in this group expressed similar 

remarks. This organisational set up does not demote the 

contribution of the C. M. L. Similarly, it does not imply 

that executives expressing this view are entirely committed 
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to the requirements of the marketing concept philosophy. 

The remaining two executives in this group express the view 
that because of the small size of the company, it is necessary 

to have the Chief Executive responsible for product planning 

and development. These companies do not have a Marketing 

Executive because of their small size. Instead, the Chief 

Executive is expected to undertake the C. M. E. 's function, 

Beth executives agree that if the size of the. company 

increases they will 'definitely' have an Executive "chiefly 

responsible for marketing". 

d. Product Planning and development should be under Production. 

The ten executives in this group express the view that-product 

planning and development should be under the head of production, 
because of the technicalities involved in this function. The 

C. M. E. is seen as strongly influenced by what is selling, 

overlooking what the company can and cannot produce. Furthermore, 

the design of new carpets involved creativity which is not found 

to the same extent in marketing people as in production people. 
lirketing pe; ple are also influenced by what is selling best. 

However, after expressing these remarks, the executives believe 

that the C. M. E. has--a role to play and that is as a check point. 
After the product has been developed by the production people, 
the C. 1:. E. 's views are requested, only to avoid launching the 

product in case of severe criticism by the C. N. E. The reason 

expressed by this relationship is that the C. M. E. knows what is 

likely to sell. 
It is clear that the contribution of the C. M. E. to product 

planning and development is secondary to the final decision. 

As such, this falls short of the requirements of the marketing 

concept. As was indicated earlier, the C. M. E. should have 

considerable, if not all the initiative, relating to the operations 
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of product planning and development. 

In the remaining part of this section, executives' responses are 

presented with variables such as the size of the company, whether 

the-executives had training in marketing or not, and so on. 

The object is to present a detailed pattern of response. 

Ultimately, this is analysed within the framework of the 

marketing concejt. This is done by considering the placement 

of the product planning and development function under the C. N. E. 

as the structure required by the marketing concept. The chi 

test is applied to reveal presence or otherwise of association, 

between a particular variable and the placement of product d 

planning development under the C. M. E. 

TABLE 7.1 

Placement of the product planning and development function 

as mentianed by the executives, and size of. company. 

Placement of function/ 
Size of Company 

Size of Company Small Medium Large Total 

Under C. 2ß. ß'. ' 10 9 13 32 

Under production and 
C. 14. E. 6 8 5 19 

Under Chief Executive 4 2 4 10 

Under Production 4 5 2 11 

Total 24 24 24 72 

In Table 7.1 executives' responses as to the placement of the product 

planning and development function together with the size of the company 

in which the executives are employed are presented. A number of points 
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emerge from this table. In the first place, executives mentioning 
the C. M. E. are about equally distributed among the three sizes of 

companies. Secondly, it is possible to conclude that the larger 

the size of the company, the more likely it is for the C. M. E. to 

be responsible for the product planning and development function. 

Similarly, the less likely to place the function under production. 

Thirdly, small and large sized companies equally mention the 

placement of the function under the Chief Executive, either 

because of the small size of the company, oir of the importance 

of the function. Finally, over 444 of the. executives mention the " 
C. M. E. 

In Table 7.2 the above responses are presented in terms of 

observed frequencies to apply the chi test is find out if there 

is an association between placement of product planning and 

development under the C. M. E., and the size of the company. 

TABLE 7.2 

Placement -if-the product planning and development function under 

the C. M. E. is related to the size of the company. 

Placement of function/ Size of Company 
Total 

Size of Company 
Small Medium I Large i 

Under C. M. E. 10 9 13 32 

Other 14 15 ; 11 40 
3 

Total 24 24 
' 

24 $ 72 

The result of the chi test on Table 7.2 indicates absence of association. 
It is, therefore, concluded that placement of product planning and 
development under the C. Q. E., and the size of the company, are 
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independent of ene'another. 

TABLE 7.3 

Placement of the product planning and development function as 

expressed by the executives, and their training in 

marketing. 

Placement of function Executives training in marketing 
1 

Executives training } Total 
in marketing. Trained ! Not Trained 

Under C.? -I. E. 8 24,32 

Under production and 
C. M. E. 5 14 19 

Under Chief Executive 5- 5 10 

Under Production 2 9 11 

Total 20 52 72 

e- a 

a 

In Table 7.3 placement of the product planning and develipment 

function as indicated by the executives is related to the latters' 

training in marketing. The first observation in this Table is 

that two thirds of the executives mentioning the C. M. E., had 

no training in marketing. This is a high prsportion when 

related to the total number (52) of executives who had no 

training in marketing. Secondly, although the number of 

executives who had training in marketing formed a small percentage 

of the total sample, it is observed that the same number of 

executives, that is five executives, in each of the grcups 
indicated the placement of product planning and development under 
the Chief Executive. This represented 25% of the trained 

executives, and 9.5, %% of the executives who had no training in 

marketing. Finally, . 10% of the trained executives, as against 
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177 of the untrained executives-indicated the placement of the 

function under production. 

Table 7.4 details the observed frequencies of placing the product 

planning and development under the C. M. E. The chi test is 

applied to reveal presence of association, if any, between 

such placement and the executives' training, or otherwise, in 

marketing. 

TA BLF. 7.4 

Placement of the product planning and development function 

under the C. M. E. is related to the executives' training in marketing. 

Placement of function 
Executives' training 

Executives' training in marketing 
Total 

in marketing. Trained Not trained 

Under C. M. E. . 24 32 

Other 

Total 

12 

20 

28 

52 : 

40 

72 

The results of the chi test on Table 7.4 indicate absence of 

association between the two factors. It is concluded that 

placement of the product planning and development function 

under the C. M. E. is independent of the executives' training 

in marketing. 
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TABLE' 7.5 
Placement of the product planning and development function as 

expressed by the executive3, and their educational back round. 

Placement of function/ 
lExecutives' 

educational background 

Executives educational '. Experience'e Academic 
iPrefesgienal TAta1 

Under C. M. E. 23 5 4 32 

Under Production I 

and C. M. ES 7 8 4 19 

Under Chief Executive 6 2-" 
.ý 

10 

Under Production 7 -1 4 11 

Total 43 15 
Ir 

14 72 

Table 7.5 details the response patterns of placing the product 

planning and development as mentioned by the executives and the 

latters' educational background. Ultimately the object is to 

find if there is presence of association between the two. 

However, a number of paints emerge from the above Table. In the 

first place, a high percentage of 75% of the executives mentioning 

the C. M. E. have experience as their educational background, 

whereas 15.6% have academic backgraunds. Secondly, none of the 

executives with academic backgrounds mention placement of the 

function under production. Finally, 60J of the executives 

mentioning the Chief Executive have experience as their 

educational background as against 20% in each of the other two 

groups. 

The chi test is applied on the observed frequencies in table 7.6 

to reveal if there is association between placement of product 
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planning and development under the C. M. E., as mentioned by the 

executives, and the latters' educational background. 

TABLE 7.6 

Placement of the product planning and development function 

under the C. N. E. is related to the Executives' educational backgrounds. 

Placement of the function! 
Executives educational 

Executives' Educational background 
Total 

background Experience Academic Professional 

Under C. M. E. 23 -5 4. 32 

Other 20 10 10 40 

Total 43 15 14 72 

The result of the chi square on Table 7.6 indicates absence of 

association. It is therefore concluded that placement of the 

product planning and development function under the C. M. E., and the 

executives' educational background are unrelated. - 

In Table 7.7 the fesponse pattern regarding the placement of 

product planning and development as mentioned by the executives 
is indicated, together with the executives' p'sitions in the 

company. A number of punts emerge from this Table. In the 

first place, 59.5,74 of the executives mentioning the C. N. E. are 
Sales Directors. This is a high proportion when related to the 

total number of ;4 executives, that is 556 of the latter. 

aý 
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TABLE 7.7 

Placement of the product planning and development function 

as expressed by the executives, and their position in the company 

Placement of the function 
Executives' position in the Company 

Total Executives' position , 
in th m n c 

Chief Marketing Sales Production 
pa y e o Executive Director Director Director 

Under the C. M. E. 7 5 19 1 32 

Under Production and 
C. M. E. 6 1 7 

.5 19 

Under Chief Executive 3 1 4 
-2 10 

Under Production 2 - 4 5 11 

Total 18 7 34 13 72 

Secondly, 71.5iß of the Marketing Directors mention the C. M. E. This 

figure is not surprising as it would be expected of the Marketing 

Director to be marketing concept orientated. Thirdly, of the ten 

executives mentioning the Chief Executive, three executives are 

Chief Executives, only one is a Marketing Director. Finally, no 

marketing directar believes that the function should be placed 

under production. 

The chi test is applied to the observed frequencies in Table 7.8 

to find if there is presence of association between placement 

of the function under the C. M. E. and the executives organi-atioral 

position in the company. 
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TABLE 7.8 

Placement of the induct planning and development function under 
the C. M. E. is related to the executives' position in the company 

Placemont of the function Executives' position in the Company 
Total executives' position 

in the com an 
Chief Marketing Sales Production 

p y Executive Director Director Director, 

Under the C. N. E. 7 5 19 1 32 

Other 11 2 15 12 q0 

Total 18 7 34 13 72 

The results of the chi square indicate absence of association. 
It is therefore concluded that placement of. the product planning 
änd development function under the C. M. E. as mentioned by the 

executives and the latters' organisational'position in the company 

are independent of one another. 

TABLE 7.9 

Placement of the product planning and development functimn 
as expressed by the executives, and their aEe 

Placement of the Executives' age bracket 4 
function/ Total 
Executives' age 4 60 . 

bracket 25-29 30-34 35-39 40-44 45-49 50-54 55-59 Plus 
Under the C. AI.!. 2 5 8 5 8 3 - 1 32 

Under Production 
and the C. N. E. 2 3 4 2 2 3 2 1 19 

Under Chief 
Executive 1 1 - 2 1 3 2 - 10 
Under Production - - - 3 4 4 - - 11 

Total 5 9 12 12 15 13 4 2 72 
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Table 7,9. details, the response pattern of placing the product 

planning and development function by the executives, and the 

latters' ages. A number of points emerge from the Table. 

In-the first place, with no exception executives from all age 
brackets mention the placement of the function under production 

and 'the C. M. E., the largest number being from the 35-39 age 
bracket. Secondly, there is no obvious concentration of 
frequency of mention in placing the function under either the 

C. M. E. or under production and the C. M. E. Finally, the eleven 

executives indicating the placement of the function under 

production are in the age bracket 40-54. 

In Table 7.10 the observed frequencies of mentioning placement. 

of the function under the C. M. E. as expressed by the-executives 

is shown. The chi test is applied to reveal presence, er 

otherwise, of association between this pattern of response 

and the executives' age bracket. 

TABLE 7.10 

Placement of the product planning and development under the 

-C. M. E. is related to the executives' age. 

Placement of the 
function/ 

Executives' age bracket 
Total 

Executives' age 
bracket 25-29 30-34 35-39 40-44 45-49 50-54 55-59 

60 
Plus 

Under the C. M. E. 2 5 8 5 8 3 - 1 32 

Other 3 4 4 7 7- -10 4 1 40 

Total 5 9 12 12 15 13 4 2 72 

The result of the chi test in Table 7.10 indicates absence of 

association. It is concluded that placement of the function under 
the C. M. E. and the executives' age brackets are independent of one another. 
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TABLE 7.11 

Placement of the product planning and development function as 

expressed by the executives and their length of service in 

the company. 

Placement of the 
function/Executives 

Executives' length of service in the company 
Total 

length of service 
in the company 

Under 
4 5-9 10-14 15-19 20-24 25-29 30-34 

35 
Plus 

Under C. N. E. 8. 6 12 1 3 - 1 1 32 

Under Production 
and the C. M. E. 4 8 2 1 2 - 1 1 19 

Under Chief 
Executive 2 1 4 1 1 1 - 

- 10 

Under Production 1 2 4 1 1 - - 2 11 

Total 15 17, 22 4 7 1 2 4 72 

Table 7.11 details pattern of response regarding placement of the 

product planning and development as mentioned by the executives, 

and the Tatters' length of service in the company. A number of 

observations are made. In the first place, 37.5% of the executives 

mentioning the C. M. E. have been in their companies 10-14 years. 
Secondly, 4e- of the executives mentioning production and the 

C. M. E. have been in the company for 5-9 years. Thirdly, M Y% of 
the executives mentioning the Chief Executive have been in the 

company 10-14 years. Finally, ab3ut Sep of the e:: ecutives 

mentioning production have been in the company for 10-14 years. 
The chi test Is°applied to the observed frequencies in Table 7.12 

to reveal presence of association, or otherwise, between placement 

of 'the product planning and development function under the C. M. E. 

as expressed by the executives, and the latters' length of service 
in the-company. 
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TABLE-7.12 

Placement of the product planning and development functions under 
the C. M. E. is related to the executives' length of service in the company. 

Placement of function/ 
Executives' length of service in company 

Total Executives' length of 
service in company 

Under 
4 5-9 10-14 15-19 20-24 25-29 30-34 

35 
Plus 

Under the C. M. E. 8 6 12 1 3 - 1 1 32 

Other 7 11 10 3 4 1 1 3 40 

Total 15 17 22 4 7 1 2 4 72 

The result of the chi test on Table 7.12 indicates absence of association. 
It is concluded that placement of the function under the C. M. E., and the 

executives' age brackets are independent of one another. 

TABLE 7.13 

Placement of the product planning and development function as expressed 
by the executives and their length of service in their present position. 

Placement of function/ Executives length of service in their present 
] 

position .- Total Executives length of 
serrvice in present vice 

Under 
4 5-9 10-14 15-19 20-24 25-29 30-34 

35 
Plus 

o 
Under the C. M. E. 21 5 4 - 1 - - 1 32 

Under production 
and the C. M. E. 15 - 3 - - - 1 - 19 

Under Chief 
Executive 5 2 3 - - - - - 10 

Under Production 6 2 2 1 - - - - 11 

Total 47 9 12 1 1 - 1 1 72 
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In Table 7.13 the response pattern of placing the product planning 

and development function as expressed by the executives is indicated, 

together with the Tatters' length of service in their present position. 

A number of points emerge from the Table. In the first place about 

65ý%'of the executives mentioning the C. N. E. have been in their 

present position for four years or less. Secondly, about 7 of 

the executives` mentioning production and the C. M. E. have been in 

their present positions for four years or less. Thirdly, 50°x. of 

the executives mentioning the Chief Executive have been in their 

present positions for four years or, -less. A slightly higher 

percentage mention production. Finally, only one executive who 

hac. been in his present position for over 35 year's , in the sample, 

believes that product planning and development should be under 

the C. M. E. 

Table 7.14 slows observed frequencies of placing product planning 

and development with the C. M. E. The object is to find if association 

exists between this and the executives' length of service in their 

present positions. 

TABLE 7.14 

Placement of the product planning and development function under the C. S. E. 

is related to the executives' length of service in their present positions. 

Placement of the Executives' length of service in present position 
function/ Total 
Executives length Under 35 
of service in 

4 5-9 10-14 15-19 20-24 25-29 30-34 Plus 
present position 

Under C. M. E. 21 5 4 - 1 - - 1 32 

Other 26 4 8 1 - - 1 - 40 

Total 47 9 12 1 1 - 1 1 72 
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The results of the chi square test in Table 7.14 revealed that there 

is no association between placement of the product planning and 

development as expressed by the executives, and the latters' 

length of service in their present positions. This result, 

together with the results in this section, clearly indicate that 

marketing concept orientation as represented by placing the product 

planning and development under the C. L E. is not related to any 

of the factors examined. 

8. Responsibility for channels of distribution decisions. 

Essentially the distribution function within a business concern is the 

flow of goods from its production to the ultimate consumer. This would 

involve two interrelatdd aspects. First, physical distribution primarily 

concerned with the holding of stock, location of depot, -means of 

transportation and so on. Secondly, members of channels, involve the 

depth and width of the channel. The former is concerned with distributional 

outlets, that is whether to engage wholesalers, retailers, direct mail and so 

on. The latter is concerned with the coverage, that is, the number of 

outlets. These two aspects of distribution are inseparable. 

Under the marketing concept, distribution is regarded as an integral 

part of the marketing function. That is to say when the marketing plan 

is drawn, ' be it short or long term, a careful study of the distribution 

function is in order which may demand changing elements in the distribution 

and/or adjust the marketing plan. Indeed, the area of distribution is 

gaining considerable importance in this country, so that courses at 

Universities are totally devoted to the study of the function. 

Given the importance of the distribution function, and its impact 

in attaining marketing objectives, the ideal position of the* marketing 

concept requires the placement of this function under the C. J. E. It is 

possible to have the details delegated, but the C. M. E. must play a major 

role in this area of decision making. Thus the present question is intended 

to reveal two things. First, who is primarily responsible for decisions 
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in the area of d±stribution, both physical and members of channel. 
Following from this, the reason(s) as to the prevailing structure. 

From the data collected, Table 8.1 indicates the person(s) responsible 
for distribution decisions. It is clear from the Table that over 72% of 
the sample express the view that the C. M: E. should be responsible for the 

function. 

TABLE 8.1 

Responsibility for channels of distribution decisions 

Responsibility for decisions 
Number of 
Executives 

The C. M. E. 52 

Board of Directors 16 

Managing Directdr 4 

Total 72 

Whether agreement to having the C. M. E. responsible for distribution is 

an automatic indication of marketing concept orientation is ultimately 

decided when all the issues under investigation with respect to attitude, 

are completed. However, for the prupose of analysis in this section, 

marketing concept orientation is established with reference to the pattern 

of'response by the executives. 

From the response pattern, the following reasons were indicated: - 

A. The group of executives exprdssing the view that the C. M. E. 

should assume a major role in decisions regarding channels of 
distribution revealed the following: - 
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a. Distribution is part of marketing - 20 executives. 

b. The C. M. E. knows market requirements - 24 executives. 

c. Depends on the size of the company -4 executives. 

d. Selling is part of marketing -4 executives. 

B. the group of executives expressing the view that the C. M. E. should 

not assume a major role in channels of distribution decisions: - 

e. Impact of distribution on other aspects 

of the business. Therefore the function " 

should be under the Managing Director - 16 executives. 

f. Total view point essential. 

The Managing Director provides this --- 

condition --4 executives. 

Each of the above reasons is reported upon in detail and relating it 

to the requirements of the marketing concept. Later in the section, the 

response pattern is presented in detail and related to such factors as size 

of the company, executives training in marketing, executives' educational 

background and so on. Ultimately, the object is to find if there is 

association between the response pattern and the stated factors. To achieve 

this, the reason that the C. M. E. plays a major role in decisions regarding 

channels of distribution, because distribution is part of marketing is 

taken as the ideal position under the marketing concept. Thus the chi 

square test is used to reveal marketing concept orientation as represented 

by "distribution is part of marketing". 

a. Distribution is part of marketing. 

This view is held by twenty executives. To express the. view 

that distribution is part of marketing is the ideal requirement 

of the marketing concept. As such, no distribution decisions 

should be made without prior reference to the marketing plan. 

The Managing Director of a small company expresses his view by 

the following comment. The C. M. E. "must" play a major role in 
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decisions regarding channels--of distribution because of the 

"terrible" importanoeit has on marketing ...... broad strategy 

must be laid down by the marketing man, he should be supreme 

commander". The Sales Director of a medium sized company 

believes that "distribution is part of marketing although he 

(C. M. E. ) is not necessarily involved in its implementation ...... 
the C. M. E. is responsible for the overall marketing plan". 

Another Sales Director of a similar company size stated that the 

C. LE. "should know and decide on the most appropriate way of 

distribdting his produce.. This cannot be left to a different 

person". The remarks by another Sales Director, over emphasise 

the importance of distribution - "the whole marketing strategy 

should be worked out on the channels which you: put your produce 

into. If the C. M. E. does not have a say, then he-finds it 

difficult to implement such a strategy". 

It is clear from the above that distribution receives the necessary 

importance under a marketing concept orientated company. Extent 

of favourability of attitude to this aspect will effect overall 

executives' favourability towards the marketing concept. However, 

whether distribution decisions-are actually undertaken by the C. M. N. 

is outside the scope of this study, the concern is with attitudes 

towards the marketing concept. 

b. The C. M. E. knows market requirements. 

This group of executives numbering twenty four, while recognising 

the importance of distribution, do not recognise the integral 

aspect of distribution with marketing. This is in line with the 

requirements of the marketing concept in as much as it requires 

the C. M. E. to know market requirements. In other words, as viewed 
by this group of executives, the distribution function is not seen 

as a limiting factor to the marketing plan. To do this, one fully 

recognises the impact of the distribution mix on the marketing mix. 
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However, this reasoning places the C. T. -I. E. in a position whereby he 

can effect distribution decisions because of his knowledge about'the 

market, for example, an extra outlet is needed in a particular 

region in view of the pressure placed on existing outlets. 

The Marketing Director of a medium company states because "he 

(C. M. E. ) is the closest of the toll executives to the market, he can 

observe changes and the chance is he has to make slight alterations 

to his distribution all the time. Only he has the necessary 

information to take the right decisions at the right time". 

Another-Marketing Director of a large company states that the 

C. N. E. "knows where to get the quickest return on the products 

we have, lie knows the requirements of the various parts of the 

market, and types of outlets". 

c. Depends on the size of the company. 

Four executives from small companies indicate that the reason 

why distribution is under the responsibility of the C. N. E. is 

because of'the small size of the company. It is expressed that 

it would not be financially justifiable to have a different person 

responsible for distribution or that the work load is too much 

for the 11anagirg Director. This group of executives place 

distribution under the C. N. E. because it is 'obvious', rather 

than recognising the implications of not placing distribution 

under the C. M. E. For them, had the company been large, the 

distribution function could have equally been placed under a 

Regional Sales Manager. It is clear that such organisational 

arrangements do not reflect marketing concept orientation. 

The remarks made by the Sales Director of one company reflect 

the views of the other three executives. He states "because 

of the small size of the company, it is natural for the 

marketing man to assume this responsibility". 
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d. Seilinn is part of Marketing. 

Again four executives believe that the reason for placing 

distribution decisions under the C. N E. is because selling is 

part of marketing. The remarks made by this group of executives 

reflect the view that selling to the outlets is, the distribution 

function. This does not conform-to the conceptionalization 

of the distribution mix. The end result of the distribution mix 

is to smooth the flow of goods. A satisfactory level of sales, 

other things being equal;. is attributed to the functioning of 
the distribution network. 

e. Impact of distribution on other Parts of the busine! rs. 

This--and the following group of executives express the view that 

the C. M. E. should not be responsible for channels of äistribution 

decisions. This group, numbering sixteen executives, believe 

that distribution decisions should be under the Board of Directors 

because of the importance öf the decision in that it affects other 

parts of the business. 

At this point it should be mentioned that this is not contrary to 

to the requirements of the marketing concept. However, it does 

deviate from the ideal, under which decisions are the responsibility 

of the C. M. E. Having distribution under the Board of Directors 

highlights the importance of the function. 

The Managing Director of a small company states that "it is not 

fair to expect marketing people to take such big decisions". The 

Production Director of a small company expresses the view that "there 

are all sorts of facets taken into account - finance, production, 

profit margin required etc...... The marketing man cannot 

adequately deal with these things". Tho Managing Director of 

a medium company agrees that the C. M. E. "Wust have a say in this 
(distribution decisions) but the final decision as to the most 
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profitable channels should be decided at Board level to avoid the 

pitfall: of arranging the channel-- with a view to achieving volume 

only". 

f. Total viewpoint essential. 

This group of executives, nuiubering four, believe that in 

undertaking distribution decisions it is necessary to have a totdl, 

rather than a limited viewpoint of the business. The C. M. F., it- 

is suggested, does not have such a wide viewpoint. The Managing 

Director, or the Chief Executive, is in a position to provide 

the necessary comprehension of the various operations in the 

business. 

While this is in complete harmony from the operational point of 

view of taking distribution decisions within the framework'of 

the marketing concept, it falls short of the organisational 

structure required by the concept. Specifically, the C. M. T, -. 

is not viewed as the central figure in the business, that is 

to say he is not the Chief Executive. Clearly, this does 

not allow the necessary status and therefore responsibility 

of the C. M. E. required by the marketing concept. 

The Managing Director of a small company states that the 

"C. M. E. cannot have the last word ...... he is of a different 

mentality". These decisions "should be referred to the 

Managing Director ...... conflicts are always involved in such 

decisions". 

In the remaining part of this section the response pattern regarding 

the reasons for the C. M. E. to exert a major contribution in decisions 

concerning channels of distribution are presented in detail. As 

mentioned earlier, 52 executives agree that the C. N. E. should be 

responsible for this function, indicating four reasons for this 

organisational structure. The response pattern is related to a number 

of factors, for example, size of the company in which the executives in 

each response are engaged, whether the executives had training in 
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marketing or not, educational background or the executives and so on. 
Under the requirements of the marketing concept, the fundamental 

reason for placing channels of distribution decisions both physical 

and members of channels, under the C. M. Q., is that the function is 

an inseparable part of the entire marketing operation. As such, 

distribution decisions reflect marketing policy and plans rather than 

the reverse order. Thus, because the C. M. E. is responsible for 

marketing activities, he is indirectly responsible for distribution 

decisions. At the very least he initiates policy. Whether the C. M. F. 

implements stich policies depends on the organisational structure and 

situational variable in the business concern. 

Given the requirements of the marketing concept and the four 

reasons discussed above, for placing distribution decisions under the 

C. M. E., it is clear that the reason "distribution is part of marketing" 

corresponds to the requirements of the marketing concept. Consequently, 

marketing concept orientation in this context is indicated by agreeing, 

or otherwise, to the view that distribution decisions should be under 

the C. M. E. Ultimately, the object is to find out whether association 

exists between this particular reason and individual factors indicated 

earlier, for example the size of the company. 

Reasons for C. f. E. 's 
decisions as 

TABLE 8.2 

ajor contribution to channels of distribution 
sed by the executives and size of company. 

Reasons/Size of*Company 
Size of Company Total 

Small Medium Large 

Distribution part of 
marketing 3 8 9 20 

C. M. E. knows market 
requirements 9 9 6 24 
Depends on size of 
company 4 - - 4 
Selling part of 
marketing - 4 - 4 

Total 16 21 15 52 
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In Table 8.2 the reasons for the C. V.. 's major contributions to 

channels of distribution decisions as expressed by the executives and 

the size of the company are presented. A number of points emerge 

from the Table. In the first place, 4 of the executives mentioning 

distribution as part of marketing are engaged in large companies, and 

another 4O are from medium companies. Out of a total of fifty two 

executives, 20 indicate this reason. This would reflect the notion 

that the larger the company, the more marketing concept orientated 

it is likely to be. This is further enhanced by lack of response 

in large companies. 

Secondly, executives in equal numbers, from small and medium 

companies indicate that the C. M. E. knows market requirements. 

Finally, only four executives from medium companies view distribution 

as selling. 

In Table 8.3 the observed frequencies for reasons of C. N. E. 's 

major contribution. to distribution decision as expressed by the 

executives is related to the latter: ' company employment in terms of 

size. The object is to find if an association exists between 

marketing concept orientation as indicated by "distribution part of 

marketing" and the size of the company. 

TABLE 8.3 

Reasons for C. M. E. 's major contribution to channels of distribution 
decisions and size of company are related. 

Reasons/oize of Company 
Size of Company 

Total 
Small Medium Large 

Distribution part of 
marketing 3 8 9 20 

Other 13 13 6 32 

Total 16 21 15 52 
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The results of the chi square in Table 8.3 indicate no association 

between 'distribution as part of marketing' and size of company. It is, 

therefore, concluded that mentioning 'distribution is part of marketing' 

is independent of the size of the company in which the executives are - 
engaged. 

TABLE 8.4 

Reasons for C. M. E. 's major contribution to charnels of distribution 

decisiono as expressed by the executives and their training in marketing 

Executives training in marketing 
Reasons/fxe: cutives, 'r.; ý 
Training in f7arketing. Trained Not Trained Total 

Distribution part of 
marketing 5 15 20 

C. M. E. knows market 
requirements 8 16 24 

Depends on size of 
company 2 2 4 

Selling part of 
marketing 2 2 4 

Total 17 35 52 

In Table 8.4 the response pattern of executives mentioning the 

placement of distribution decisions under the C. M. E. is detailed, together 

with the training, or otherwise, of executives in marketing. The first 

point that emerges from this Table is that 85 of the executives who are 

trained in marketing indicate the placement of the function under the 

C. M. E. Out of this total, 2' mention'distribution is part of 

marketing' and another 46°% mention 'the C. M. E. knows market requirements'. 
Secondly, out of 67% of the executives in this sub-sample are not marketing 

orientated. This would, cast doubt on the view that lack of training in 
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in marketing is, not conducive to marketing concept orientation. However, 

this is not valid because it has been found that despite lack of such 
training, it is possi: _e to find marketing concept with respect to 

certain aspects of the marketing concept. This is indicated by the 

16 executives who received no training in marketing and yet agree that 

distribution should be placed under the C. M. E. However, they might not be 

As near to the ideal' requirements as the group of executives mentioning 

'distribution part of marketing'. 

Table 8.5 presents observed frequencies of the response pattern. 
The object is. to apply the chi test to find if there is aseociation between 

the reason 'distributior, is part of marketing' as mentioned by the 

executives, and the latters' training, or otherwise, in marketing. 

TALE 8.5 

Reasons for C. M. E. major contribution to channels of distribution 

decisions and executives training in marketing are related. 

Reasons/ Executives educational 
training In marketing. 

Executives training in marketing 

Trained Not Trained 

Total 

Distribution part of marketing 5 15 20 

Other 12 20 32 

Total 17 35 52 

The results of the chi test in Table 8.5 indicate absence of 

association. It is, therefore, concluded that 'distribution is part of 

marketing' and the executives training in marketing are independent of 

one another. 
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TABLE B. 6 

Reasons for C. M. E. 's kajor contributions to channels of distribution 

decisions as expressed by the executives, and the latters' 

educational backs*rounds. 

ReasonsAxecutives educational 
b k 

Executives' educational backgrounds 
Total ac grounds. Experience Academic Professional 

Distribution part of marketing 8 6 6 20 

C. M. E. knows market 
requirements 17 3 4 24 

Depends on size of company 3 4 

Selling part of marketing 2 4 

Total 30 10 "12 52 

The object of Table 8.6 is a detailed presentation of the response 

pattern regarding the placement of distribution decisions under the C. I. F. 

as expressed by the executives, and the latters' educational backgrounds. 

A; -number of points emerge from this Table. In the first place, 9Pf of 

the executives with professional backgrounds mentioned placement of 

distribution decisions under the C. M. E. Secondly, 66 of the executives 

with academic backgrounds mention the same reason. This would probably 

reflect the view that the more educated the executive, the more likely 

he is to be marketing concept orientated. Thirdly, out of the 20 

executives mentioning distribution as part of marketing, 40% have 

experience as their educational background. Similarly, of the 24 executives 

mentioning that the C. M. E. knows market requirements, 17 executives have 

experience as their educational background. 

i 
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In Table 8.7 the observed frequencies of the response pattern are 

related to the executives' educational background. The object is to 

find if there is an association between mentioning distribution as part 

of marketing and the educational background. This reason, as 

indicated earlier, is indicative of marketing concept orientation. 

TABLE 8.7 

Reasons for C. M. J. 's major contribution to channels of distribution 

decisions and the executives educational background. 

Reasons/Executives'Educational 
Executives' Educational background 

Total 
background Experience Academic Professional 

Distribution part of marketing 8 
.6 

6 20 

Other 22 4 6 32 

Total 30 10 12 52 

The results of chi square test on Table 8.7 show no association 

between ': the. -tWo factors. "'" -- i. It is possible to conclude 

that this reason as mentioned by the executives and the latters' 

educational background are independent of one another. 

l 
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TABLE 8.8 

Reasons for C. M. E. 's major contributicns to channels of distribution 

as expressed by the executives and the latters' pcsitions 

Reasons/Executives 
Executives' position in the company 

Total 
position in the company Chief 

Executive 
Marketing 
Director 

Sales 
Director 

Production 
Director 

Distribution part of 
marketing 5 4 7 4 20 

C. M. E. knows market 
requirements 3 3 12 6 24 

Depends on size of company 1 - 3 - 4 

Selling part of marketing 1 - 3 - 4 

Total 10 7 25 10 52 

Table 8.8 details reasons for the C. M. E; 's major contribution to 

channels of distribution decisions as expressed by the executives,. and 

the litters' position in the company. The ultimate object is to reveal 

association, if any, between marketing concept orientation and the 

executives' positions in the companies. However, a number of remarks 

are relevant to the Table. In the first place, 25, E of the executives 

mentioning distribution as part of marketing are Chief Executives. 

.A slightly higher percentage are Sales Directors. Secondly, all the 

Marketing Directors in the grand sample agree that distribution should be 

under the Marketing Director. This is as expected. However, four of the 

-seven Marketing Directors conform to the ideal of the marketing concept by 

mentioning "distribution part of marketing"; the other three executives 

mention the next best position as required by the marketing concept. 
Thirdly, about 78% of the executives in the grand sample express the view 
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that distribution should be under the C. M. E. with no frequency of mention 

of size of company, and, that selling is part of marketing. Finally, 

of the twenty four executives mentioning "C. M. E. knows market requirements" 

twelve executives*are.: from sales, representing half the number of 

executives, expressing the view that distribution should be under the 

C. N. E. 

The observed frequencies of mentioning distribution part of 

marketing, together with the executives position in the company, are 

detailed in Table-8.9. The chi test is applied to see if there is 

association between the two factors.. Presence of association reveal 

marketing concept orientation. 

TABLE 8.9 

Reasons for C. M. R. 's major contribution to channels of distribution 

-decisions and the executives' positions in the company 

are related. 

' 
Reasons/Executives position 

Executives' positions in the company 
Total 

in the company Chief 
Executive 

Marketing 
Director 

Sales 
Director 

Production 
Director 

Distribution, part of marketing 5 4 7 4 20 

Others 5 3 18 6 32 

Total " 10 7 25 10 52 

The results of the chi square test on Table 8.9 indicate absense of 

association. It is therefore concluded that marketing concept orientation, 

represented by distribution is part of marketing, and the executives' 

organisational position, are independent of one another. 
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TABLE 8.10 

Reasons for C. M. E. 's major contribution to channels of distribution 

decisions as expressed by the executives and the latter: ' age bracket 

i Executives' age bracket 

Reasons/Executives' age ` Total; 

25-21 30-34 35-39 40-44 45-49 150-54 55-59 P1us 

Distribution part of 
marketing 2 2 5 3 3 5 - - 20 

C. M. E. knows market 
requirements 1 3 5 4 7 3 1 - 24 

Depends on size of 
company 1 - 1 1 - 1 - - t 

4 

Selling part of 
marketing - - 1 1. 1 1 - - 4 

Total 4' 5 12 9 11 10 1 - 52 

"" 'Table 8.10 details the reasons for the C. M. E. 's major contributions 

to channels of' distribution decisions as expressed by the executives and 

the latters' age bracket. A number of points emerge from the Table. In 

the first place, with the exception of the last two age brackets, executives 

in each age bracket believe that 'distribution is part of marketing'. 

This pattern is repeated with executives mentioning "C. M. E. knows 

marketing requirements". Secondly, all the executives in the ago 

bracket 35-39 years express the view that distribution should be under 

the C. M. E. Five of these executives mention 'distribution is part of 

marketing', another five executives mention C. N. E. knows market 

requirements. Finally, of the thirteen executives in the grand sample, 

in the age bracket 45=49 years, eleven express the view that C. M. E. should 

play a major role in decisions regarding channels . of distribution. 
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TABLE 8.11 

Reasons for C. M. E. 's major contribution to channels of 
0 di; tribution decision and executives ages. 

Executives' age bracket 
Reasons/Executives 

Total 
age bracket 1 1 60 

25-29 , 30-34 35-39 40-44 45-49 50-54 55-59 Plus 

Distribution part 
of marketing 2 2 5 3 3 5 - - " 20 

Others 2 3 7 6 8 5 1 - 32 

Total 4 5 12 9 11 10 1- - 52 

The result of the chi square test indicates absence of association. 

It is, therefore, concluded that marketing concept orientation in the 

context of viewing distribution as part of marketing and the executives 

age bracket is independent of one another. 

TABLE 8.12 

Reasons for C. M. E. 's major contribution to channels of distribution 

decisions as expressed by the executives and the latters' length of service 
in the company 

Reasons/Executives Executives length of service in company 
Total length of service Under 35 in company 4 5-9 10-14 

115-19 

20-24 25-29 30-34 Plus 

Distribution part 
of marketing 6 2 8 1 2 1 - - 20 

C. M. E. knows 
- 

market 
requirements 5 7 9 - 3 - -' - 24 
Depends on size 
of company 1 - 1 1 - - 1 - 4 
Selling part of 
marketing 1 1 1 - 1 - - - 4 

Total 13 10 19 2 6 1 1 - 52 
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In Table 8.12 the reasons for the C. N. E. 's contribution to decisions 

. regarding channels of 'distribution as mentioned by the executives and the 

latters' length of service in the company are shown. A number of points 

emerge from the Table. Cut of fifteen executives who have been in the 

company for four years or less, thirteen executives believe that 

distribution decisions should be under the C. M. E. Of the latter number, 

six executives mention "distribution is part of marketing". Secondly, 

4& of the executives mentioning distribution is part of marketing, have 

been in the company between ten and fourteen years. A similar pattern 

is repeated in the executives mentioning that the C. N. E. knows market 

requirements. Finally, of the total number of executives ( in the grand 

sample) 86% believe that distribution decisions should be under the C. M. E. 

In Table 8.13 the observed frequencies for placing distribution 

decisions under the C. M. E. are related to the executives length of service 

in the company. The object is to find out if association exists between 

these two factors. - 

TABLE 8.13 

Reasons for C. M. E. 's major contribution to channels of distribution 

decisions and the executives' length of service in the company 

Executives' length of service in company (years) 
Reasons/Executives' Total 
length of service Under 35 
in company 4 5-9 10-14 15-19 20-24 25-29 30-34 Plus 

Distribution part 
of marketing 6 2 8 1 2 1 - - 20 

Other 7 8 11 1 4 - 1 - 32 

Total 13 10 19 2 6 1, 1 - 52 

The results of the chi test on Table 8.13 indicate absence of association. 
It is concluded, therefore, that marketing concept orientation, in the 
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context of placing distribution decisions under the C. I. I. E. because 

distribution is part of marketing, is independent of the executives' 

length of service in the company. 

TABLE 8.14 

Reasons for C. A. E. Is major contribution to channels of distribution 

decisions as expressed by the. executives and the latters' length of 

service in their present positions 

Reasons/Executives' Executive s eng o service in ieir presen 
position 

service length of Total 
. in their present Under 35 

position 4 5-9 10-14 15-19 20-24 25-29 30 -34 Plus 

Distribution part 
of marketing 17 1 2 - - - - - 20 

C. M. E. knows 

market 
requirements 16 5 3- - - - - - 24 

Depends on size 
of company 1. - 2 - 1 - - - 4 

Selling part of 
market 2 1 1 - - - - - 4 

Total 36 7 8 - 1 - - - 52 

In Table 8.14 executives' length of service in their present position 

and the executives' pattern of response regarding the placement of 

distribution decisions are indicated. It is noted that 47% of the executives 

expressing the view that distribution is part of marketing have been in their 

present positions for four years or less. Secondly, of the total number of 

executives who have been in their present position for four years or less, 

36 executives believe that distribution decisions should bo under the C. M. E. 

Thirdly, 66°, of the executives mentioning C. M. E. knows market requirements 
have been in their present positions for four years or less. Finally, 96 
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of the executives expressing the view that channels of distribution should 

be u er the C. IyI. E., häve been in their present positions under fourteen 

years. 

Table 8.15, the observed frequencies of reasons for placing 

distribution decisions under the C. M. E., is related to the executives' 

length of service in their positions. The application of chi square 
teat is intended to reveal if there is any association between the two 

factors. 

TA B!, F. 8.15 

Reasons for C. M. E. 's major contribution to channels of distribution 

decisions and executives' length of service in their present positions 

Reasons/Executives' Executives length of service in their present 
length of service in position (years) 

Total 
their present Under 35 
positions 4 5-9 10-14 15-19 20-24 25-29 30-34 Plus 

Distribution part 
of marketing 17 1 2 - - - - - 20 

Others 19 6 6 - 1 - - - 32 

Total 36 7 8 - 1 - - - 52 

The result of the chi square test on Table 8.15 reveals absence of 

association. It is, therefore, concluded that marketing concept orientation, 

as Lis represented by the view that the C. M. E. is responsible for distribution 

because the latter is an integral part of marketing, is independent of how 

long the executives have been in their present positions. 



241. 

9. Resnonsi. bility for integration- and co-ordination. 

Historically, tt person usually responsible for all the activities in 

a business organisation is the owner of the business. This was adequate 

in the formative stages. However, as a business expanded the importance 

of delegation of responsibility assumed importance, under the overall 

direction of the owner. The owner is.. viewed as the Chief Executive. 

With the advent of corporations and conpanieo, the employed Chief 

Executive, broadly speaking, assumed the responsibility of the owner. 

Up to the early 1950's, marketers accepted the traditional 

responsibility of the Chief Executive and implicitly that of sales and 

marketing. The marketing concept emerged, placing the Marketing Director 

in the centre of the busineas - the C. M. E. became the Chief Executive. 

The fundamental reason is the impact marketing has on the various operations 

in the business. Indeed to take marketing decisions, it is vital to be 

-fäiiliar with each and every activity in the business which in turn, have 

a considerable influence on marketing plans. 

Thus the object of the present section is to find out who is 

responsible for integrating and co-ordinating the various company activities. 

After establishing this, the reasons for the response are indicated. The 

significance of this section is to. reveal attitudes towards the ideal 

requirements of the marketing concept in the context of integrating and 

co-ordinating company activities. 

It should be pointed out that placing the function under the C. M. F. 

does not imply marketing concept orientation. This has beem amply proved 

from the findings of the study. What it could mean is a favourable frame 

of thinking towards the marketing concept. Indeed such a frame of mind 

substantially helps marketing concept application in the_long run. 

The findings of the study revealed two groups of respondants. 

One group agreed with the viewroint. that integration and co-ordination 

of company activities should be placed under the C. M. E. This group 
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numbered twenty four executives and mentioned the following reasons: - 

a. Impact of marketing - 14 executives. 

.. 
b.. Implement marketing plan - 10 executives. 

The other group numbering forty eight executives indicated that the 

function can only be placed under the Chief Executiven because he is 

ultimately responsible for all operations in the company. 

In the following part of this section each of the above reasons is 

reported upon in detail indicating how the respondants arrived at their 

viewpoint. For later analysis, and within the framework of the 

marketing concept, the reason "impact of marketing" on all operations 

in the business, is taken as the nearest position towards the requirements 

of the marketing concept. Indeed if it is implemented., 
_ 

it is the ideal 

requirement. However implementation is another point of investigation. 

In the second part of this section, this reason is related to a number of 
factors, e. g. size of company, executives' training in marketing and so 

on, to find presence of association, or otherwise, between marketing 

concept orientation and a particular factor. 

a. Impact of marketing. 

Under the marketing concept the C. M. E. is responsible for all 

company activities because of the impact marketing has on the 

various operations in the business. Fourteen executives 

mentioned this reason. The remarks made indicate a strongly 
favourable attitude towards the marketing concept. 

The Marketing Director of a small company, representing the 

view of this group of executives, expressed the view that 

"the : +lanaging Director and the C. N. E. should be one and the 

same thing. Marketing is the-whole thing ...... everything 

must be integrated from the marketing end". 

As indicated earlier, the concern in this part of the study 
is the attitude held towards the marketing concept. 
Whether such attitudes reflect implementation of the concept is 

a separate point of investigation. 
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b. Implement marketing plans. 

This group of executives, numbering ten, express the view that 

because the C. M. E. is responsible for implementing marketing 

plans he should be in a position to direct and control the 

various activities of the company. This is the next position 

to the ideal requirement of the marketing concept in that the 

C. M. E. is viewed primarily as responsible for marketing 

activities rather than the entire activities of the company. 

The remarks of the Marketing Director of a large company sum up 

the views of this group of executives. Specifically, it is 

stressed that the C. M. 1. does not control the various functions, 

but, rather, he co-ordinates them ...... he must know what is 

going on in other functions of the business ...... it is only 

within this framework that he can make his utmost contribution". 

c. The Chief Executive's res-onsibility. 

This group of executives, numbering forty-eight, express 

traditional thinking of the person responsible for integrating 

and co-ordinating company activities. The Chief Executive is 

the person responsible for this function. 

The production director of a small company expresses the vier 

that the C. M. E. "is not necessarily a finance man ...... he is 

a specialist in marketing". The Managing Director of a small 

company goes a step further - the C. M. F. "is not competent to 

do it. His main occupation in life is marketing ...... I tried 

to do both jobs, but it was too much. The C. I. I. E. has to be a 

superman to assume all these functions". The Nanning Director 

of another small company believes that "the ultimate decision could 

not 

The second group is devoted to three executives expressing the 

view that the C. M. E. should not be responsible for the function. 

Instead, with no exception, this group of executives believe it is 

the responsibility of the Chief Executive. 
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Under the ideal conditions of the marketing concept, the C. M. E. 

is the Chief Executive and is responsible for integrating and 

co-ordinating co'^oi; ny activities. The fundamental reason for 

this, is the impact marketing has on all aspects of, running the 

business. Indeed lacking intimate knowledge of the various 

facets of the business, the C. M. E. 's efforts might be impeded. 

Twenty-four executives place the function under the C. M. E. Thus, 

agreement or otherwise, of placing the function under the C. M. E. 

is taken to mean marketing concept orientation. The degree of 
favoürability depends on the expressed reasons for placement. 

That is, *the reason, "impact of marketing" is taken as the 

nearest position to the requirements of the marketing concept. ' 

This reason is related to such factors as size of company, 

Executive's training in marketing and so on, to find out if an 

association exists between marketing concept orientation and any 

of the factors. 

The response pattern of the executives rejecting the viewpoint 

that the function should be placed under the C. M. E. is presented 

in detail in Table 9.8, and the reason mentioned for this 

response to the various aspects of the business involved, for 

example, finance. 

The Sales Director of a medium company exprdsses his. views in 

a slightly different way, by stating that, "few marketing men 

are financially concerned, I have never heard of a Marketing 

Director who gets in touch with Banks". Another Sales 

Director indicates that the "C. M. E. is not trained in financial 

and production matters". The Production Director of another 

company states that "in my company you must have a person who 

is not biased in any way and must be accepted by all ...... 
the Managing Director should have these qualities". 

In the remaining part of this section, the response pattern of 

the executives is presented in detail and is related to a number 

of factors assumed to influence the response pattern. The objective 
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is to find if there is an association between the response rattern 

and any one of the factors, for example, the size of the company 
in which an executive is employed. 

The-presentation of the responses is in two groups of Tables. 

The first group is concerned Aith those executives who believe that 

the C. M. E. should be responsible for integrating and co-ordinating 

company activities. As indicated earlier, the reasons for such 

a view are either because of the impact of marketing or because 

the C. M. E. is responsible for implementing marketing, plaiip, and 
therefore, needs to know the varioii3 aspects involved to effect 
implementation. 

However, it should be realised that lack of such recognition 

does not necessarily imply that the executives are totally 

opposed to the marketing concept in as much as those agreeing 

with the view are not totally committed to the marketing concept 

and its implication. What we are concerned with are attitudes 

towards the marketing concopt as expressed by the executives. 

Overall attitude favourability is asse°sed towards the end of 

the chapter. 

TABLE 9.1 

Reasons for C. M. E. 's integration and co-ordination of cof pang 

activities and size of company. 

Reasons/size of Company 
Size of Company 

Total 
Small Medium Large 

Impact of marketing 7 6 1 14 

Implement marketing plans 2 1 7 10 

Total 9 7 8 24 
J 

I 
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In Table 9.1 the reasons for placing the integrationg and 

co-ordinating role of the company activities under the C. M. S. is 

detailed. The major feature of this Table is that only one large 

company mentions impact of marketing. This is contrary to what one 

would expect: that the larger the size of the company, the more 

marketing concept orientated the executives are. Secondly, SC; ö 

of the executives mentioning the same reason are from small companies. 
Thirdly, seven executives express the view that the C. M. E. should be 

responsible for the function because of his responsibility to 

implement marketing decisions. This response pattern confirms one's 

expectation that large companies would be more marketing concept " 

orientated. than other companies. Finally, executives in this 

sub-sample are equally distributed among the three size groups of 

companies. 

However, the results of the chi square test indicate abience 

of association between marketing concept orientation and size of 

company. Therefore, it is concluded that the two factors are 

independent of one another. 

TABLE 9.2 

Reasons for C. I"I. E. 's integration and co-ordination of company 

activities and executives' training in marketing. 

Reasons/Executives' 
Training in Marketing 

Executives training in Marketing 
Total 

Trained Not Trained 

Impact of marketing 6 8 14 

Implement marketing plans 3 7 10 

Total 9 15 24 
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In Table 9.2 the executives' training in marketing is related to 

reasons for placing the integrating and co-ordinating role of company 

activities under the C. M. E. A number of features emerge from the Table. 

In the first place, the difference in numbers of executives, trained 

and untrained, mentioning impact of marketing is not marked. The 

opposite is true with executives mentioning the C. M. E. 's responsibility 

is to implement marketing plans and should, therefore, integrate and 

co-ordinate the various activities of the company. Finally, 62; v' of 

the executives in the sample have had no training in marketing. 

The results of the chi square test indicate absence of association 

between marketing concept orientation and whether the executives 

received training in marketing; theretate, 'the''twö "fdnctiöns ire - "' 

independent of one another. 

TABLE 9.3 

Reasons for C. M. L. 's integration and co-ordination of company 

activities and the executives' educational background. 

Reasons/Executives 
Executives educational background 

Total 
educational Experience Academic ; Professional 

Qona 

Impact of marketing 11 2 1 14 

Implement marketing 
plans 6 3 1 10 

Total 17 5 2 24 

Table 9.3 details the reasons given for placing the function under 

the C. M. E. are related to the executives educational background. Of the 

14 executives mentioning impact of marketing, eleven executives have 

experience as their educational background. This might lead one to 

conclude that experience as an educational background exerts considerable 
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influence on marketing concept orientation. However, the chi test is 

dd'signed to reveal if an association exists between the two. Secondly, 

of the ten executives mentioning the C. N. L. 's responsible for 

implementing the marketing concept, six executives have experience as 

their educational background. 

Again, the chi square will confirm presence, or otherwise, of 

association. Finally, 70"% of 'the executives in the sample have 

experience as their educational background. 

The results of the chi square indicate absence of association 

between marketing concept orientation and executives' educational 

background. Thus, the two factors are independent of one another. 

TABLE 9.4 

Reasons for the C. M. r^.. 's integration and co-ordination of 

company activities and executives' positions in the 

company 

Executives' position in the company 
Reasons/Executives Total. 
position in the Chief Marketing Sales Production 
company Executive Director Director Director 

Impact of marketing 3 1 9 1 14 

Implement marketing 
plans 2 3 5 - 10 

Total 5 4 14 1 24 

Table 9.4 details the reasons for the C. M. E. 's responsibility for 

integrating and cc-ordinating company activities, as mentioned by the 

executives, are related to the latters' position in the company. The 

object is to reveal if association exists between the two factors. 

However, a number of points emerge from the Table. In the first place, 

only one out of fourteen executives mentioning impact of marketing is 
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a Marketing Director. Secondly, over 5Eö of this group of executives 

are Sales Directors, oiit of which-. over 64% mention impact of marketing. 

These findings indicate, as elsewhere, that titles do not necessarily 

indicate favourable positions towards the marketing concept. If the 

latter was possible, it knuld have followed that the majority of 

Marketing Directors, if not all, mention impact of marketing. The 

same reasoning holds for other directoral positions. The results of 

the chi test confirm the above in that no association seems to exist 

between marketing concept orientation as reprdsented by mentioning 

impact of marketing as a reason for the C. M. E. 's responsibility to 

integrate and co-ordinate company activities, and executives' positions.. 

The two factors are independent of one another. 

TABLE 9.5 

Reasons for C. M. E. 's integration and co-ordination of company 

activitieg and executives' age bracket 

Executives' age bracket 
Reasons/executives' Total 
age bracket 60 

25-29 30-34 35-39 to-44 45-49 50-54 55-59 plu s 

Impact of 13 2 2 3 - - 14 
marketing 

Implement 
marketing plans - 1 4 2 2 - 1 - 10 

Total 1 4 7 4 4 .3 1 - 24 

Executives' age is related to the reasons for the C. M. E. to assume 

responsibility for integrating and co-ordinating company activities. 

With the exception of the last two age brackets, executives from all age 

groups express the view that marketing exerts impact on all aspects of the 

business. As such the C. M. E. should be responsible for the function. 
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The same pattern, with'slight variations, is repeated with those 

executives mentioning implement marketing plans as the justification for 

the C. N. E. to be the Chief Executive. It in clear from the Table that 

there is no concentration of frequency of mention with any of the age 

groups. 

The chi test indicated abeence of association between mentioned 

justification and executives' age brackets. Therefore, it is concluded 

that marketing concept orientation and executives' age brackets are 

independent of one another. 

TABLE 9.6 

Reasons for C. I. E. 's integration and co-ordination of company 

activities and executives length of service in the company 

Executives length of service in the company 
Reasons/Executives Total 
length of service Under 35 
in the company 4 5-9 10=14 15-19 20-24 25-29 30-34 Plus 

Impact of 
marketing 2 3 6 1 - - 2 - 14 

Implement marketing 
plans 5 2 1 - 2 - - - 10 

Total 7 5 7 1 2 - 2 - 24 

In Table 9.6 the executives' length of service in the company is related 

to reasons for C. M. E. 's responsibility for integrating and co-ordinating 

company activities. The objective is to find out if a'sociation exists 

between marketing concept orientation and executives length of service in 

the company. As shown in the Table 84% of the executives mentioning impact 

of marketing have been in the company for. fourteen years or less, out of 

which 50% have been in the company for between 10 and 14 yearn. Of the 

executives ientioning 'implement marketing plans', 50; ý have been in the 

company for four years or less. Finally, 79% of the sample in Table 9.6 
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have been in the company for fourteen years or less. 

Whether the above, obaervations represent the pattern in the industry 

and specifically if aere is association between marketing concept 

orientation and executives' length of service in the company is 

established by applying the chi square test. The re. -, u1t revealed 

absence of association. Therefore, it is concluded that the two factors 

are independent of one another. 

TABLE 9.7 

Reasons for C. M. E. 's integration and co-ordination of company 

activities and executives length of service in their present 

position., 

Reasons/Executives Executives' length of service in present position 
length of service (years) 

Total 
in their present 

er positions 
4 

5-9 10-14 15119 20-24 25-29 30-34 Plus 

Impact of 
marketing 8 1 4 - 1 - - - 14 

Implement marketing 
plans 8 2 - - - - - - 10 

Total 16 3 4 - 1 - - - 24 

Table 9.7 presents executives' length of service in the present position 

in the company, and the reasons they mentioned for placing and integration 

and co-ordination of company activities under the C. M. S. The obvious 

response pattern from the Table is that sixteen out of the twenty four 

executives in the Croup have been in their present position for four years 

or less. The number is equally divided between the two reasons for 

placing, the responsibility under the C. M. F. The other feature of the 

Table is that no executive in the group has been in his present position 
for more than twenty four years. 
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The chi square test has been applied to find if there is presence 

of association between'the marketing concept, represented by the reason 

for placing responsibility under the C. M. i:. because of the impact of 

marketing, and the executives' length of service in their present 

positions. The results of the test indicate that the two factors 

are independent of one another. 

Table 9.8 details the response pattern of executives expressing 

the view that the C. M. E. should not be responsible for integrating 

and co-ordinating " company activities. The reason-for this 

viewpoint is that the Chief Executive is responsible for all operations 

in the company. The C. N. E. should have his say within. the frwmework 

of his functions. It is clear from the Table that the response is 

related to a number of factors. 
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10. Meaning of Marketing planning. 

An integral part of the marketing concept is marketing planning. 
Essentially, it is a major activity stating the objectives of the company, 
in both the short and ling term, and how these objectives can best be 

achieved. A distinction should be noted between market planning and 
marketing plan. The former is primarily concerned with market analysis, 

past, present and future estimates. Things covered under this 

activity are market definition, size of market, share of the market and 

so on. Marketing planning is total business activity under which all 

activities in the business are brought into focus. Together with 

market information, marketing objectives and the way to achieve them, 

are stated. 

In order to understand the importance and relevance to measurement 

of attitude towards the marketing concept, we briefly outline the 

essentials of marketing planning. 
1 Planning may be either short term, 

usually one year, or long term, three or more years. The short term 

plan is concerned with the immediate future and long term plan 

establishes future efforts and operations. 

Planning could be made with reference to all activities in the 

company, or to marketing activities. Usually the former includes the 

latter. How the marketing plan is carried out depends on the 

organisational structure of the company, for example, if the company 

is organised along product lines, customer or functional basis, or a 

combination of two or more. If the functional type of organisation 

prevails, then one would expect a number of plans, for example, sales 

force plan, physical distribution plan, marketing research plan, 

product research and development plan, product mix plan, promotion 

plan, organisation plan. However, irrespective of the organisational 

chart, planning within the framework of the marketing concept entails 

six steps. 

1. Philip Kother, op. cit Chapter 7. 
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The first step, . "diannonis", is concerned with where the company 
is now, and why. This is concerned with market analysis of competition 

as well as the company. The "prognosis" step takes the prevailing 

conditions and answers the question as to where the company is heading 

if conditions do not alter. This provides for costs of industry and 

company sales, company revenue, costs and profit forecasts, and forecasts 

as to the required investments. The third step is "objectives". 

Given the information in the last step, the company needs to state 
its objectives, whether deviating from its present set up or, the 

extreme case, of radically changing its entire business operations. 

Such objectives would include which markets to approach and the 

desired percentage of that market, given company resources. Having 

stated its objectives, the company decides on its "strategy", that is, 

the best way of arriving at these objectives. This stage-is concerned 

with overall design for achieving objectives. The fifth step, "tactics" 

translates the strategy'into specifics, indicating when and by whom 

the strategy is carried out. -Finally a "control" Is essential to 

ensure that the company has achieved what it intended to achieve. 

Thus, the objective of the present section is to establish the 

extent to which executives in the industry under study, exhibit 

favourability of attitude towards marketing planning and hence the 

marketing concept. This is done by analysing the remarks made by 

the executives to what they understand by marketing planning, whether 

a distinction is made and whether marketing planning is essential in 

principal. Probes were used to clarify remarks. 

It should be noted that ultimately the concern is with attitude 

measurement towards the marketing concept. Thus whether marketing 

planning as understood by the executives is implemented is another 

point of investigation. However, from the remarks made it was 

posi: ible to arrive at three groups of executives each indicating their 

position vis-a-vies the marketing concept. The placement is the result 

of the research worker's assessment of the remarks made by the executives. 
The groups received the following titles: - 
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a. rlarketin concept orientated - 30 executives 

b. Partial marketing concept - 25 executives 

c. absence of marketing concept - 17 executives 

Thus, the first group indicates the nearest position to the 

requirements of the marketing concept. This, as will be seen later, is 

not necessarily the ideal, but the best possible position. The second 

group reveals partial marketing concept orientation. The final group 

deviates further from the concept. 

In the first part of this section, each of the above three groups' 

of executives is considered in detail, utilising statements made, to 

outline their position regarding the marketing concept and their 

conception of marketing planning. In the second part of thy: section, 

the groups are related to the factors assumed to influence an 

executive'. s conception of aspects under study. For example, the 

size of the company in which ai executive is employed might decide his 

placement in one of the groups. Ultimately, by using the chi square 

test, presence of association, or otherwise, between marketing concept 

orientation, represented by the marketing concept orientated group of 

executives, and each of the factors is established. Finally, the 

remarks made are part of the overall assessment of favourability of 

attitude towards the marketing concept. 

a. Marketin concept orientated. 

The group of executives exhibiting marketing concept orientation 

numbers 30 executives. As indicated earlier, they form the 

nearest position to the requirement of the marketing Concept. 

Essentially they should exhibit planning in all aspects of 

running the business. Specifically, there should be places 

for each element in the marketing mix, forming an integral 

part of the overall marketing plan. However, deviation from 

this ideal does not automatically classify the executive as 
being non-marketing concept orientated. Executives in this 

group form the nearest position towards the concept vis-a-vis 

other executives. 
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The production director of a small company defines marketing 

planning as that activity "beginning with an idea. The idea 

is developed taking into account present and future marketing 

possibilities. If the prospects are good in terms of 

profitability, then the product is technically developed and 

put in the hands of the custom r- each of these stages have 

been planned for". This definition recognises two essential 

aspects of iarketing. planning. In the first place, the time 

dimension of planning. Secondly, the involvement of all 

aspects of running the biisine. >s. 

The Sales Director of a small company provides the following 

concept: ". (marketing planning) is arriving at a. position 

where one feels that a certain product in a certain volume 

can'be marketed in a particular area at a particular-time 

at a particular price. " This definition recognises five 

aspects of marketing planning. First, research and 

development, second, company resources, third, market 

se&aentätion, fourth, timing factors and finally, profit 

position in the company. The Managing Director of a small 

sized company expresses the view that "marketing planning is 

the application of our resources to satisfy our customers ...... 
you lay down a scientific approach to the creaton of policy 

...... you evaluate alternative plans and decide on the ones 

that are most relevant over the coming five years". 

Another adequate definition of marketing planning is provided 

by the Marketing Director of a small sized company. Marketing 

planning "involves research into consumer preferences, 

competitiveness of the market, analysis of the market you are 

aiming at, timing of launching the product, advertising and 

promotion. " A similar definition is expressed by the Marketing 

Director of a medium sized company - marketing planning "is to 

so march and plan all aspects of the company to a given problem 
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within a given period to achieve desired marketing objectives". 

In this process 'one would start with an objective and take 

planned decisions to produce desired results. This would demand 

budgetry control". 

The Managing Director of a medium company expresses the view 

that marketing planning is the "planning of all the areas 

concerned with the marketing function which would include future 

advertising policy, future product planning, future channels 

of distribution, future pricing policy and in fact planning of 

all the activities that, in one form or another, will affect the 

marketing operation". 

With respect to the time dimension of marketing planning, all the 

executives distinguish between short term and long term planning. 

Basically, the short term plan is considered as that lasting for 

one year. In it the company details what it intends to do in all 

elements of the marketing mix. The achievement of annual 

objectives is monitored quarterly and in certain cases monthly, 

to ensure that present operations and achievements are consistent 

with stated objectives. Deviations from the latter are examined 

and action taken if necessary. 

The long term plan is considered as that lasting for between 

3-5-years. Plans for longer periods are considered "meaningless" 

as mentioned by the Managing Director of a large company because 

"zany factors are involved which you cannot meaningfully predict". 

However, the long term plan is concerned with general objectives 

along which lines the short terra-plan is arrived at. Thus every 

year the long term plan is up-dated. A number of executives refer 
to this as the "rolling plan" other prefer to use the title 

"tactical" planning and "strategic" planning. The latter amounts 

to long tern planning and lays down the "strategy" for the next 

five years. "Tactical" marketing plans are concerned with the 

day-to-day running of the business. 
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With no exception, the executives express the view that marketing 

planning is esrential for running a business. Indeed, the 

Na. naging Director of a small company expresses the view that 

"planning in whatever form is a must if you are in business". 

The majority of executives in this group believe that without 

planning "you do not know where you are heading". Absence of 

planning is like "travelling in a foreign land without a map". 

b. Partial marketing concept orientation. 

This group of executives numbering twenty five, form the next 

best position towards the marketing concept. The main 

distinguishing feature of this group of executives is the eaphasig' 

they place on one aspect of the elements of the marketing mix. 

At best this nay be described as partial marketing planning. 

Whether this is similar to no planning is a matter for discussion. 

However the danger of partial planning should irnnediately be pointed 

out, for example a new product might seem profitable. fron the 

manufacturing point of view, and customers' ready acceptance. 

Usually a new product requires a minimum amount of promotional 

activities. Clearly, if promotional activities are not planned 

for and not integrated with other aspects of marketing, then 

profitability assuaption might not be realised. 

However, two executives express the view that marketing planning 

is concerned with sales planning. As such, marketing planning 

means that "each salesman should be responsible for a particular 

area". The Sales Manager in responsible for directing them to 

ensure efficiency. In other words, marketing planning is seen 

as the planning for sales force structure and responsibility. 

Another three executives express the view that marketing planning 

is concerned with promotion, for example, "you should plan your 

merchandising activities to meet all the contingencies that 

might occur so as to maximise profits" as the Sales Director fron 

a large company believes. 
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The remaining twenty executives in this group express the view 
that narketing, p"a hing is concerned with new products. The 

Sales Director of a small company states that marketing planning 

arises "as to when a new product should be launched and through 

what channels". Even when the scope of the function is wider, 

it is suggested that it should occur every time a new product 

is developed. Clearly this falls short of the requirements of 

the marketing concept. 

Wher e planning exists the majority of executives (numbering 18) 

in this group make a distinction between short and long terry. 

Generally speaking, the distinction is similar to that made by 

executives in the first group. That as now products are 

assessed on an annual basin to decide what to produce in the 

year ahead and what products are'. likely to be produced-in the 

coming five years. 

Whether marketing planning is essential, as expressed by the 

executives, seems to depend on the importance attached to new 

products. Thus, in large companies, where the development of 

new products is important, marketing planning is regarded as 

important. This being less so in small companies who mainly 

follow what is acceptable, that is, selling in the market 

place. 

c. Absence of marketing, concept orientation. 

This group of executives, numbering 17, exhibit understanding of 

marketing planning which falls short of the requirements of the 

marketing concept. However, in the majority of cases, 

executives remark that they "do not understand anything" by the 

terns marketing planning. 

The Sales Director of a medium company remarks that planning as 

such does not exist in the company. If planning exists at all, 

4 
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it is in the mind of the Managing Director. The Chief Executive 

_ of a small company reiarks that the major task in marketing is to 

"quote the right price". The major reason for not undertaking 

marketing planning is that the. results do not justify"the time 

and effort spent". 

This group of executives do not make a distinction in marketing 

planning and by definition marketing planning is not regarded as 

an important activity in the business. . 

In the remaining part of this section, undertstanding of marketing 

planning is presented in detail and related to each of the factors 

considered to influence a given meaning. Thus the group of executives 

whose remarks indicate marketing concept orientation is related to each 

of the factors. The other two groups receive-the sane analyses. The 

ultimate objectives of this presentation are to establish: if-there is any 

relationship between the response pattern and a particular factor. 

For the purpose of establishing this relationship, the chi square 
test is applied. The group of ßxecutives'indicating marketing concept 

orientation are taken as the nearest position required by the marketing 

concept. Thus extent of association is sought between this response 

and each of the factors considered to influence favourability of attitude, 
for example size of company, executives' training in marketing. 

It should be noted that the difference between the three groups of 

executives is not absolute. As such the group of executives exhibiting 

marketing concept orientation reveal a stronger. favourabilit;, " of attitude 
towards the mar}i ting concept than the last group, whose conception 
deviates markddly from the concept. The riddle group indicate marketing 

concept orientation but the emphasis is differently placed on the various 

aspects of the marketing mix, for example, development of new products, 

rather than the ideal position-whereby all elements of the marketing mix 

are evaluated to arrive at objectives both short and long tern. 
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TAi3L^ 10.1 

Executives' conception of marketinG planning and size of company 

Conception 
Size of Coapany 

Total Size of Company Small Medium Large 

Marketing concept 
orientated 7 13 10 30 

Partial marketing 
concept '7 9 9 25 

-Absdnce of marketing 
concept 10 2 5 17 

Total 24 24 24 72 

Table 10.1 relates the executives' conception of marketing planning 

as mentioned by the exebutives, and the size of the company in which the 

executives are employed. A number'of points emerge from the Table. In 

the first place, 3d% of the executives who exhibit marketing concept 

orientation are from large companies, 4 are from medium companies. 

This pattern partly supports the notion that as companies increase in size, 

the executives tend to be more marketing concept orientated. This is not 

so obvious when the group of executives indicating absence of marketing 

concept orientation is considered, whereby two executives are from medium 

companies and five from large companies. The second group of executives 

do not indicate an obvious pattern except that members of the group are 

about equally distributed in the three groups of companies. 

The chi square test is applied on Table 10.1. to find if association 

exists between marketing concept orientation and the size of the company. 
The results indicate absence of association. Therefore the two factors 

are independent of one another.. 
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TABLE 10.2 

Executives' conception of marketing; planning and their training 

in aarketing 

Conception/Executives' Executives' training in marketing 
Total training in marketing Trained Not Trained 

Marketing concept orientated 10 20 30 

Partial- marketing concept 8 17 25 

Absence of riarketing concept 2 15 " 17 

Total 20 52 72 

Table 10.2 - th e three groups of executives indicating various degrees 

of marketing concept orientation is related to the executives training in 

marketing. The significant observations in this Table are that twenty 

out of the thirty executives exhibiting marketing concopt orientation had 

no training in marketing. This is further highlighted noting that this 

number presents 30j"o of the executives who have had no training in. 

marketing. Secondly, fifteen of the seventeen executives revealing absence 

of marketing concept orientation have had no training in marketing. This 

is in harmony with what is likely to prevail. Finally, 50jß of the 

marketing concept orientated executives have had training in marketing. 

The chi square test is used to reveal the extent to which marketing 

concept orientation, as presented by the executives' conception of 

marketing planning, is associated with the executives' training in marketing. 
The results indicated that marketing concept orientation and executives' 
training in marketing are independent of one another. 
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TABLE 10.3 

Executives' conception of marketing planning and their educational 
background 

Conception/Executives' Executives' educational background 
Total 

educational background 
Experience Academic Professional 

Marketing concept orientated 14 9 7 30 

Partial marketing concept 14 4 7 25 

Absence of marketing concept 15 2 

Total 43 15 14 72 

Table. 10.3 relates executives' classification of their understanding 

of marketing planning and their educational background. In each of three 

executives' groupings, executives with experience-as their background assumed 
high percentages. Thus out of the thirty marketing concept orientated 

executives, fourteen have experience as their background. The same 

number is repeated with executives who are partially marketing concept 

orientated. Finally, executives exhibiting absence of marketing concept 

orientation, primarily, have experience as their educational background. 

The results of the chi square test on Table 10.3 indicated that 

marketing concept orientation of marketing planning within the framework 

of the marketing concept is independent of the executives' educational 
backgrounds. 
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TABLE 10.4 

Executives' conception of marketing planning and their position in 
the company. 

Executives' position in the company 
Conception/ Total 
Executives' Chief Marketing Sales Production 
position in the Executive Director Director Director 
company 

Marketing concept 
orientated 11 3 12 4 30 

Partial marketing 
concept 4 2 12 7 25 

Absence of 
marketing concept 3 2 10 2 17 

Total 18 7 34 13 72 
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In Table 10.4 executives' conception of marketing planning is 

related to their position in the company. The first point 

emerging from the Table is that twenty three of the thirty 

executives indicating marketing concept orientation are Chief 

Executives and Sales Directors. If Marketing Directors are viewed 

as being more marketing concept orientated than other Directors, the 

above findings provide contrary evidence. Indeed, two of the 

seven Marketing Directors reveal absence of marketing concept 

orientation. Secondly, the thirty four Sales Directors in the 

sample indicate no concentration with any of the three groups of 

executives in question. However, the majority of executives (ten) 

revealing absence of marketing concept orientation are Sales 

Directors. 

The results of the chi square test indicate lack of 

association. Therefore, it is concluded that marketing concept 

orientation in the context of marketing planning is independent 

of the executives' position in the company. 
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TABLE 10.5 

Executives' conception of marketing p1anning_and their are 

Executives' age bracket 
Conception/Executives' Total 

. ate bracket 60 
25-29 30-34 35-39 40-44 45-49 50-54 55-59 Plus 

Marketing concept 
orientated 5 3 5 3 9 1 3 1 30 

Partial narketinC 
concept - 2 4 4 5 9 - 1 25 

Absence of aarketint 
concept - 4 3 5 1 3 1 - 17 

Total 5 9 12 12 15 13 4 2 72 

In Table 10.5 the executives' age is related to each of the three 

conceptions of marketing. A number of points emerge fron the Table. In 

the first place, the group of executives revealing marketing concept 

orientation appear in all of the age brackets with emphasis in the 45-49 

age brackets. Secondly, nine of the executives who are partially 

inclined towards the marketing concept are in the age bracket 50-54. 

Thirdly, all the executives aged 25-29 years exhibit marketing concept 

orientation. 

The results of the chi square test indicated absence of association. 

It is therefore concluded that narketine concept orientation and the 

executives' agren are independent of one another. 
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TABLE 10.6 

Executives' conception of marketing planning, and their length of Service 

in the company 

Executives' length of service in the company 
Conception/Executives' Total 
length of service in Under 35 

company 4 5-9 10-14 15-19 20-24 25-29 30-34 Plus 

Marketing concept 
orientated 11 6 8 1 3 - - 1 30 

Partial marketing T 
concept 3 3 8 1 4 1 2 31 25 

Absence of marketing 
concept 1 8 6 2 - - - - 17 

Total . 15 17 22 4 7- 
.1 

2 4 72 

Table 10.6'details executives' conception 'of marketing planning and 

their length of service in the company. A number of points emerge from 

Table. In the first place of the thirty marketing concept orientated 

. 
executives, eleven have been in the company for four years or less, and 

eight executives served between 10-14 years. Secondly, eight of the 

twenty five executives who are partially marketing concept orientated 

hare been in the company between 10-14 years. Finally, of the seventeex 

executives indicating absence of marketing concept orientation, eight 

executives have been in the company between 5-9 years. 

The results of the chi square test indicate absence of association. 

It is, therefore, concluded that marketing concept (in the form of 

marketing concept understanding of marketing planning) is not related to 

the executives' length of service in the company. 
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TABLE 10.1 

executives' conception of marketing pl fining and executiye8' 

length of service in their present positions 

Executives length of service in present position 
Conception/Executives Total 
length of service in Under 35 
their present positio 4 5-9 10-14 15-19 20-24 25-29 30-34 Plus 

marketing concept 
orientated 22 3 4 - - - - 1 30 

Partial saarketin 
concept 12 5 5 1 1 - 

.1 - 25 

Absence of marketing 
concept 13 1 3 - .- - - 

- 17 

Total 47 9 12 1 1 - 1 1 72 

In Table 10.7 the executives' conception of marketing planning is 

related to the executives' length of service in their present position. 

The first point emerging from the Table is that 73'3 of the executives 

exhibiting narketing concept orientation have been in their present positions 

for four years or less. Secondly, 4E of the executives indicating 

partial marketing concept orientation have been in their present positions 

for a similar length of time. Finally, 76 % of the third group of 

executives have been in their present position for under four years. 

The purpose of the chi square test is to reveal presence of association, 

or otherAse, between marketing concept orientation and executives' length 

of service in their present positions. The results revealed no association. 
Therefore, it is concluded that marketing concept orientation and the 

factor in question are independent of one another. 
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11. Consumer's influence in company decisions 

The object of this'question is to establish the importance the 

consumer assumes in decision making of the companies studied. Under 

the nar', ceting concept, the consumer is elevated to the highest position. 

Indeed, any company activity should be a result of researching into 

consumer requirements. If the company carefully evaluates consumer 

requirements and given the companies' weaknesses and strengths, it goes 

a long way to having a satisfied customer, essential for the very 

existence of the company. Consumer sovereignty is thus retarded as 

the major departure fron production and sales orientation of operating 

a business. Briefly, every activity should-begir. and end with the 

consumer. Within this framework, marketing research assumes high 

importance. 

There could be a number of consmvers' within a particular. industry, 

for example, the number of consumers involved in a cotton plantation and 

the Eventual sale of a cotton shirt. Each;. process in the industry may 

view its concern with its immediate consuner. While this ia a convenient 

way of establishing the position of a particular firm in the industry, 

it falls short of the requirements of the marketing concept. Peter 

Drucker categorically remarks that any business'concern should be the 

ultimate consumer. Thus, ideally, the producer of cotton should be 

fully aware of the type of quality required by the ultimate users of 

cotton. 

The carpet industry is no exception to this essential requirement 

of the marketing concept. In the context of the present study, carpet 

manufacturers should be concerned with the ultimate buyers of carpets, 

usually the housewife. With the exception of four executives (three 

from medium sized companies and one from a small company) all the 

executives in the study expressed the view that their companies' main 

concern is with the wholesaler and/or retailer. Satisfaction-of the 

ultimate consumer, they regard, is the concern of the intermediaries. 

The Managing Director of a small company reflects the view of the 
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majority of the executives. He remarked "We do not have time (to 

investigate intö the housewife requirement) ...... this is the 

retailers' problem". On these grounds, it is justifiable to regard 

the majority of the executives in the industry interviewed, not 

concerned with consumer sovereignty as required by the marketing concept. 

However, if we take the narrow viewpoint of defining the interuediaries 

its the ultimate consumers for the carpet manufacturing industry,. then 

it is possible to arrive at two groups of executives: one group 

expressing, the view that consumers should influence company decision, 

the other group stating otherwise. 

The findings of the study are summarised in Table 11.1 

TABLE 11.1 

Whether consumers' requirements irflue. ce company decisions 

Reasons for influence/ 
Consumers influencing company 

influencing company 
decisions Total 

decisions Yes NO 

Satisfied consumer essential 39 - 39 

Profitability condition 18 - 18 

Consumers do not know - 15 15 

Total 57 15 72 

a 

It is clear fron the Table that three groups of executives were identifidd, 

each mentioning the reason why or wky not the consumer should influence 

ecapany decision. Thus: 

a. Satisfied consumer essential 

b. Profitability condition 

c. Consuiters do not know 

- 39 executives 

- 18 executives 

- 15 executives 
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The first part of this section reports on each of the above groups 
in detail utilizing remarks rade by the executives. The objective is 

to clarify what the executives understand by consumers' influence. 

Specifically, the first two groups of executives might seem identical. 

Iiowever, 'this is not true as will be indicated. The third group of 

executives clearly fall short of the requirements of the marketing 

concept. For analytical purposes, the group of executives expressing 

the view that satisfied consumers are essential, are taken as the nearest 

position to the requirements of the marketing concept. 

The second part of this section is devoted to, a detailed 

presentation of the response pattern of the executives, and is related 

to factors assumed to influence an executive's viewpoint, for example, 

executives' training in marketing. The chi square test is used to 

find if association exists between marketing concept orientation, W 

presented by the group nearest to the marketing concept's requirement, 

and any of the factors considered. 

a. Satisfied customer essential. 

This group of executives, numbering 39, categorically express 

the view that the consumer must influence company decision. 

as indicated earlier, the customer in this instance is the 

wholesaler and/or retailer. Clearly, this falls short of the 

ideal requirements of the marketing concept. However, taking 

a narrow viewpoint of the industry, this group is the nearest 

to marketing concept orientation. 
The main feature of this group is the placement of customer 

satisfaction beyond other concerns, assuming that if the 

customer is satisfied, the business will be successful. 

While this cause-effect relationship might be true, it should 
be viewed within the framework of company weakness and strength 
in order to achieve stated company objectives to enable an 

organisation to realise an adequate profitable position in the 

lone run. The essential ingredient is to fully recogise 
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present day business reality that with'an unsatisfied customer, 

the losses (incl'idirg reduced profits) sight seriously affect 
the long term profitability of the company. 

Executives in this group seem to observe the last remark. 

The marketing Director of a small company expresses the view 

that "the whole idea (of being in business) is to get 

consumer satisfaction". The Sales Director of the same company 

remarks that customer wants are "very very important ...... 
without them you cannot survive ...... the more time you spend 

studying customer wants, the more amiable will the relationship 

be between you and your customer". 

The Managing Director of a medium company, exprese s the view 

that "customer sovereignty is placed very high. Where it is 

known to the company, it must be taken into account, and where 

possible accommodate it". The Sales Director of another medium 

coupany mentions a limiting factor - "emergency planning couB 

stop you (from letting customer wants influence company 

decision) however, you must take him views at all levels, 

otherwise you can never make your customers happy ...... you 

always get complaints from customers, sometimes they are trivial, 

but you must listen". Another Sales Director briefly but 

adequately explains the importance of customer satisfaction 

by stating that "if we haven't tot customer satisfaction, we 

haven't got business". A similar remark is made by a Marketing 

Director - "if ye do not have customers, we would not be here. 

We are here to meet the needs of the-customer. The first need 

of the customer (wholesalers/retailers) is to lake profits ...... 
we make sure we give him the right margin" 

Executives in a large company express similar remarks, for example, 

one production director states that the customer is paramount in 

this company ...... "if this is not observed, the product will 

simply not sell". Simply stated, a Managing Director believes 

"it is the customer who makes up the business in the last resort". 
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b. Profitability condition. 

The eighteen executives in this group express the view that, 

customer wants should influence company decision provided it 

is profitable in the first place. Indeed, profitability 

criteria is the prime concern. 

The Managing Director of a small conpany remarks that "I have 

found out that-whenever we closely adhered to customer wants, 

we have not done too well ...... the customer has only access to 

his business, it might be that what he wants is a waste of 

time when related to what other outlets want". The Production 

Director of a medium company states that "you cannot run the 

business on the whim of the customer". Finally, the Managing 

Director of a'. large company believes that "customer wants" 

are the same as "what is selling". Clearly, the marketing 

concept requires the identification of what is selling in the 

first place. 

in the regaining part of this section the response pattern of the 

executives retarding the reasons for consumers influence in company 

decisions is detailed and related to the factors believed to influence 

the executive's point of view. Ultimately, the object is to first 

reveal attitudinal positioning towards the marketing concept. Secondly, 

the extent to which association prevails between aarketinC concept 

orientation and a particular factor, for example, size of company 

in which executives are employed. 

As indicated earlier, the majority of executives expressed the view 

that the customer should influence company decisions. This group 

mentioned two reasons. The first reason is that without a satisfied 

customer, business ceases to exist eventually. In other words the 

company is cowaitted to customer satisfaction. The second reason is 

that the company would datisfy customer wants provided it is profitable. 

Although the second reason seems to be committed towards the marketing 

concept, it is less close to the concept than the executives mentioning 
the first reason. This is clear from the opening analysis of this section. 
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It is clear that the group of executives believing that customers do not 

what they want, . departs'fron the fundamental requirement of the 

narketing concept, and that is to satisfy custoner wants. 

Thus, in the following sn alysis, the group of executives expressing 

the view that consumers should influence coupany decisions because of 

the importance of customer satisfaction is regarded as the best position 
(*relative to the reasons mentioned) required by the marketing concept. 

As such, marketing concept orientation, as presented by this group of 

executives, is related to each of the factors believed to influence 

the executives' point of view. For example, size of company, executives 
training in marketint, and so on is related to the response pattern to 

find if association exists. As with previous analyses, the chi square 

test is used. 

TABLE 11.2 

Reasons for consumers' influence or otherwise in decision 

making and size of company are related. 

Reasons/Size of Company 
Size of Company 

Total 
Sual1 Medium Large 

Satisfied consumers essential 13 11 15 39 

Profitability condition 5 10 18 

Consumers do not know 6 3 6 15 

Total 24 24 '24 72 

In Table 11.2 the reasons as to why custoaer wants influence company 
decisions as aentioned by the executives is related to the size of the 

company. A number of points emerge from the Table. The 39 executives 

aentioning that a satisfied customer is essential for the survival are 
about equally distributed anong the three size groups of coapa. nies. 
To this extent it could be suggested that customer satisfaction assumes 
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importance among executives irrespective of the size of the company in 

which the are eaployed. ' Secondly, persuing customer satisfaction in 

eo far as it is profitable to the company (that is profit condition 

prior to customer satisfaction in order of importance) is predominantly 

mentioned by executives from medium sized companies. Thus, 55% of 

the executives mentioning this reason are from medium companies. Only 

16% of these executives are from-large companies. Finally, 40% of the 

executives mentioning that consumers do not know what they want, and 

therefore should not influence company decisions, are fron small companies, 

and a sinilar. percentage from large companies. Thus, findings are 

surprising with respect to large companies, in that the larger the 

company the more likely it is to utilize marketing research's sophisticated 

techniques to establish customer requirements. Because of the expenses 

involved in marketing research, it is not surprising to-find executives 

from small companies mentioning this point of view. However, it should 

be noted that this contention is true to a certain extent irrespective 

of the size of the company. There are classical cases of detailed 

marketing research projects purporting to establish customer needs. 

When the customers were offered the new products, the extent of acceptance 

was markedly different from expectation. Eventually, the product had 

to be withdrawn from the market. 

The results of the chi test revealed absence of association, and, 
therefore, it is concluded that the size of the company in which 

executives are employed is independent of the reason regarding customer 
influence in companies' decision making. 

TABLE 11.3 

Reasons for consumers' influence or otherwise in decision 
naking and executives' training in marketing are related 

Reasons/Executives' Executives' training in marketing Total 
training in naikceting Trained Not Trained 

Satisfied consuiier essential 14 25 39 
Profitability condition 6 12 18 

Consumers do not know - 15 15 

Total 20 52 72 
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Table 11.3 details reasons for consumers' influence in decision 

making as mentioned by the executives, and the latters' training in 

marketing. The firs,. point to note is that of the 39 executives 

mentioning customer satisfaction is essential for business survival, 

twenty five executives received no training in marketing, representing 

4 %6 of the executives who had no training in marketing. The fourteen 

executives mentioning the same reason represent 70% of the total number 

of executives who had training in marketing. This finding indicates 

that customer satisfaction is important to both groups of executives. 

Finally, all the executives expressing the view that the consumer should 

not influence company decisions because the former do not know what theyc 

want, have had no training in marketing. This finding may indicate 

that a degree of training in marketing would, at least, help executives 

to hold the viewpoint that marketing, through marketing research, 

contributes towards establishing customer needs if an effort is made to 

do so. 

However, the result-of the 'chi square indicates absence of 

association between marketing concept orientation, as represented by the 

reason customer satisfaction is essential, and executives training in 

marketing. Therefore, the two are independent of one another. 

TABLE 11.4 

Reasons for consumers' influence or otherwise in decision 
making and the executives' educational background are related 

Reasons/Executives' executives' educational background 
dotal 

educational background Experience Academic Professional 

Satisfied consumer essential 26 9 4 39 

Profitability condition 8 5 5 18 

Consumers do not know 9 1 5 15 

Total 43 15 14 t2 
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In Table 11.4 the executives' educational background is related to 

the reasons regarding customers' influence, or otherwise, in companies' 

decision making. A number of points emerge ; from the Table. In the 

first place, about 66% of the executives expressing the view that the 

satisfied customer is essential, have experience as their educational 

background, representing 60% of the executives having experience as 

their background. Secondly, executives mentioning profitability as 

a condition for customer satisfaction are equally distributed between 

executives with academic and professional backgrounds, 44% of the 

executives meintioning the same reason have experience as their 

educational background. Finally, those executives expressing the 

view that consumers do not know what they want, mainly have experience 

as their backgrounds. Only one executive has academic background, 

and five executives have professional backgrounds, representing 3 

of executives with professional backgrounds. 

The results of the chi square indicate that executives' educational 

backgrounds and marketing concept orientation represented by the reason 

"satisfied consumer essential" are independent of one another. 

TABLE 11.5 

Reasons for consumers' influence or otherwise in decision 

making and the executives' position in the company are related 

tteasons/Executives' 
Executives' position in the company 

Total 
position in the company Chief 

Executive 
Marketing 
Director 

Sales 
Director 

Production 
Director 

Satisfied consumer essential 9 5 18 7 39 

Profitability condition 6 2 7 3 18' 

Consumer do not know 3 - 9 3 15 

Total 18 7 34 13 72 
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In Table 11.5 the executives' position in the company is related to 

the executives' reasons for consumers' influence or otherwise in decision 

waking. The first p^int emerging from the table is that 46% of the 

executives mentioning satisfied consumer essential, are sales directors 

representing 53% of all sales directors in the sample. This may reflect 

sales directors' contact with the customer. This notion is supported by 

the number of production directors (7 executives) expressing the same reason. 

-Secondly, only 11, E of the executives mentioning profitability are marketing 

directors representing-2 of marketing directors in the sample. Again, 

sales directors are the largest number mentioning the same reason. r'inally, 

marketing directors do not express the view that the customers do not know 

what they want. This conforms to ones' expectation that a major 

responsibility of the marketing director is to identify customer wants. 

Chief executives and production directors equally mention the same reason. 

The latters' viewpoint is probably explained by the distance dimension from 

the customer. 

The results of the chi square test indicate absence of association 

between the executives' positioü in the company and marketing concept 

orientation as presented by the reason "customer satisfaction essential". 

It is concluded that the two factors are independent of one another. 

TAtsLE 11. "6 

Reasons for consumers' influence or otherwise in decision 

making and executives' ace, are related. 

Reasons/ Executives' mxecutives' age bracket Total 
. 

age bracket 25- 
29 

30- 
34 

35- 
39 

40- 
44 

45- 
49 

50- 
54 

55- 
59 

60 
Plus 

Satisfied consumer 
essential 4 4 7 7 9 4 2 2 39 
Profitability condition 1 2 3 1 4 5 2 - 18 

Consumers do not know - 3 2 4 2 4 - - 15 

Total 5 9 12 12 15 13 4 2 72 
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In Table 11.6 reasons for consumers' influence, or otherwise, in 

company decision taking as mentioned by the executives are related to 

the latters' age. The point of view - "Satisfied consumer is essential" 
is mentioned by executives in all age brackets, although the concentration 

seems to be in the age groups 35-49, representing 61% of the executives 

mentioning this reason. secondly, executives mentioning the reason - 
'profitability condition essential", prior to consumer satisfaction, 

appear in all age groups with the exception of the last one. Finally, 

executives expressing the view that the customer does not know what he 

wants, and, therefore, should not influence company decisions, 

concentrate in the are group 30-54 years. 

The chi square test indicates absence of association and it is 

therefore concluded that marketing concept orientation, as represented 

by the reason "satisfied customer essential" and the executives' age 

are independent of one another. 

TABLE 11.7 

Reasons for consumers' influence or otherwise in decision making 

and executives' length of service in the company are related. 

Reasons/Executives' 
Executives' length of service in 

length of service in company (years) 
Total 

the company Under 5- 10- 15- 20- 25- 30- 35 
4 9 14 19 24 29 34 Plus 

Satisfied consumer 
essential 9 8 13 3 2 1 - 3 39 

rrofitability condition 2 4 7 - 4 - 1 - 18 

Consumer does not know 4 5 2 1 1 - 1 1 15 

Total 15 
. 
1 

17 

1 

22 4 7 1 2 4 72 

I 
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Table 11.7 relates executives' length of service in the company 
to the reasons mentioned for consumers' influencing, or otherwise, 

company's decision making. A number of points energe from the Tab1,.. 

Firstly, of the 39 executives mentioning "satisfied consumer essential" 
336 have been in the company for between 10-14 years, another 20% 

under 4 years. Secondly, 3 of the executives mentioning 

profitability condition have been in the company for between 10-14 years, 

representing 31% of the executives in this group. Finally, 60% of the 

executives expressing the view that the consumer does not know what he 

wants have been in the company pp to nine years. 

The results of the chi square test indicate absence of association' 

between. executives' length of service in the company and marketing 

concept orientation represented by the reason "satisfied consumer 

essential". It is, therefore, concluded that the two factors are 

independent of one another. 

TABLE'' 11.8 

Reasons for consumers' influence or otherwise in decision 

making and executives' length of service in their present position are related. 

Reasons/Executives 
Executives l. enth of service in their 

present position (years) 

length of service in Total 
their present position Under 5- 10- 15- 20- 25- 30- 35 

4 9 14 19 24 29. 34 Plus 

Satisfied consumer 
essential 27 5 5 1 - - - 1 39 

Profitability condition 9 3 5 - - - 1 - 18 

Consumer does not know 11 1 2 - 1 - - - 15 

Total 47 9 12 1 1 - 1 1 72 
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Table 11.8 relates executives' length of service in their present 

positions, to the reasons mentioned for consumers' influence, or 

otherwise, in companies' decision making, as mentioned by the executives. 

A number of points emerge fron the Table. In the first place, 94% of 

the executives who have been in their present positions up to fourteen 

years, express the view that consumers should influence company decision 

because satisfied customers are essential for the survival of the 

business. Secondly, 5 of the executives mentioning profitability 

as a condition for customers to influence company decisions have been 

in their positions for up to four years. Another 447° of the eighteen 

executives have been in their present positions for between 5-14 years. * 

Finally, 80% of the executives expressing the view that the consumer 

should not influence company decision because they do not know what 

they want, have been in their present positions for up to four years. 

The results of the chi square indicated absence of association 

between marketing concept orientation, as represented by the reason - 
"satisfied consumer essential",. and executives' length of service in 

their present position. Therefore, it is concluded, the two factors 

are independent of one another. 

12. Company interests v. consumers interests. 

This and the previous question are closely related. They have one 

objective in common and that is to establish the position of the customer 

in the decision making process. It will be recalled that the previous 

question asked whether the customer should influence company decision. 

This question categorically seeks to establish which comes first, 

customer wants or company interest. Implicitly, the latter position 

might necessitate the customer to behave in a way different fro* what 
he would have behaved in the absence of company action. 

Under the marketing concept, the company should always produce 

what the customer wants. Only in this way could the company stay 
in business profitably in the long run. To make the customer do what 
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interests the company may conceivably be taken to an extreme and 
diametrically oppose the requirements of the marketing concept. The 

ideal situation is to acknowledge both, starting with the notion that the 

company dhould produce what the customer wants-and then relate it to 

company objectives, which should. bc in the rudimentary form until 

customer wants are identified. 

Thus, the present question seeks to establish the balance, if any, 
that executives place on these two interrelated elements of the marketing 

mix. From the results of the study it was possible to find two major 

groups of executives each mentioning two reasons to justify their 

position. Table 12.1 summarises the position of the executives. 

It. is clear from the Table that 39 executives believe that the 

company should make what the customer wants and mentioned the following 

reasons: - 

a. Survival of business - 33 executives 

b. Limited company resources - 6 executives 

The other 33 executives believe that there should be a compromise 
between customer wants and company interests. The following 

reasons were maentioned: - 

a. Customers do not know - 16 executives 

d. Company restrained - 17 executives 
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TABLE 12.1 

Reasons for whether company makes customer wants or compromises 

between the latter and its interests as mentioned by the executives. 

Reasons/sake custozer 
wants or compromise 

Make Customer 
wants 

Compromise Total 

Survival of business 33 33 

Limited company resources 6 - 6 

Customers do not know - 16 16 

Company restrained 

Total 

- 

39 

17 

-33-- 

17 

72 

It should be noted that the reason mentioned by groups (b) and (d) 

are different. D's will be shown later. Group (b) indicates that 

because of the company's limited resources the company cannot make the 

customer do what interests it because of the company's limited resources. 
The reason of group (d) implies that whilst taking customer requirements 

into consideration, the company cannot always fulfil them. 

Examining the four mentioned reasons, it is concluded that 

"survival of business" and "company restrained" are the nearest position 

required by the marketing- concept. As is clear from Table 12.1 the 

former reason is mentioned by executives expressing the view that the 

company should make what the customer wants; the latter reason is 

mentioned by the executives believing in a compromise between customer 

wants and-company interests. For analysis purposes, each of these 

reasons is regarded as indicative of marketing concept orientation. 

The first part of this section reports upon tha four reasons 

mentioned by the executives. This will be related to the requirements 

of the marketing concept. Executives' remarks are quoted to support 
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each of the responses. The second part of this section entails first 

the application of the chi square test to the groups of executives 

mentioning reasons (a, and %b) and then applied to the other two groups. 

The objective in each instance is to find if association exists between - 

narketing concept orientation as presented by "survival of business" 

and "company restrained" is related to any one of the factors believed 

to influence the executives' views. Secondly, a detailed presentation 

of the response pattern is related to the size of the company, 

executives' training in marketing and so on. 

Reasons for iakinp what the customer wants. 

a. Survival of business. 

Out of the 39 executives expressing the view that the company 

should make what the customer wants, 33 executives believe that 

absence of such a policy will question the survival of a business 

in the long run. This group of executives is closest to the 

requirements of the marketing concept under which the company 

should make what the customer wants, essential to its survival 

and long term profit position. Expressed in another way, this 

group of executives is customer orientated. 

The Marketing Director of a small company expresses the view 

that "we must make what the customer wants ...... the old concept 

of make and sell is an old thing, it does not work at all. " 

The Chairman of another small company believes that lack of 

making what the customer wants "is the basic fault of British 

industry ...... if you do not make it your policy to do what the 

customer requires, you go out of business. 

The Marketing Director of a nediun company believes that --people 

who make what the customer wants are those who make prizes in 

the world". The Sales Director of a medium company explains 

the position of his company by stating that "the company is 

basically set up to make a certain type of cloth directed to a 

certain segment in the market. After bearing that in mind, you 
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have to know what the customer wants, and make it (otherwise) ...... 
you will find it increasingly difficult to sell". Finally, the 

Sales Director of a large company states that the company should 

lake what the customer wants, "because in the carpet business, 

it is rather difficult to create the denand that could be 

created for other goods". This is due to similar manufacturing 

facilities, particularly in the case of tufted carpets. 

b. Limited company resources. 

This group of executives, numbering six, express the view that 

the company should make what the customer wants. Again this 

conforms with the requirements of the marketing concept. However, 

the underlying reasoning by the executives indicates that they 

are forced to hold this viewpoint. Specifically, -their 

companies would have liked to make the customer do what interests 

the company. However, due to their limited resources this is 

impractical. Holding this viewpoint cuts across the requirement 

of the marketing concept. However, given this limitation, the 

executives believe that their companies should make what the 

customer wants. 

The Chairman of a small company explained the position of the 

company by stating that "we are not big enough to make the 

customer do what interests the company, it needs a lot of money 

to create a market ...... the company cannot afford it". The 

view of the Managing Director of a medium company represents 

that of the other four executives - "if you make what the company 

wants, then you have to be bit enough to alter taste ...... the 

company is not big enough to do this". 

Reasons for conproieisin? between customer wants and company interests. 

This group of executives Inuabering 33) mentioning this reason 

express the ideal position required by the marketing concept. It 

recognises two essential factors. First, that without customer 

satisfaction, a business cannot exist. Secondly, customer wants 
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have to be related to company objectives reflecting company interest. 

Ideally, company objectives should be formulated only when customer 

wants are identified and related to company resources and limitations. 

Two sub-groups were identified expressing different reasons for 

depicting a compromising dance indicating different degrees of 

closeness to the requirements of the marketing concept. 

C. Customers do not know. 

Sixteen executives believe that the company should hold a 

compromising position because whilst it recognises its interests, 

customers do not know what they want. The point of departure 

between this group of executives and that mentioning a similar 

reason in the previous section is that the latter group does 

not sees to concern itself with what the customer wants. The 

attitude crudely stated is that the custoaer does not know 

what he wants and the companies do not endeavour to find out. 

However, the group of executives under consideration recognises 

customers' lack of knowledge, but attempts are continuously 

made to find what the customer is likely to accept. This is 

where conformity with the marketing concept is clear. 

Nevertheless, this position falls short of the ideal because 

companies' weaknesses and strengths are not formally recognised 

and integrated with what the customer is likely to accept. 

To this extent, this group of executives is not as close to 

the ideal requirements of the marketing concept as the following 

group. 

The Managing Director of a large coapany expresses the view 
that "generally speaking the housewife buys it because she sees 
it...... we cannot to too far away fron what the custoner wants". 
In case of new products, the company has to "push the product" 
because the customer is unaware of its existence. "New products 

are necessary for the growth objectives of the company". This 

viewpoint clearly recognises customer satisfaction, but conceals 
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their lack of knowledge as to what they want. Secondly, whilst 

persuing a policy of customer satisfaction, the company has to 

observe its growth objectives. 

d. *Com pany restrained. 

This last group, numbering seventeen executives, indicates the 

nearest position to the marketing concept compared to the last 

group. Thus, whilst the company fully recognises customer 

wants, these are formally integrated with company objectives. 

Given this relationship, the company cannot always fulfil 

customer requirements because of the high cost involved. " 

The Managing Director expressses his view by the following 

remarks "In manufacturing you are faced with two problems. 

Yirst, what you produce must be accepted by the market. 

Second, you are limited to what your resources permit. You 

have to combine both so you run the business on profitable 

lines. 

The views of the rroduction Director of a medium company are 

shared by the majority of executives in this group. ne states 

"the answer is surely both, but always try to cone as near as 

possible to customer requirements. If you come up with a new 

product, you have to interest the customer. If there is 

severe resistance, you either withdraw it or modify it. In 

the short run, you havecto overcome resistance..... if resistance 

is sticky in the long run, it is not the right thing to overcome 

it. You have to think of profits". The Marketing Director' 

of a medium company expresses the view that "we research into 

customer needs and market wants and then plan for this within 

the companies' abilities ...... it is a two way system. 

The remaining part of this section is concerned with a detailed 

presentation of the reasons mentioned by executives regarding the 

relative importance of customer wants and company interest. Aa 

indicated earlier, four reasons were mentioned. Each of these reasons 
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is related to a. number of factors believed to influence the executives' 

point of view. 

Two sets of tables are presented. The first related the reasons 

as to why the company should make customer wants. The second set of 
Tables related the reasons regarding the compromise between customer 

wants and company interests. In each case the important features of 

the Table are noted. the chi square test is used to determine whether 

there is association between marketing concept orientation and any of 

the factors believed to influence executives' opinions. For example, 

whether the survival of the business, as a reason, is related to the 

executives' training in marketing, size of company in which the 

executive is engaged, and so on. 

marketing concept orientation in Table 12.2 is represented by the 

reason "survival of business". That is the company should make what 

the customer wants, otherwise it will eventually go out of business. 

However, although vital, this is a one-sided conception of the 

uarketing concept. More important is that whilst recognising the 

importance of customer requirements, it should be evaluated within 

the framework of company resources. Thus, marketing concept 

orientation in Table 12.3 is represented by the reason "company 

restrained". As such the company, whilst endeavouring to satisfy 

customer wants, is limited by its resources. Clearly, the other 

two reasons are not as close to the requirements of the marketing 

concept. 
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TABLE 12.2 

Reasons for fulfilling customer wants as mentioned by the executives 

and the 1a_ters' length of service in their present position 

Executives length of service in 
Reasons/Executives length 

present position 
of service in their Total . 
present position Under 5- 10- 15- 20- 25- 30- 35 

4 9 14 19 24 29 
1 

34 Plus 

Survival of business 19 5 7 - 1 - - 1 33 

United company resources 3 - 3 - - - - - 6 

jotal 22 5 lv - 1 - - 1 39 

In ! able 12.2 the reasons for making what the customer wants, are 

related to a number of factors believed to influence the' executives point of 

view. As is clear from the table two reasons were mentioned. "Survival 

of business" mentioned by 33 executives, and "limited company resources" 

mentioned by six executives executives. The first reason is considered 

to be nearest to the requirements of the marketing concept. A number 

of points emerge from the Table. In the first place, none of the 

executives mentioning "limited company resources" are from large companies. 

The majority of executives, that is 45% of the sub-sample, mentioning 

survival of business, are from small companies. This is contrary to 

one's expectation. that the larger the company the more likely it is to 

be marketing concept orientated. 

6econdly, the six executives mentioning "limited company resources" 

are equally distributed between those who had training in marketing 

and those who had no training. Of the 33 executives mentioning 
"survival of business", 72% had no training in marketing. These findings 

may indicate that whether an executive had training, or not, does not 

affect his favourable attitude towards the necessity of customer 

satisfaction essential for the survival of the bu3iness. 
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Thirdly, of the executives mentioning survival of business, 66, -b 

have experience as their background, representing 88io of the executives 

with experience in the sub-sample. Only one 'professional' executive 

expresses the view "limited company resources". Of the total executives 

mentioning "survival of business", 33; q are Sales Directors. Only 9, v 

are Marketing virectors and a similar percentage represents Production 

Directors. The reason "limited company resources" is not mentioned 

by Marketing Directors, reflecting the belief that these Directors 

would make what the customer wants as a matter of course, rather than 

accept it as an imposition by the company's limited resources. 

Fourthly; the reason "survival of business" is expressed by 

executives from all age groups, the majority being in the age bracket 

30-54 years. 80 of the executives mentioning the sane reason 

have been in the company for under 14 years. All the executives 

mentioning "limited company resources" have been in the'coapany for 

between 5-14 years. rinally, a similar response pattern exists for 

the executives' length of service in their present positions. Thus, 

93% of the executives have been in their present positions for under 

14 years. 

The chi square test has been applied to each of the above factors 

to find if an association exists between a particular factor and 

marketing concept orientation an presented by the reason "survival 

of business". With no exception, it was not possible to establish 

an association. Therefore, it is concluded that the two factors 

are independent of one another. 
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TABLE 12.3 

Reasons for compromising between customer wants and company 

interests as nentioned by the executives and the latters- length 

of service in their present position. 

Executives length of service in 
Reasons/Executives their present positions Total 

service in length of Under 5- 10- 15- 20- 25- 30- 35 their present . their 4 9 14 19 24 29 35 Plus 
osition 

Customers do not know 15 1 - -- - - - - 16 

Company restrained -10 3 2 1 - - 1 - 17 

Total 25 4 2 1 - - 1 - 33 
ti 

In Table 12.3 the reasons for compromising between making-what the 

customer wants and making the customer do what interests the company, as 

mentioned by the executives, is related to the factors believed to 

influence the latters" viewpoint. As mentioned earlier, the reason 

"coipany restrained", implies that the company would have liked to 

make what the customer wants to the minutest detail. This is 

impractical because of limited resources. '11, erefore, this reason is 

considered as the nearest position to the requirements of the marketing 

concept with respect to this group of executives. A number of points 

emerge from the fable. 

In the first place, a surprising 75 of the executives mentioning 

the reason "customer does not know" are from large companies. The 

general belief is that the larger the company, the more it endeavours to 

identify customer requirements. however, in the case of seven 

executives, marketing research projects revealed difficulties in 

establishing customer wants forming the basis of the response. The 

reason "company restrained" is about equally mentioned by executives 

from medium and large companies. 
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Secondly, of the sixteen executives mentioning -customer does 

not know-- 87% have had no training in marketing, representing 567+ of 
the-executives with no training in marketing, in the sample, The other 
44% express the view "the company is restrained" in its action by its 

limited resources. The percentage representing 64% of the 17 

executives expressing this reason. This finding may indicate that 

absence of training in marketing does not substantially affect the 

executives'. viewpoint. - 
The executives' educational background related to the reasons 

mentioned indicate a similar pattern. Of the 16 executives 

mentioning "customer does not know" about 6Z have experience as their 

background. The remaining 17 executives in the sub-sample provide 

a similar pattern, where 5376 of the executives mentioning "company 

restrained" have experience as their educational background. 

Fourthly, of the total executives mentioning "conpany restrained" 

63% are Sales Directors and only one executive is a Marketing Director. 

This is contrary to one's expectations, in that the majority of 

Marketing Directors would mention this reason. Executives from all 

ate brackets mention the reason "company restrained". A slightly 

different age distribution prevails for executives mentioning 

"customer does not know what he wants". 

Fifthly, 35/ý of the executives mentioning "company restrained- 

have been in the company for under four years. High frequency of 

aentioninC -customers do not know" appear in the periods 5-9 and 

20-24 years. Finally, 9376 of the executives mentioning "customers 

do not know" have been in their position for four years or less. 

A similar frequency of mention of 5ff// occurs with those executives 

mentioning "company restrained". 

Again the chi square test has been applied to reveal association, 

if any, between marketing concept orientation presented by the reason 

"company restrained" and any one of the factors discussed above. 

The results indicate absence of association. Therefore, it is 

concluded that the two are independent of one another. 
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13. Responsibility of the salesman. 

The object of this I question is to establish the responsibility of 
the salesman as viewed by the executives in the industry. ' Ultimately 

this is related to the requirements of the marketing concept. lt is 

realised that selling is essentially as old as the concept of exchange 

under a barter economy and, more so, under an economy utilizing money 

as a medium of exchange. To this extent, the fundamental responsibility 

of the salesman is to sell the product or service in question. All 

the executives participating in the study expressed this central 

responsibility. Beyond this, the research worker was interested to 

find whether the salesman's task included other responsibilities. 

Specifically, is the salesman used as an instrument of marketing 

research? How does the salesman handle and react to market conditions? 

What is the salesman's relationship with, first the customer and second 

his company and so on. Thus, specific questions were utilized to 

reveal the prevelance of such practices. 

The findings of this point of investigation &re difficult to 

classify in one or another form. Specifically, it is not realistic 

to classify an executive as maintaining an unfavourable attitude. towards 

the marketing concept if his expressed view indicate that the salesman 

should not be used as a vehicle for marketing research. Arnuaber of 

factors relevant to the company may be the explanation, for example, 

is marketing research ill-conceived by the executive, or perhaps 

action upon previous findings was disappointing. 

Thus, in discussing the responsibility of the salesman, it is 

necessary to bear in mind a number of factors. A number of marketing 

text books suggest the use of salesmen as vehicles for marketing 

research. Instantaneously one has to enquire the validity of this 

useage in that the company might have its specified marketing research 

department or perhaps commission its marketing research programmes. 

Another possibility is lack of faith in the results of marketing 

research. The impact of whether the salesman is used as a vehicle 

of marketing research, or otherwise, is not indicative of marketing 

concept orientation. The same reasoning may equally be applied to 
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other functions. of the salesman. However, the only possible exception 

0 

is when the salesman is -specifically instructed to sae to harmonious 

relationship with the .; ustomers. It should immediately be pointed out 

that it is in his interest to believe in this way, otherwise his source 

of livelihood night be in jeopardy. 

The best that could be said in this connection is that the salesman 

should be viewed as one of the marketing tools whose functions and 

responsibility is ultimately determined by the marketing strategy of 

the company. To this extent it is a flexible element. in the marketing 

 ix. It is not difficult to conceive its practical aspect. For 

example, a company night be in the process of launching a new range, 

the salesman may be instructed to function very closely with the outlets, 

from answering queries to the display of pattern books. This 

responsibility may fade once the range gains a satisfactory level of 

acceptance. Clearly the salesman's task will vary depending or, the 

phase of the marketing strategy. However, one may conclude that a 

happy combination of obtaining market information, formal use in 

marketing research projects and a good customer relationship is ä 

desirable frame of work for the salesman. 

The last three areas of responsibility have been forced individually 

in the results of the study. It should be pointed out that the 

presence of one activity does not automatically exclude the absence 

of the other two. The categorisation of these activities are based 

on predominance of a specific activity. Implicitly, if an executive 

is classified as not using the salesman as a vehicle for marketing 

research, it indicates that useage does not take place in an 

"important way". 

It was thus possible to find the following activities undertaken 

by the'salesnan: - 

a. Selling 

b. vehicle for marketing research 

c. feedback information 

d. Good customer relations 

- 72 executives 

- 13 executives 

- 35 executives 

- 24 executives 
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In the first part of this section, each of the above four activities 

are reported upon individually, utilizing comments and remarks by the 

executives participating in the study. As izplied earlier, the object 
is to report upon the activities existing in the industry. It should 

be noted that three companies do not have a sales force. Executives 

views in these companies are secured assuming that salesmen were 

employed. 

a. Sellinr. 

All'the executives in the study indicated that selling is the 

prime responsibility of the salesman. However, only two 

executives expressed the view that the salesman's main 

responsibility is to get orders because pattern books perform 

the selling job. Although the notion of "order getters" is 

mentioned by few other executives, it is viewed as a-result 

of the salesman's selling efforts. However, the majority of 

executives believe that selling in the carpet industry is 

different compared with other industries. In the former 

"hard selling" will not work. In other words the. _salesaan 
should not push the product to the outlet using psychological 

tactics. As one Managing Director explains that the bulk 

of business is from "repeat orders". If the outlet is not 

satisfied there will be no repeat orders. 

The selling responsibility of the salesman is a central 

activity under modern marketing. However, the extent of his 

responsibility is detern. ined by the marketing strategy which 

in turn details the various marketing plans for elements in 

the marketing mix. Thus one has to view the salesman's 

responsibility in the context of the overall marketing set up 

of the company. Only in this way is-it practical to establish, 

or otherwise, marketing concept orientation. 
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b. Vehicle for marketing research. 

This activity is expressed by thirteen executives. The difference 

between this and the following responsibility is that the salesman 
is formally recognised as a medium through which marketing 

research could be undertaken. As such he is given specific 
instructions to secure certain information which is part of a 

marketing research project. This set up recognises the 

importance of marketing research in the company. The reasons 

range from financial limited resources to have a full time 

marketing research staff, to the salesman's knowledge of the 

company's problem. However, a word of caution is mentioned by 

eight of the executives, that is, in handling the information 

gathered by the salesman, allowance has to be made for elements 

of bias on the part of the salesman. 

The views of the Managing Director from a medium company reflect 
that of the majority of executives mentioning this reason. 

The salesman "lives with the company's problem". Thus he is 

in the "best position ...... to gather the necessary information". 

It is a waste of time and money for outsiders to know first, 

the problems of the industry and second, that of the company. 

The salesman does not have these limitations. 

c. Feedback information. 

Thirty five executives expressed the viewpoint that the major 

responsibility of the salesman is to feed back information to 

the company regarding marketing and market conditions. They 

receive no specific instructions and are thus expected to flow 

information on a continuous basis. Clearly, this is different 

from the above activity. 

The major problem with this set up is that the responsibility 

of discriminating information is left entirely to the salesman. 
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The issue is whether the salesman is fully aware of the company!, s 

problem to enable meaningful discrimination. Irrelevant market 

information may result as well as absence of vital information. 

Again ten executives express the view that the reports of the 

salesman should be treated with caution because first, intended 

bias, and second, being affected by the last customer or Iý, 

product handled. 

Again the views of the Sales Director of a large company reflect 

those of the executives mentioning this responsibility. "The 

salesman spends considerable time in the field ...... he knows 

competitbrs'"activities, what is selling beat, and so on. It is 

difficult to give specific instruction ...... we expect our men 

to"report on everything". Another Sales Director remarks, 

"but you have to allow for salesman bias ...... after all he is 

human". 

d. Good customer relation. 

The 24 executives mentioning this activity believe that the 

salesman's prime responsibility is to cultivate and maintain 

good customer relations. unce this is achieved, other things 

would follow, for example, selling and securing market 

information. This activity embraces a number of things, for 

example, helping the outlet with display set up, providing 

technical and possibly commercial advice, display of pattern 

books. In short, to make the outlet feel that the salesman 

is on his side rather than simply selling the product. The 

salesman should thus "service" the outlet. 

This activity is becoming increasingly important in the 

carpet industry as elsewhere, because of the intensity of 

competition. If a particular company overlooks it, competitors 

will not. The emergence and the possible imminence of this 

activity is a happy development from the viewpoint of marketing 
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concept orientation. However, in the context of the study, this 

activity is not a formalised one. - lt seems that salesmen perform 

it to enhance their performance in the long run. 

In the remaining part of this section the function of the salesman 

as expressed by the executives is presented in detail and related to a 

number of factors believed to influence the executives' point of view. 

As-is clear from the Table, the number of executives is 72. However, a 

number of companies do not utilize a sales force. Thus, their 

inclusion indicates their views towards the function of salesmen had the 

latter been in the employment of the company. 

It is not practical, for the reasons mentioned earlier, to classify` 

any particular salesman's function as conforming to, or deviating from, 

the requirements, of the marketing concept. Thus the application of the 

chi square test is not practical. At best a combination of the 

activities discussed earlier is the best position approximating to the 

requirements of the marketing concept. The individual presentation 

of the activities indicates relative importance. 

TABLE 13.1 

Responsibility of'the salesman as expressed by the executives 

and the size of the company. 

Responsibility/Size of Company 
Size of Company 

Total 
Small riedium Large 

Vehicle for marketing research 44 5 13 

Feedback information 11 12 12 35 

Good Customer relations 98 7 24 

Total 24 24 24 72 
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Table 13.1 details the responsibility of the salesman as expressed 
by the executives and the size of the company. The first point 

emerging from the Table is that the activity "vehicle for marketing 

research" is about equally mentioned by executives in the three groups. 
The same pattern is repeated with the other two activities. It is clear 
from the Table that no connentration of frequency of mention seems to 

prevail in any of the activities. It is therefore possible to conclude 
that the size of company in which executives are employed has no bearing 

as tb the responsibility of the salesman. 

TABLE 13.2 

Responsibility of the salesman as mentioned by the executives 

and the latters' training in marketing. 

Responsibility/Executives' Executives' training in-. marketing Total 
training in marketing Trained Iot Trained 

Vehicle for marketing research 3 10 13 

Feedback information 11 24 35 

Good customer relations 6 18 24 

Total 20 52 72 

Table 13.2 details the responsibility of the salesman as mentioned 
by the executives and is related to the latters' training in marketing. 
In the first place 76% of the executives mentioning the activity "vehicle 

for marketing research" have had no training in marketing. The activity 
"feedback information" about the market is mentioned by thirty five 

executives out of which 68% have had no training in marketing. Finally, 

of the executives mentioning the activity "good customer relations" as 
the major activity of the salesman, apart from selling, 75% have had no 
training in marketing. The remaining percentage represents 25% of the 

I 

executives with training in marketing. 
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TABLE 13.3 

Responsibility of the salesman as mentioned by the executives 

and the letters' educational background. 

Executives educational background 
Responsibility/Executives' Total 
educational background Experience Academic Professional 

Vehicle for marketing 
research 7 3 3 13 

Feedback information 22 6 7 35 

Good customer relations 14 6 4 24 

Total 43 15 14 72 

The executives' educational background related to the salesman's 

responsibility as expressed by the executives, is presented in Table 13.3. 

A number of points emerge from the Table. In the first place, an equal 

percentage of executives mentioning the activity "vehicle for marketing 

research" have academic and professional backgrounds. The remaining 53ib 

have experience-as their background, representing 16% of the executives in' 

this group. Secondly, of the executives expressing the activity 

"feedback market information", 6276 have experience as their background, 

representing 51% of executives in this group. The remaining 3 is about 

equally divided between the remaining two groups of executives. Finally, 

of the twenty four executives mentioning good customer relations, 58"i 

have experience as their background, 25% with academic background and 

the remaining 17% with professional background. 
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TABLE 13.4 

Responsibility of the salesman as mentioned by the executives 

and the latters' position in the company. 

Executives position in the company Total 
Responsibility/Executives' ref Marketing Sales Production 
position in the company Executive Director Director Director 

Vehicle for marketing 
research 2 1 6 4 13 

Feedback information 9 3 15 a 35 

Good customer relations 7 3 13 1 2. 

Total 1s 7 34 . 13 72 

Table 13.4 relates the executives' positions in the company to the 

responsibility of the salesman as expressed by the former. The first point 

emerging from the Table is that only one-executive of those mentioning 

"vehicle for marketing research" is a Marketing Director. Secondly, 42% 

of the executives mentioning "feedback information" are Sales Directors, 

6 are Marketing Directors and 24% are Chief Executives. Finally, of the 

executives mentioning the activity "good customer relations", 12% are 

Marketing Directors, 29 Chief Executives, 54% Sales Directors and 5% 

Production Directors. It is clear from the Table that the highest 

concentration of frequency of mention for each of the activities 

eminates from Sales Directors. 
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TABLE 13.5 

Responsibility of the salesman as mentioned by the executives 

and the latters' age. 

Responsibility/Executives' 
Executives' age bracket 

Total 

age bracket 25- 
29 

30- 
34 

35- 
39 

40- 
44 

45- 
49 

50- 55- 
54 j 59 

60 
Plus 

Vehicle for marketing 
research 1 2 3 1 1 3 2 - 13 

Feedback information 3 3 9 8 7 3 2. - 35 

Good customer relations 1 4 0 3 7 7 1 i 24 

Total 5 9j 12 12 15 
L13 

.4 
2] 72 

In Table 13.5 responsibility of the salesman is related to the 

executives' age bracket. The activity "vehicle for marketing research" 

is mentioned by executives in all age brackets, except the last one, 

with a slightly higher concentration of frequency of mention in the age 

brackets 35-39 and 55-59 years. Again the salesman's activity to 

feedback information about the market is mentioned by executives in all 

age brackets except the last one. Frequency of mention is. relatively 

high in the age bracket 35-54 years, representing 68% of the executives 

in this group. Finally, the activity "good customer relations" is 

mentioned by executives in all age brackets except the age bracket 

35-39 years. Frequency of mention being relatively high in each; of 
the age bracket 50-54 and 45-49 years. 
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TABLE 13.6 

Responsibility of the salesman as mentioned by the executives 

and the latters' length of service in the company. 

lity/Executives' Responsib 
Executives' length of service in 

i co ̂ I - Total 
length of service in Under 5- 10- 15- O- 25- 3 0- 35 
the company .4 9 14 19 24 29 34 Plus 

Vehicle for marketing 
research 4 4 1 1 2 - - 1 13 

Feedback information 6 7 15 3 2 - 1 1 35 

Good customer relations 5 6 6 - 3 1 1 2 24 

Total 15 17 22 4 7 1_ 2J 4 72 

In Table 13.6 the responsibility of the salesman as expressed by 

the executives is related to the latters' length of service in the company. 

A number of points emerge from the Table. In the first place, out of the 

executives mentioning the activity "vehicle for marketing research", 

eight executives have been in the company for under nine years, equally 

divided between the first two periods. The activity "feedback information" 

is mentioned by 33 executives who have been in their position for under 
twenty four years. Frequency of mention being relatively high for 

the period 10-14 years. Finally, the executives mentioning the activity 
"good customer relations" figure in all periods except for the period 

15-19 years. Frequency of mention being relatively high for the first 

three periods. 
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TABLE 13.7 

Responsibility of the salesman as mentioned by the executives and 

the latters' length of service in their present positions. 

Executives' length of service in 
Responsibility/Executives' their present position Total 
length of service in their Under 5- 10- 15- 20- 25- 30- 35 
present positions 4 9 14 19 24 29 34 ! Plus 

Vehicle for marketing 
research 10 1 1 1 - - - - 13 

Feedback information 24 6 5 - - - - - 35 

Good customer relations 13 2 6 - 1 - 1 1 24 

Total 47 9 12 1 1 - 1 1 72 

In Table 13.7 executives length of service in their present positions 
is related to the salesman's responsibility as expressed by the executives. 
The activity "vehicle for marketing research" is mentioned by ten 

executives who have been in their present positions for four years or less, 

representing 76% of the executives in the group. Secondly, of the 

executives mentioning the activity "feedback market information", 6810 have 

been in their positions for four years, or less, with no executive being* 

in his present position for longer than fourteen years. Finally, the 

activity "good customer relations" is mentioned by thirteen executives 

Who have been in their present position for four years or less, 

representing 54% of the executivesiin this group. 
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14. Necessity of promotional activities. 

Promotion is but one element in the marketing mix of a company. 

. Its place and relative importance is decided by the marketing strategy 

specifying short and long term objectives. Essentially then, promotion 

aids achieving company objectives. 

Marketing text books provide four classifications of promotion. 

First, advertising, which is by far the oldest and best known form of 

promotion. Its adoption in the company promotional strategy implies 

a pull promotional strategy, in that it attracts the customer to the 

product or service. Secondly, personal selling is the face-to-face contact 

between buyer and seller implying a push promotional strategy. Thirdly, 

sales promotion ranging. in activity from "offers" to contests. Finally, 

public relations which may be directed to the trade, employees, 

shareholders and general public. The last two promotional activities 

entail pulling the customer to the product or service. It should be 

noted that promotion in one form or another is appropriate at one time 

or another, depending on the phase of the company's marketing strategy. 

It goes without saying that no company can survive in the long run if 

it does not achieve sales, for example, if the company does not use 

salesmen, somehow it has to dispose of its produce. . 
clearly, using the term promotion in this context requires further 

clarification. This was not attempted, on the study of attitudes 

towards the marketing concept. However, four chapters are devoted 

to the four promotional activities outlined above when the object is 

to study application of the marketing concept. 

In the present context, the object is first to find out whether 

promotion is essential in the company's efforts. Secondly, ' reasons 

for the status of promotion. As expected, two groups of executives 

emerged: one expressing the view that promotional activities are 

essential for any company; the other believing otherwise. The 

second finding is of more substance than the former because it reveals 

executives' thoughts on promotion. 
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It is not meaningful to say that the absence of one type of 

promotional activity indicates absence of marketing concept orientation. 

Indeed, three elements of the promotional mix might not appear in the 

company's strategy, yet its executives could be marketing concept 

orientated. A great deal depends on what the company is trying to 

achieve at a particular moment in time, for example, if a new range of 

carpets is ready for launching, pattern books, information, materials 

might assume top importance. However, given that promotion is 

essential for my company, indirectly it would be possible to establish 

the extent to which the reasons mentioned conform to, or deviate from, 

the requirements of the marketing concept. Table 14.1 summarises 

the findings. 

TABLE 14.1 

Necessity or otherwise of promotional activities for any company 

as mentioned by the-executives., 

Reasons/necessity of 
promotional activities 

Promotional 
activities essential 

Promotional 
activities not 

essential 
Total 

Help selling 10 - 10 

Make products known 23 - 23 

Depends on company 
objectives 6 - 6 

Competition dictates 7 - 7 

Small company size - 6 6 

Right product essential - 12 12 

Waste of money - 8 8 

Total 46 26 72 
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It is clear from Table 14.1 that forty six executives express the 

view that promotional activities, in one form or another, is essential 
for any company. Th remaining twenty six executives believe that 

their companies perform equally well without promotion. It should be 

pointed out that the latter group of executives excluded personal 

selling as a promotional effort. 

The first part of this section is devoted to a detailed presentation 

of the reasons as mentioned for and against the importance of promotion. 

! gain, executives' remarks and comments are utilized. The second part 

relates the reasons mentioned to the seven factors believed to influence 

executives' points of view, for example the size of company in which an: 

executive is employed, his training in marketing and so on. For 

analytical purposes, the reason "depends on company executives" is 

assumed°to be the nearest position to the requirements of the marketing 

concept. 

a. Help selling. 

This group of executives, numbering six, believe that promotional 

activities are essential towards achieving company objectives 

because it helps selling. By the term promotion, the 

executives understand any promotional activity, apart from face- 

to-face selling. However, particular emphasis is placed on 

advertising and sales promotional material respectively. 

Public relations, as a promotional tool, is an after thought, 

with the exception of a small company which regards public 

relation activities as a vital promotional tool, "something the 

majority of companies fail to exploit". 

The Sales Manager of a small company expresses the view that 

"it is desirable to promote goods properly to achieve sales. 
Promotion in this context io taken to include consumer 

advertising, trade advertising, point of sale material, stands, 

window display and pattern books". 



311. 

b. Make products known. 

This group of executives, numbering twenty three, believe that 

promotional activities are essential because it makes the products 
known to the customer. Again advertising and sales promotion 

are given priority. Indeed it is suggested that whatever 

product attributes a company's product commands, if it is not 

made known to the customer, it is unlikely it will sell in 

desirable volume. However, once the product is brought to the 

attention of potential buyers, a multitude of factors affect 

sales, the most important being competitors offerings in terms 

of quality, design, price etc. ' Clearly, this group of 

executives view promotion as a means to sales achievement, rather 

than an instantaneous relation between the two, as the first 

group of executives leads us to believe. 

The Marketing Director of a medium company expresses the'view 

that "technically it is not difficult to produce a certain 

product". Having done this "you have to bang the drums to let 

people know what you are trying to sell". The Sales Manager 

of the same company believes that because of absence of brand 

awareness and loyalty it is essential to. continuously make known 

the-company's products to the customer. Thus "once the customer 

enters the shop, then every effort must be exerted to gain his 

custom and here promotional activities are of paramount 

importance". The Sales Director of a large company states that 

"however good the product is, it has to be promoted" for the 

customer to know of its existance and possibly buy it. 

The Sales Manager of another large company states that "it is 

true to say that customers tend to be a little lazy. You have 

to bring to their notice what is good in your product. Therefore 

you have to have window display to create awareness of your 

product". 
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c. Depends on company objectives. 

This group of executives, numbering six, while believing that 

promotional. activities are essential for achieving company 

objectives, the importance of promotion as a whole, and certainly 
the relative importance of promotional elements in the promotion 

mix is. determined by the company marketing objectives. As such, 

promotion is considered as a flexible tool manipulated to achieve 

certain specified goals. Indeed, it is regarded as an integral 

part of the marketing job. In other words, specifics are 
decided upon in the light of what the company is planning to 

achieve.. Clearly, promotional activities in this framework 

are not a hit and miss affair, but a carefully planned activity. 
Marketing concept orientation requires such a viewpoint in that 

every marketing activity is designed to achieve specific goals 

and each and every activity is integrated towards this. er, d. 

The fundamental difference between this group of executives 

and the other three groups believing that promotional activities 

are essential, is that each, of the latter groups emphasise a 

particular reason and seems, -to be a paramount factor when 

considering promotional decision. The present group of 

executives holds no such. commitment rather "it all depends on 

what the company is planning to achieve" as expressed by the 

Managing Director of a medium company. 

d. Competition dictates. 

As indicated above, one factor seems to be central in justifying 

the undertaking of promotional activities. Thus, the present 

group of executives, numbeting seven, believe that because of 

competition, promotional activities should be undertaken. 

In other words, the executives concerned would not undertake 

promotion. This raises the obvious question as to who runs 
the business, competitors or the management team of the company. 



13. 

However, this viewpoint should not be regarded as deviation from 

marketing concept orientation, because it clearly recognises the 

importance of promotion in achieving overall marketing objectives. 
What they fail to recognise is promotion's flexibility within 
the. framework of company marketing objectives. 

The Managing Director of a medium company expresses the view that 

"nowadays there is so much competition and over supply - left to 

itself, the product does not stand a change" of being sold. 
Moreover, "competitors heavily promote, you cannot afford not to 

promote your products". The Production Director of a large 

company states that "people do not come along and say please can 

we have your product ...... by the end of the day, you are 

doing what your competitors are doing". 

e, Small m mnzny size. 

This group of executives, numbering six, believe that promotional 

activities are not essential for achieving company activities 

because the companies are small to undertake promotional 

activities. The major reason for this is financial. Simply 

the company does not have the necessary financial resources to do 

it. Secondly, the executives feel that if promotion was 

undertaken and proved successful, the companies do not have the 

capacity to meet the demand. In any case the companies in which 

these executives are employed follow the market. Often they 

produce what is already selling well. One Sales Director 

suggested that the "big boys promote for us". 

The Managing Director of a small company, whose opinions are 

similar to the other executives, expresses the view that "you 

have to do it (promote) in a very big way to pay off. The costs 
involved will be too high because of the comparatively few 

articles, this will probably double prices". 
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f. Right product essential. 

This group of executives, numbering twelve, believe that given 
the right product no promotion is necessary. In other words, 
if the product is not the right one, it is unlikely to sell 

irrespective: -of promotional intensity. In a limited sense 

this viewpoint is right, but it completely ignores the potential 

use of promotion under certain marketing conditions. Moreover, 

promotion is not recognised as a marketing tool in that it is 

not considered at any phase of running the business. It seems 

that this decision has been-taken in the past and is not subject 

to review. 

The view of the Production Director of a large company represents 

the majority of executives in this group - "if you get the right 

colour and design, the stuff sells itself". 

ft. Waste of money. 

Eight executives believe that promotional activities are not 

essential for achieving company objectives because it is a waste 

of money. Clearly, this viewpoint is not valid in view of the 

techniques available to measure the effectiveness of promotional 

activities. Indeed, it is the case that none of the companies 

in which these executives are employed are aware of the 

existence of such techniques. Again it seems that a decision 

has been made that promotion is a waste of money and no attempt 

has been made to review it. In two cases this has been the 

result of disappointing products, which have been promoted. 

It goes without saying that a number of factors could have 

contributed to the failure of the products. The small size of 
the company is mentioned in connection with this reason. 

Specifically, for promotional activities to be effective, a 

certain minimum is essential, but the company, because of its 

small size, cannot afford this minimum. The Sales Director 

expresses the view that "money spent on promotion is wasted ...... 
it is better spend on discounts". 
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The remaining part of this section is devoted to a detailed 

presentation of the reasons given regarding the necessity, or otherwise, 

of promotional activities and is, rdlated to the factors believed to 

influence the executives' point of view. The first set of Tables 

deals with the group of executives expressing the view that promotional 

activities are essential for any company. The second set is concerned 

with the executives, believing that promotional activities are not 

essential for any company. The ultimate objective is to find if 

association exists between marketing concept orientation and any one 

of the factors. 

For analytical remarks, each Table is considered in detail, pointing 

out its important features. Fron what has been said in the first part 

of this section, it is implied that if marketing concept orientation 

exists at all, it will be found amongst executives expressing the view 

that promotional activities are essential for any company. _. 
Clearly, 

those executives believing otherwise are unlikely to be marketing concept 

orientated. 

Thus, given the reasons expressed by the executives indicating 

a positive response, it is assumed that the view "depends on company 

objective" is the nearest position to the requirements of the marketing 

concept. From the remarks made by the six executives in the group, 

it is categorically remarked that when promotion is considered, it has 

to be viewed as an integral part of the overall marketing effort and 

what the company is trying to achieve. Clearly, this conforms to the 

requirements of the marketing concept. The chi square test is applied 

to find if there is association between marketing concept orientation, 

as presented by the reason "depends on company objectives" and any 

one of the seven factors. 
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TAiiLF 14.3 

Reasons for necessity of promotional activities as mentioned by the 

executives is related to the latters' length of service in present 

position. 

Executives length of service in 

easons /Executives' R present position 
of servi ce length Total, 

Under 5- 10- 15- 20- 25- 30- 35 
4 9 14 19 24 29 34 Plus 

Help selling 6 - 4 - - - - - 10 

Make Products known 17 1 3 - 1 - 1 23 

Depends on Company 
objectives 3 1 2 - - - - - 6 

Competition dictates 4 1 - 2 - - - - 7 

Total 30 1 3 9 1 1( - 1 46 

Table 14.2 details the reasons for the necessity of promotional 

activities in achieving company objectives as mentioned by the 

executives, and is related to the seven factors that may affect the 

executives' viewpoint. A number of points emerge from the Table. 

In the first place 50 of the executives mentioning the reason "help 

selling" are from small companies and only 10% come from large 

companies. Of the six executives mentioning "depends on company 

objectives" - the nearest position to the requirements of the marketing 

concept - four executives come from small companies and none from large 

companies. This is contrary to what is expected in that the larger 

the company is, the more marketing concept orientated it is. The 

reason "make products known" is mentioned by executives from the 

three size groups of companies, with the highest frequency of mention 
from large companies. 
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The majority of executives trained in marketing express the view 

that promotional activities are essential for a company to achieve its 

marketing objective. Jnly 20'% of the trained executives believe 

otherwise. Of those agreeing, 50% believe that promotional activities 

are essential because it makes the product known to the customer, and 

1'% mention the reason "depends on company objectives". A similar 

number of executives mentioning the same reason have had no training 

in marketing. Of the executives mentioning the reason "make a 

better product", 65% have no training in marketing. 

Thirdly, 60% of the executives with experience as their 

educational background believe that promotional activities-are 

essential, out of which 11% and 4 mention the reasons "depends on 

company objectives" and "make product known", respectively. 

Executives with academic background agreeing with the necessity of 

promotion represent 60% of the total executives in the group, out of 

which 7776-mention the reason "make abetter product". Of the eleven 

executives with professional background, representing 78" of the 

executives in the group, 45% mention the reason "make products known". 

Of the executives mentioning the reason "depends on company objectives" 

50% have experience as their educational background. This may 

indicate that academic and professional backgrounds are not essential 

for marketing concept orientation. 

Fourthly, of the Chief Executives in the sample, 6176 believe that 

promotional activities are essential, out of which 36% mention the 

reason "depends on company objectives". Marketing Directors in the 

sub-sample represent 85'%o of those in the grand sample. Of the latter 

percentage, 66% and 34% mention the reasons "make products known" and 

"help selling" respectively. It is noted that none of the Marketing 

Directors express the reason "depends on company objectives". 

The reason "make products known" is mentioned by executives in 

all age brackets, save for the 55-59 years bracket,, the highest 

frequency of mention occuring in : the 45-49 bracket. The executives 

mentioning the reason "depends on company objectives" come from four 
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different age brackets. Of the total executives in the ace group 
45-49 years, 66% express the view that promotion is essential. This 

group represents the highest percentage of executives, relative to the 

other age groups, in mentioning the same-. reason. 

rifthly, the executives mentioning the reason "help selling" 

have been in their present positions for less than fourteen years. 

Of the six-: executives mentioning the reason "depends on company 

objectives", 66% have been in the company between 5-9 years. The 

reason "make products known- is mentioned by executives who have been 

in the company for various lengths of time, except for those who have 

been in the company for four years or less. Executives who have been 

in the company for a period between 10-14 years, and express the 

viewpoint that promotional activities are essential for achieving 

company objectives, represent 8111o of the total number of executives in 

the same period. 

The last factor to consider is the executives length of service 

in their present position. These executives who have been in their 

present positions for uflder four years represent 63% of the total 

number of executives in this group. Of this percentage, lWo and 560 

mention the reasons "depends on company objectives" and "make products 

known" respectively. The other length of service period where 

frequency of mention is high is the 10-14 years where 19% of the 

executives in the sub-sample concentrate, out of which 22% and 44% of 

the executives mention the reasons "depends on company objectives" 

and "help selling" respectively. 

The chi square has been utilised to find if association exists 

between marketing concept orientation as presented by the reason 

"depends on company objectives" and any one of the factors assumed to 

influence executives' viewpoints. The results indicate absence of 

association. It is therefore concluded that the two factors are 

independent of one another. 
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TABLE 14.4% 

Reasons for not undertaking promotional activities as mentioned 

by the executives and the latters' length of service in present 

position. 

Executives' length of service in 

Reaaons/Exeeutiveä' present position 
Total length of service Under 5- 10- 15- 20- 25- 30 35 

4 9 14 19 24 29 34 'Plus 

Small. company size 3 1 
.2 - - - - - 6 

Right product 
essential 10 2 - - - - - - 12 

Waste of money 4 3 1 - - - - - 6 

Total 17 6 3 - -j - - - 26 

Table 14.3 relates1. the reasons mentioned by the executives for not 
believing that promotional activities are not essential for achieving 

company objectives to the factors believed to influence executive view- 

point. The reasons given are considered against the requirements of'the 

marketing concept. As such the chi test is not used. However, a 

number of points emerge from the Table. In the first place, none of 
the executives from medium and large companies believe that promotional 

activities are not essential, because of the small size of the company. 
This conforms to one's expectations that small companies are limited 

in their activities because of their limited resources, compared to 

other size companies. The highest frequency of mention for the reason 
"right product essential" occurs in large companies. 

Secondly, none of the trained executives in marketing believe that 

the small size of a company is an impediment to utilising promotional 
techniques. Again, this corresponds to one's expectation in that 

marketing training should orient the executive in a favourable way towards 
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the marketing concept. Again, the highest frequency of mention occurs 
for the reason "right product essential" expressed by 40% of the 

executives with no training in marketing - in the sub-sample. 

Only executives with experience as their educational background 

express the view that promotion is not essential because of the small 

size of the company. This may contribute to the conclusion that lack 

of academic or other form of training is not conducive to marketing 

concept orientation. The reason "right product essential" is 

egiially mentioned by-executives with experience and academic background. 

Executives with professional backgrounds assume 16% of the total number 

in this group. The reason "waste of money" is mentioned equally by 

executives with academic, --and professional backgrounds. Executives 

with experience as background assume 80% of the total number in this 

Group. 

Fourthly, none of the marketing directors believe that small size 

of company prevents the ueeage of promotional: _activities in achieving 

company objectives. Clearly, this repeats one's expectation that 

Marketing Directors should be intimately acquainted with the various 

marketing tools. Again, none of the Marketing Directors believe that 

promotion is a waste of money. The frequency of mention by Sales 

Directors is the same for the reasons "right product essential" and 

"waste of money". Significantly, Production Directors who are distant 

from marketing do not believe that promotional expenditure is a waste 

of money. 

Executives' ages do not clearly diecriminate in favour, or 

otherwise, for any one of the reasons. Frequency of mention for each 

of the reasons given, appear in all age brackets with the exception of 

three and two age brackets for the above reasons respectively. For 

example, executives mentioning the reason "right product essential" 

are under 54 years of age. 

Sixthly, all the executives believing that the company is small to 

utilise promotion have been in the company for less than fourteen years. 

x 
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The six executives are equally distributed among the first three 

periods. The same pattern is repeated for the other two reasons 

with slight variations., Thus 91% and 8776 of the executives mentioning 
the reasons "right product essential" and "waste of money" respectively 
have been in the company for fourteen years or less. 

rinally, with one exception, executives' length of service in 

their present position concentrate in the first three designated 

periods for each of the three reasons, that is, they have been in 

their present positions for fourteen years or less. The exception 
being those executives mentioning the reason "right product essential" 

who have been in their present position for nine years or less. For 

each of the three reasons the highest frequency of mention occurs in 

the period under four years of service. 

15. Competitive importance of pricing and promotion. 

The object of this section is to establish whether pricing oi' 

promotional activities are considered as a major competitive tool in 

achieving company objectives. Under the marketing concept both are 

elements of the marketing mix and are used in such a way as to achieve 

company objectives. Thus the relative importance of one or the other 

is determined by the company's marketing strategy and its stated 

objectives. For example the relative importance of promotion may 

rule the day when introducing a high quality range. The reverse may 

hold in the case of cheap quality carpet where the customer is 

sensitive to price. 

To find that pricing is more important than promotion does not, 

of itself, say much about marketing concept orientation. It is 

necessary of know the reasoning of this viewpoint. The same is true 

with respect to promotional activities. However, the relevance of this 

question is clear when placed in its historical context. Ever since 
trade, in whatever form, took place the concept of price prevailed in 

the form of "what is it worth". Under a barter economy the price 

mechanism was essentially used but a different language was utilised 
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and that is the exchange of one or more items against other products 

where the "worth" ingredient is conceptionally equal to buyers and 

sellers alike. The concept of price assumed numerical connotation 

with the development of the money economy. The price of a product 

from the consumer's point of view entails an outlay; from the 

manufacturer's or seller's viewpoint it is a gross revenue. The 

price quoted, less the seller's expenditure is the latter's profit, 

their source of income. It is not surprising, therefore, to find 

the importance attached to the price of a product from the supplier's 

point of view. 

Under production orientation through the marketing concept 

orientation, pricing assumes major importance. However, the degree 

of emphasis is different. Under a production orientated marketing 

set-up, the supplier's major problem is production, promoting the 

product was not acredited much importance. As production orientation 

was superceded by sales orientation the supplier was able to produce 

large quantities. The problem of the day was to dispose of the 

produce. The art of salesmanship and sales management assumed 

importance with a view to solving the supplier's problem. Promotion 

as a marketing tool becaime apparent. 

Since the Second War and with the substantial increase in 

technologcal know-how and its effects on production capabilities, 

the supplier's major problem is no longer promotion. Instead he is 

concerned with the most efficent way to reach the consumer and keep 

him/her satisfied, because if he does not, competitors will. In so 

far as competitors in the same market are faced with the same problem, 

competition in product offering, price and service among other things, 

is not uncommon. 

Thus within the framework of the business' operational development, 

it is clear that promotion has assumed importance. Indeed, under the 

marketing concept, it is fully recognised as an important marketing 

tool. Nevertheless, this should not minimise the importance pf pricing 
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in achieving the company's objectives. As implied earlier, both 

marketing tools are important, and should be analysed within the 

framework of compan ;; bjectives, which determines the relative 

importance of each. Thus the best position is that of a balance 

between pricing and promotion. 

From the findings of the study, it was possible to find three 

groups of executives. The first expressing the view that promotional 

activities are more important than pricing, mentioning two reasons. 

The second group expressed two reasons to explain the relative 

importance of pricing. The final group of executives believes 

that there should be a balance between pricing and promotion. The 

three groups respectively mentioned the following reasons: - 

a. Promotion creates product awareness - 17 executives 

b. Promotion is flexible - 15 executives 

c. Pricing essential for selling - 12 executives 

d. Trade is price sensitive - 16 executives 

e. Balance between the two - 12 executives 

The first pai . of this section is concerned with a detailed 

consideration of the above five reasons, using remarks and comments 

made by the executives. The reason "balance between the two" is 

taken as the nearest position towards the requirement of the 

marketing concept. The second part of the section relates the 

above reasons to the factors believed to influence the executives 

point of view. 

a. Promotion creates product awareness. 

This and the next group of executives express the view that 

promotional activities are more important than pricing 

activities in achieving the company's marketing objectives. 
The present group, numbering seventeen executives, believe 

that'the reason for this relative importance is product 
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awareness instigated by promotional effort. This is a prime 

objective of any promotional effort. The significance of this 

is the importance attached to it vis-a-vis pricing, indicating 

that pricing, although important, has a limited task. Pricing 

may very well effect the eventual sale . of the product, but the 

presence of the product has to be brought to the potential 

customer's attention in the first place. In other words, no 

sales are achieved unless the product is known to the customer 

somehow. This group of executives view promotion as an 

activity helping the salesman to perform his job. However, 

emphasis is placed on advertising and sales promotion material, 

particularly pattern books, which is viewed as the next best, 

if not of equal importance, to the face-to-face contact 

afforded by the salesman. As indicated by the Sales Director 

of a medium company "pattern books replace our representative" 

once the latter leaves the outlet". 

The Managing Director of a small company expresses the view 

that product awareness is more important than pricing "we do 

not play with pricing. This has been tested and proved 

unsuccessful. People take discounts, but sales do not 

rise ...... price cutting is dangerous, it may work in the 

short run. Promotion provides long term benefits". The 

Managing Director of a medium sized company states that "an 

extra shilling will not affect a sale in itself. This is 

better spend on promotion rather than cut price". However, 

"only in bulk buying would price assume importance" oven then 

it is done by manipulating price rather than varying the price 

list. 

b. Promotion flexible. 

This group of executives, numbering fifteen, believe that the 

reason why promotion is relatively more important than pricing 

is the flexibility afforded by promotion. This viewpoint 

implicitly assumes the rigidity of price in the product offering. 
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Pricing cannot be varied with no adverse effects in the long 

run. Simply stated, retailers and wholesalers may not pass 

over the reduction in price to the final consumer. Even if 

this is achieved, after achieving its objective, the company 

may want to revert to the initial price. This may be 

-ill-received by the; trade. Mbreover, this might create an 
image of price instability for the company, an image which 
it is worthwhile to avoid. Outlets may withhold orders in 

expectation of the company to lower prices, either directly, 

or by h reduction in the list price, or indirectly, by 

increasing discount rates. 

However, strictly speaking promotional activities are not 

flexible as might first appear. In the very short run, all 

commitments are unlikely to change. However, the more we 

depart from the present, the more flexible promotion becomes. 

lt is possible to make conditional commitments with 

advertising agencies, media and so on, thus increasing flexibility. 

Sales promotion activities practised by the company 

representatives is perhaps the most flexible promotional 

activity. Against this background, company objectives should 

always be taken into consideration in undertaking any variation. 

The major point to note is that variation in promotional 

activities may not damage the company image, as would frequent 

price variations designed to boost sales. Price variations 

due to changes in prices of factors of production is an 

exception. It is something that all manufacturers have to 

face. 

The Managing Director of a small company expresses the view that 

"it is proved many times that promotion would sell and not 

price ...... you have to tell people about your product. 

rrices do not differ from one producer_"to another". The Sales 
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Director of a large company remarks "you have to bear in mind 
that in the carpet industry you very seldom find variations 

in pricing - this is a standing tradition". 

c. Pricing; essential for selling. 

This and the next group of executives express the view that 

pricing is relatively more important than promotional activities. 

The present group, numbering twelve executives, believe that 

pricing is essential for selling. Implicitly, it seems that 

the product sells primarily on its price attribute. This is 

highly debateable in the carpet industry where prices are 

already competitive. Conceptually a product is likely to sell 

on price alone when profit margins are high enough to enable 

such reduction, or perhaps on the knowledge that compdtitors 

cannot survive on the lowered price. 

It is not disputed that price is not essential. Quite the 

contrary, if the price is not right in terms of product 

attribute and competitive environment, selling is rendered 

difficult. However, as mentioned by other executives, 

however right the product may be it has to be brought to the 

customer's knowledge. Stated briefly, this group of 

executives believe that sales is a function-)of price. 
(i. e. S equals f (P) ). 

d. Trade -is price sensitive. 

This group of executives, numbering Sixteen, believe that 

pricing is more important than promotion because the trade 

is price sensitive. This implies that retailers and 

wholesalers are highly influenced by manufacturer's price 

offering in terms of placing orders. While this is true, 

it is equally so that the outlets are but a platform for 

the eventual sale to the final consumer. In other words, 
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the housewife's tastes etc., are vital (although this is not 

explicitly recognised by the majority of carpet manufacturers, 

rather the as: -u. ption is made that the customer to the business 

is the outlet) in achieving a sale. Thus it may well be, and 

often is, that price is but one consideration in buying 

carpeting from the housewife's point of view. 

However, the significance of this viewpoint rests on the 

premise that the manufacturer's price cannot be out of line 

compared to competitors. Again, this is absolutely valid, 

but in a limited sense ...... knowledge of the price, and thus 

the product, has to be conveyed to the outlet in the first 

place. 
The Managing Director of a small company remarks that "the buyer 

would like to see a lower price than to see you making a lot of 

advertising". The Sales Director of another 3mal1 company 

states that his company "try to keep in line with prices of 

other people and perhaps undercut them ...... the trade is 

very much price conscious". This is put differently by the 

Managing Director of a medium company in that the retailer 

"places orders only if there is an adequate margin of profit 
for him". 

e. Balance between the two. 

Elements of the marketing mix receive varying importance in 

the final marketing plan, and in different stages of implementing 

it. Specifically, promotional activities may assume pivotal 

importance when launching a new range. Only when familiarity 

by the trade (and housewives) have been established, price 

may assume importance. However, depending on the type of 

product in question, both aspects may receive equal attention. 

Clearly, it all depends on what company stated objectives are. 
The major issue is to recognise that each element in the 

marketing mix has a role to play in one form or another. 
This is. the teaching of the marketing concept. 
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In the context of the carpet industry this recognition is vital, 

because of the various qualities produced by the industry as a 

whole, and by the same manufacturers. It is not uncommon to 

find a manufacturer engaged primarily in high quality carpet 

and have a stake in cheaper qualities. The significance of 

this is that each product class requires different product 

attribute emphasis. Thus the customer buying high quality 

carpet is not influenced by a marginal extra in the total 

price. Conversely, the customer buying low quality is 

concerned with marginal difference. The former is often 

affected by colouration, design and quality. Clearly, it is 

an invalid view to use one or the other marketing tool in 

effecting a sale. 

Having said this, the relative importance of pricing and 

promotion is determined by the positioning of the product in 

its "life cycle". 

It seems that the group of executives under consideration, 

numbering twelve, share the above viewpoints. Their major 

recognition is that pricing and promotion have a role to play, 

and a balance between the two should always be made. Later 

in our analysis this group is assumed to be the nearest 

position to marketing concept orientation and association, 

between it and any one of the seven factors assumed to 

influence an executive's viewpoint in established, if any. 

In the remaining part of this section the response pattern by 

the executives regarding the relative importance of pricing 

and promotion is related to each of the seven factors 

believed to influence executives' viewpoints. Ultimately, 

the object is to establish if there is association betwee2 

marketing concept orientation and a particular factor. 
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As indicated above, five reasons were mentioned representing 

three groups of executives. Each of the first two groups 

mentioned two reasons regarding the relative importance of 

promotion compared to pricing and vice versa respectively. 

The third group believed a balance between promotion and 

pricing should prevail. 

For analytical purposes, each of the reasons is presented 

and comments on points emerging from the Tables are made. 
The reason "balance between the two" is assumed to be the 

nearest position required by the marketing concept. It is 

true that each of the other four reasons are appropriate 

to specified marketing conditions. However, the attitude 

exhibited by executives is the unconditional relevance of 

a particular factor. Clearly, the contrary could easily 

be, demonstrated, for example, while promotion is flexible, 

it does not acquire an instantaneous impact on market 

behaviour. That is a reduction in promotional outlays does 

not automatically result in decreased sales and vice versa. 

This cause-effect relationship may hold in the long run. 
But in the long run each element in marketing, as well as 
business mix, may be altered. 

Suggesting that there-should be a balance between pricing and 

promotion implies the relative importance of one or the other. 
This was confirmed by remarks made. The central point is 

that pricing and promotion are part of the marketing mix, 

which in turn specifies marketing objectives. The chi square 

test is used to reveal if association exists between 

marketing concept orientation, as presented by this reason, 

and any one of the factors believed to influence the 

executives' viewpoints. 
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TABLE 15.1 

Reasons for relative competitive importance of promotion-and pricing 

as expressed by the executives and the size of the company. 

Size of Company 
Total Reasons/Size of Company 

Small Medipxn Large 

Promotion creates product 
awareness 7 6 4 17 

Promotion flexible 2 6 7 15 

Pricing essential for selling 6 5 1 12 

Trade-is price sensitive 7 4 5 16 

Balance between two 2 3 7 12 

Total 24 24 24 72 

Table 15.1 relates reasons for the relative importance of promotion 

and pricing as expressed by the executives to the latters' employment 

by size of company. As indicated earlier this and the following Tables 

include the three groups of executives. The first point emerging from 

the Table is that 5 of the executives mentioning the reason "balance 

between the two" come from large companies. This may indicate that the 

larger the company the more marketing orientated its executives may 

become. Secondly, 28% of executives from small companies mention 

"promotion creates product awareness". The same percentage of 

executives mention the reason "trade is price sensitive". Of the 

executives mentioning the reason "promotion is flexible" 40% and 46% 

are from medium and large companies-respectively. 

The chi test has been used to reveal if association exists between 

marketing concept orientation, represented by the reason "balance between 

the two" and size of company. The results reveal no such association, and 

it is therefore concluded that the two factors are independent of one 

another. 
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TAI3LE 15.2 

Reasons for relative competitive importance of promotion and 

pricing as expressed by the executives and latters' training 

in marketing. 

' Reasons/Executives' 
Executives' training in 

Total 
training in marketing 

Trained Not Trained 

Promotion creates product 
awareness 5 12 17 

Promotion flexible 7 8 15 

Pricing essential for selling 3 9. 12 

Trade is price sensitive 

Balance between two 

4 12 

1 11 

16 

12 

Total 20 52 72 
i 

Table 15.2 details the reasons for the relative competitive importance 

of promotion and pricing, as mentioned by the executives and is related 

to the executives' training in marketing. A number of points emerge from 

the Table. In the first place, 91To of the executives mentioning the 

reason "balance between two" have had no training in marketing. 't'his is 

contrary to one's expectation that presence of marketing training is 

conducive to marketing concept orientation. This group of executives 

represent 21iß of the total number of executives who have had no 

training in marketing. Secondly, the reason "promotion flexible" is 

about equally mentioned by both groups of executives. Of the twelve 

executives mentioning pricing in essential for selling, 75% have had no 

training in marketing. 

The result of the chi test indicates that marketing concept 

orientation and the executives' training in marketing are independent of 

one another. 
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TABLE 15,3 

Reasons for relative' competitive importance of promotion and pricing 

as expressed by the, executives and the latters' educational background. 

Reasons/Executives' Executives' educational background 
Total 

educational background Experience Academic Professional 

Promotion creates product 
awareness 16 1 - 17 

Promotion flexible 8 2 5 15 

Pricing essential for selling 6 3 3 12 

Trade is price sensitive 9 5 2 16 

Balance between two 4 4 4 12 

Total 43 15 14 72 

In Table 15.3 the reasons mentioned by executives regarding the 

relative competitive importance of promotion-. and pricing is related to 

the executives' educational background. In the first place 94 of the 

executives mentioning the reason "promotion creates product awareness" 
have experience as their educational background, representing 3 of 
the executives in this educational group. Secondly, the reason 

"balance between promotion and pricing" is equally mentioned by 

executives from the three groups. To this extent one may say that 

educational background and marketing concept orientation are not related. 
This will have to be confirmed by the results of the chi test. Thirdly, 

the reason "pricing is essential for selling" is mentioned by twelve 

executives out of whom 50% have experience as their background; the 

remaining executives are equally divided between the other two groups of 

executives. 

The results of chi square indicated absence of association between 

marketing concept orientation and the executives' educational background. 

It is therefore concluded that the two factors are independent of one 

another. 



335. 

TABLE 15.4 
Reasono for relative competitive importance of promotion and pricing 

an expressed by the executives and the latters' positions in the company 

Reasons/Executives' 
Executives' position in Company 

Total 
position in company Chief 

Executive 
Marketing 
Djrector 

Sales 
Director 

Production 
Director 

Promotion creates 
product awareness 3 1 10 3 17 

Promotion flexible 3 3 7 2 15 

Pricing essential 
for selling 4 1 5 2 12 

Trade is price 
sensitive 3 2 7 -- 4 16 

Balance between two 5 - 5 2 12 

Total 18 7 34 13 72 

Table 15.4 details the reasons for the relative importance of pricing 

and promotion as mentioned by the executives and the latters' position in 

the company. A number of points emerge from the Table. In the first 

place, 41% of the executives mentioning the reasons "balance between two" 

are Chief Executives, representing 27% of the total number of Chief 

Executives in the sample. Surprisingly, none of the Marketing Directors 

mention the same reason. Reliance on pricing as a major selling tool 

is mentioned by four executives, and by only one Marketing Director. 

The highest frequency of mention for this reason occurs among Sales 

Directors. The same pattern is repeated for the reason "promotion is 

flexible". 

The results of the chi square test indicated absence of association. 

Therefore, marketing concept orientation represented by the reason 
"balance between two" and executives' position in the company are independent 

of one another. 
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TABLE 15.5 

Reasons for relative competitive importance of promotion and pricing 

as expressed by tale executives and latters' age. 

-- Executives' age bracket 
Reasons/Executives' Total 

age bracket 25- 30- 35- 40- 45- 50- 55- 60 
29 34 39 44 49 . 54 59 Plus 

Promotion creates 
I 

product awareness 2 1 5 3 3 2 - 1 17 

Promotion flexible 1 2 3 5 3 1 - - 15 

Pricing essential 
for selling 1 2 1 - 3 4 -1 - 12 

Trade is price 
sensitive 1 2 1 1 4 4 2 1 16 

Balance between two - 2 2 3 2 2 1 - 12 

Total 5 9 12 12 15 13 4 2 72 

In 'fable 15.5 the reasons mentioned by executives regarding the 

reasons for the relative competitive importance of promotion and pricing 

is related to the executives' age. The reason "balance between two" 

is mentioned by executives in all age brackets except for the first and 

last bracket, with a slightly higher frequency of mention for the age 

bracket 40-44 years. The reason "trade is price sensitive" is 

mentioned by executives from all age brackets. Except for the last two 

age brackets, the reason "promotion flexible" is mentioned by executives 

from the other age groups. Finally, there does not seem to be obvious 

concentration of frequency of mention in any of the age brackets. 

The results of the chi square test indicate absence of association 
between marketing concept orientation and the executives' age. 
Therefore it is concluded that the two factors are independent of one 

another. 
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TABLE 15.6 

Reasons for relative competitive importance of promotion and pricing 

as expressed by the e--c-nutives and latters' length of service in company. 

Executives' length of service in 
Reasons/Executives' company (years) Total 
length of service in Under 5- 10- 15- 20- 25- 30- 35 

company 4 9 14" 19 24 29 34 Plus 

Promotion creates 
product awareness 3 6 4 - 1 1 - 2 17 

Promotion flexible 5 2 5 1 2 - - - 15 

Pricing is essential 
for selling 2 3 5 1 - - - 1 12 

Trade is price 
sensitive 2 4 41 1 3 - 2 - 16 

Balance between two 3 2 4 1 1 - - 1 12 

Total 15 17 22 4 7 1 2 4 72 1 

Table 15.6 details the reasons given by executives for the relative 
importance of promotion and pricing and is related to the executives' 

length of service in the company. The reason "balance between two" 

is mentioned by twelve executives of whom 75% have been in the company 

for fourteen years or less. The same concentration of frequency is 

repeated for the other reasons, for example, 766 of executives 

mentioning the reason "promotion creates product awareness" have been 

in the company for a similar length. of time. It should be noted 

that there is no obvious concentration of frequency of mention in any 

of the three periods considered together. 

Again the results of the chi square test revealed absence of 

association. It is, therefore, concluded that marketing concept 

orientation and executives' length of service in the company are 

independent of one another. 
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TABLE. 15.7 

Reasons for relative coipetitive importance of promotion and pricing an 

expressed by the executives and the latters' length of service in 

present position. 

Reasons/Executives' 
Executives' length o serv ce in 

resent position length of service Under 5- 10- 15- 20- 125- 30- 35 
Total 

in present position 4 9 14 19 24 29 34 Plus 

Promotion creates 
product awareness 14 - 2 - - - - 1 17 

Promotion flexible 11 1 3 - - - - - 15. 

Pricing essential 
for selling 7 1 3 - 1 - - - 12 

Trade is price T 
sensitive 8 4 3 - - - 1 - 16 

Balance between two 7 3 1 1 - - - - 12 

Total 47 
1 

9' 12 1 1 - 1 11 72 

Finally, Table 15.7 relates executives' reasons for the relative 

competitive importance of promotion and pricing to the executives' length 

of service in their present position. A similar pattern to that of 

Table 16.2 is repeated, whereby the majority of executives concen-tratb, in 

the first three periods, for example all the executives mentioning the 

reason "balance between promotion and pricing" have been in their 

present positions for fourteen years or less. The reason "balance 

between two" is mentioned by twelve executives of whom 5876 have been in 

their present positions for four years or less. 

The results of the chi square test indicated absence of association 

between marketing concept orientation as presented by the reason "balance 

between two" and the executives' length of service in their present 

position. It is therefore concluded that the two factors are independent 

of one another. 
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16, "Make a better product and people will beat a path to your door. " 

"xhe object-of this. section is to establish the extent to which new 

products are important in the marketing mix of companies, as viewed by 

the executives. New products from the manufacturers' point of view 

are defined as those witnessing changes however slight in composition, 

form or presentation. From the consumers' viewpoint new products are 

defined as what the consumer'conceives in the product resulting from 

the manufacturers' action. 

The essence of the above quotation signifies a central pillar of 

the marketing concept, and that is the development of new products. 

Without these developments, the company is left behind in the 

competitive race and eventually ceases operations. It is not enough 

to boost promotional expenditure, manipulate discounting policy and so 

on if the product is the same to details, with a view to increasing 

sales, or at least maintain present sales level. If growth is an 

objective, new products are vital. This is necessitated by the intense 

competition in the market place. If competition does not innovate, 

other players in the competitive game will exploit weakness. If he 

does not rectify such an unfavourable competitive scene, competition 

will eventually stop operations. To survive and to grow, competition 

rust innovate. 

These developments, as mentioned earlier, are primarily responsible 

for the development of the marketing concept. In other words, intensity 

of competition dictated these developments. Thus responses to the 

above quotation indicates extent of attitude favourability towards 

the marketing concept as presented by the concept of product development. 

Clearly, agreement with the quotation implies a favourable attitude 

towards the desirability, and at times the necessity, of new product 

development. Another object of the question is to establish what 

constituted a "better product". 

From the findings of the study two groups of executives emerged. 

The first group agreed that if a better product is made people will 

come to the supplier. The other group rejected this viewpoint. 
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The following reasons were provided: - 

a. Right price, quality, colour and design - 38 executives. 

b. Product needs promotion - 34 executives. 

The first group agreed with the statement. However, for "people 

to beat a path to your door" the product must have the right price, 

colour, design and quality compared with competitors' offerings. 

Without these product attributes, it might be difficult to achieve an 

adequate level of acceptibility. In other words, customer requirements 

must be met. 
. 

Clearly, this group conforms to the requirements of the 

marketing concept. As such, association between this reason and each 

of the seven factors believed to influence executives' points of view 

is traced. 

The second group of executives expresses the view that having a 

better product does not necessarily make people come to you. Whatever 

attributes the product entails, it must be promoted. Indeed, a number 

of. executives suggested that if a better quality is made, while people 

may beat a path, the company might make a loss. The essence of the 

remarks made is that the development of new products is not essential. 

In the first part of this section each of the two groups of 

executives is considered in detail, utilising remarks and comments made 

by the executives. The second part of the section presents in detail 

the reasons given by the executives and is related to each of the 

factors believed to influence the executives' point of view. 

a. Right price. colour, design and quality. 

This group of executives, numbering 38, agree with the statement 

"make a better product and people will beat ä path to your door". 

As indicated earlier, this conforms to the requirements of the 

marketing concept in that it implies development of new products, 

regarded as a central issue in modern marketing. 

The meaning given. to the word "better" further illustrates 

marketing concept orientation. Thus a better product as mentioned 
by the'executives should possess the following attributes - right 

price, colour, design and quality. Each of these factors should 
be decided in the light of customer requirements. Clearly, the 
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latter is the central pillar of marketing concept orientation. 
It should be noted that in the carpet industry, the most 

versatile product attributes are colour and design, followed 

by quality. Summed up differently, the product should be 

"value for money" compared to competitors', offerings. 

The Managing Director remarks that the presence of a "better" 

product will "put you ahead of competitors". The Sales 

Director of a medium company believes that "if you make a better 

product at a competitive price, you will get business because 

then you offer value for money...... the product must have 

wide appeal, must enjoy customer acceptability and must be 

competitively priced if you want people to beat a path to your 

door". Finally, the remarks of the Sales Director of a large 

company emphasise colour and design - "better quality is not 

enough ...... carpets are basically sold on colour-and. design". 

b. Product needs promotion. 

The second group of executives, numbering thirty four, do not 

agree with the statement. 'To them the product needs promotion, 

otherwise people are not aware of its existance and therefore 

no sale is achieved. It should be noted that these executives 

do not ignore product attributes discussed earlier, but believe 

that without promotional effort, the product is unlikely to sell. 

lt is equally true that unless a product is better in terms of 

the attributes discussed earlier, people are unlikely to beat 

a path to one's door. lt is implied that product development 

is secondary in importance to promotion. Thus the views of 

thi8 group of executives depart from marketing concept orientation. 

The Sales Director of a small company remarks that "if-no one 

knows about my better product, I will not sell it". The 

Managing Director of a large company explicitly states that 

"however good your product is, it will not sell if you do not 

tell the trade". 

The remaining part of this section is devoted to a detailed presentation 

of agreement, or otherwise, with the statement "make a better product and 

people will beat a path to your door". This is related to each of the 

seven factors believed to influence executives' viewpoints. The ultimate 
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objective is to find if marketing concept orientation is related to 

any one of the factors, for example, whether marketing concept 

orientation is related to the executives' training in marketing. 

As indicated earlier, the executives agreeing with tha statement 

express the view that a better product should be in terms of the 

right price, colour, design and quality compared to competitors' 

offerings. This viewpoint is taken as the nearest position towards 

the marketing concept because it recognises first, the importance of 

new products, and secondly, what the customer requires. The product 

attributes are considered vital in meeting customer satisfaction. 

Thus the chi square test is applied on these executives, the fulfilment 

of these product attributes and each of the seven factors. 

Following from the above, the group of executives disagreeing 

with the statement deviate from the requirements of the marketing 

concept. Their central belief is that irrespective of product 

attributes a product has to be promoted. Although this is essential 

under certain circumstances, it'is less so in the present context. 

TABI., E 16.1 

eement or otherwise: "make a better product and people will beat a 

path to your door" as expressed by the executives and size of company. 

Reasons Agreement 
Size of Company 

Total . Small Medium Large 

Right price, colour, 
design and quality Yes 11 18 9 38 

Product needs promotion 
] 

No 13 6 15 34 

Total 
1 

24 24 24 72 
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Table 16.1 relates the reasons for agreement or otherwise with 
the statement to the size of company. The first feature to note 

about this and the following tables in this section is that 5', ) of the 

executives participating in the study agree with the statement. Of 

the total number of executives agreeing, 46% come from medium sized 

companies, another 237o are from large companies. This corresponds 

with ones' expectation that small companies are not much concerned with 

new products. The surprising feature of the table, however, relates 

to-the distribution of executives disagreeing with the statement among 

the three size groups of companies in that 44% of the executives come 

from large companies while 38f are from small companies. This negates 

the above findings and may be concluded that size of company in which 

an executive is employed is irrelevant to marketing concept orientation. 

This has to be confirmed by the results of the chi square test. 

The application of chi square test revealed absence of association. 

It is therefore concluded that marketing concept orientation presented 

by agreeing with the statement is independent of size of company in 

which the executives are employed: - 

TABLE 16.2 

Agreement or otherwise: "make a better product and people will beat a 

path to your door" as mentioned by the executives and the latters 

training in marketing 

Reasons Agreement 
Executives' training in marketing 

Total 

Trained Not tiained 

Right price, colour, 
design and quality 

Yes 11 27 38 

Product needs promotion No 9 25 34 

total 20 52 72 
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Table 16.2 relates agreement or otherwise with the statement as 

mentioned by the executives and the Tatters' training in marketing. 

A number of points em-'--e from the Table. Out of the thirty eight 

executives agreeing with the statement, 71% have had no training in 

marketing. This figure represents 517- of the-total number of executives 

with no training in marketing. Secondly, Tb of the executives not 

agreeing with the statement have had no training in marketing. Iinally, 

. of the twenty executives with training in marketing, 5 agree with the 

statement. Thus one may conclude that training in marketing is 

conducive to marketing concept orientation. 

The chi square test is used to reveal if association exists 

between marketing concept orientation and executives' training in 

marketing. The results indicate absence of association. It is 

therefore concluded that the two factors are independent of one another. 

TABLE 1 

Agreement or otherwise: "Flake a better product and people will beat a 

path to your door" as mentioned by the executives and the Tatters' 

educational backgrounds. 

R ment e A 
Executives educational background 

T t l easons gr e 
Experience Academic Professional 

o a 

Right price, colour, 
design and quality Yes 20 9 9 38 

Product'needs promotion No 23 6 5 34 

Total 43 15 14 72 

Table 16.3 relates agreement or. otherwise with the statement as 

expressed by the executives and the latters' educational background. 

In the first place, 46% of the executives with experience as their 

background, agree with the statement, representing 52% of those agreeing. 
The remaining 48% are equally divided between the other two educational 

groups. Secondly, 67% of the executives not agreeing with the statement 
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have experience as their educational background. Another 17% have 

academic backgrounds. It seems that experience as an educational 
background does not influence marketing concept orientation. 

The results of chi square indicated absence of association. 
It is therefore concluded that marketing concept orientation and the 

executives' educational backgrounds are independent of'one another. 

TABLE 16.4 

Agreement or otherwise: "Make a better product and people will beat 

a path to your door" as mentioned by the executives and the latters' 

position in the company. 

Executives' position in Company 

ns R eement A Total . easo gr 
Chief Marketing Sales Production 
Executive Director Director Director 

Right price, colour , yYes 8 4 19 7 38 
design and quality 

Product needs 
promotion No 10 3 15 6 34 

Total 18 7 34 13 72 

Table 16.4 relates executives' agreement or otherwise with the 

statement, and their position in the company. A number of points emerge 
from the Table. In the first place, 45% of the Chief Executives agree 

with the statement, representing 21% of the executives agreeing. Secondly, 

the seven Marketing Directors in the sample are about equally distributed 

between those agreeing or otherwise. Thirdly, 55% of the Sales Directors 

agree with the statement, representing 50% of executives agreeing. 
Finally, Production Directors are about equally divided between agreement 

or otherwise with the statement. It seems from these figures that 

being in the position of Marketing Director does not affect marketing 

concept orientation. This is contrary to one's expectation. 
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The results of the chi square test indicated absence of association. 
It is therefore concluded that marketing concept orientation and the 

executives' position _a the company are independent of one another. 

TABLE 16. 

Agreement or otherwise: "Make a better product and people will beat 

_a 
path to your door", as mentioned by the executives and the latters' aCe. 

Executives age bracket 
Reasons Agreement Total 

25- 30- 35- 4u- 45- 50- 55- 60 
29 34 39 44 49 54 59 Plus 

night price, 
colour; design 
and quality Yes 2 7 7 6 6 7 2 1 38 

Product needs 
promotion No 3 2 5 6 9 6 2 1 34 

Total 5 9 12 12 15 13 4 2 72 

In Table 16.5 agreement or otherwise with the statement as mentioned 
by the executives is related to the latters' age. The major point 

dmerging from the Table is that executives from all age groups are 

distributed between agreeing, or otherwise, with the statement. However, 

for those executives agreeing, there seems to be concentration of frequency 

of mention in the age bracket 30-54 years, which includes 85% of the 

executives. The same pattern is repeated except that the age bracket 

is 35-54 years, which includes 836 of the executives. 

The results of chi square indicated absence of association. lt is 

therefore concluded that marketing concept orientation, represented by 

agreement with the statement in question, is independent of the 

executives' ages. 
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TABLE 16.6 

Agreement or otherwise: "'Make a better product and people. '. 11 beat 

apath to your door" as mentioned by the executives and the latterc; ' 

length of service in the company. 

Executives' length of service'in 

Reasons Agreement 
Company 

Total 
under 5- 10- 15- 20- 25- 30- 35 

4 9 
1 

14 19 24 29 34 Plus 

Hight price, 
colour, desicn 
and quality Yes 8 12 11 - 4 - 1 2 

. 
38 

Product needs 
promotion No 7 5 11 4 3 1 1 2 34 

Total 15 17 22 4 7 1 2 [4 72 

Table 16.6 details agreement or otherwise by the executives towards 

the statement. The first point emerging from the Table is that the group 

of executives disagreeing with the statement appear in all periods. 

However, concentration of frequency of mention prevails in the period up 

to fourteen years of service, which includes 67% of the executives. The 

same pattern is repeated with executives agreeing with the statement, where 

81% of the executives have been in the companies' service for up to 

fourteen years. xhe difference between the two groups of executives is 

that the remaining executives of the-latter group are not distributed 

among the remaining five periods of service. 

The result of chi square test indicated absence of association. 

It 3s therefore concluded that marketing concept orientation-and executives' 

length of service in the company are independent of one another. 
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TABLE 16.7 

Agreement or ot}ierwise: '"Make a better product and people will beat a 

path to your door" as mentioned by the executives and the latters' 

lath of service in their present position. 

Executives' length of service in 
present position Reasons Agreement Total 

Under 5- 10- 15- 20- 25- 30- 35 
4 9 14 19 24 29 34 Plus 

Right price, 
colour, design 
and quality Yes 27 3 7 - - - - 1 

. 
38 

Product needs 
promotion No 20 6 5 1 1 - 1 - 34 

Total 47 9 12 1 1 - 1 1 72 

In Table 16.7 agreement or otherwise with the statement "make a better 

product and people will beat ä path to your door" as mentioned by the 

executives is related to the latters' length of service in their present 

position. Ultimately, the object is to find if association exists between 

the two. However, a number of remarks concerning the findings is made. 

In the first place, in both groups of executives the majority of executives 

have been in their present position for fourteen years or less. Secondly, 

577b of the executives who have been in their present positions for less 

than four years agree with the statement, representing 710 of the 

executives agreeing. Finally, 58A of the executives agreeing with the 

statement have been in their present position for less than four years. 

The results of the chi square test indicated absence of association 

between marketing' concept orientation represented by agreement with the 

statement in question, and the executives' length of service in their 

present position. It is therefore concluded that the two factors are 

independent of one another. 
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17. Importance of marketing research. 

The object of this'section is first to reveal the necessity, or 

otherwise, of marketing research as indicated by the executives when 

undertaking decisions. Secondly, to establish marketing research 

activities practiced. Under the marketing concept, marketing research 

has been elevated to an essential marketing activity. This is clear 
iipon reflecting on the increasing complexities of business decisions 

instigated by intensive competition and consumer sophistication;. In 

other words, it is the transition from a seller's to a buyer's market 

that demanded the necessity for marketing research. Gone are the days 

when a supplier of a product, or sergice, can count on, first the ready - 

acceptability of his offering by customer, secondly, that wh3t'z'. is 

produced will be sold. 

Under the period sales orientation, marketing research began to 

assume importance where the major preoccupation was to decide on 

sales targets through market research and achieve them. To achieve 

this objective, the supplier of a product or service began to utilise 

other than personal selling to achieve sales targets. Specifically, 

reliance on advertising, sales promotional efforts and so on. 

Because of the increasing importance of these activities in terms of 

desired effectiveness and expenditure, the supplier no longer relies 

on hunches, he is interested in the most effective way to reach his 

customer with the right product attthe right time. Marketing 

research was a means to an end. 

The marketing concept is not a revolution in management, but 

was a rational view of what was already taking place. 'Mus the 

activities practised by marketing concept orientated concerns are 

not entirely new. However, what is important to note is the 

increasing importance attached to marketing research to provide 

crucial answers to the long term survival of business. 

Marketing research activities include all the efforts from the 

stage of product or service conception to the eventual satisfaction 

by the ultimate consumer. As such it is necessary to distinguish 

4 
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between market research and marketing research. The former usually 

indicates sales forecasting, market size, market trends. The latter 

includes other activi ies pertaining to product conception and eventual 

customer satisfaction. This would include product development and 

acceptability, stating objectives and effectiveness of various 

marketing efforts such as advertising, sales promotion, distribution 

network, competitors' offering and so on. Clearly, marketing 

research is an all embracing activity. 

The issue arises as to whether marketing research, as a basis 

for decision making, is necessary, in view of the absence of these' 

activities in some companies irrespective of size and industry. 

The survival of these firms would clearly negate the necessity of 

marketing research. While this may be true on the surface, it could 

well be that the company is not performing as it should and therefore 

foregoing profits. It needs no imagination to see that some form 

of marketing research, even if the phrase is not used, takes place in 

one form or another. A related issue is when to draw the line 

between decisions based on marketing research information and otherwise, 

given the time factors which may be crucial for certain decisions. 

This is a recognised problem, but a sophisticated and a rigorous 

marketing research department or agent would provide contingency 

plans for market response and variations. 

Finally, there is the problem of apathy towards marketing research. 

This has been the result of disappointing experiences with marketing 

research recommendations upon implementation. One may suggest three 

possible explanations. The first is that the company may have 

limited the scope of marketing research details due to financial reasons 

and therefore the agent, or the marketing research department of the 

company was not able to research into the issue in sufficient depth. 

Secondly, even if the study has baen"studied in depth, management might 

have tried to cut corners in implementing the recommendations, which may 

be as bad as not utilising the recommendations at all. Finally, the 

quality of the marketing research staff might not be adequate. 
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There is another group of executives who simply are not familiar 

with the potential of marketing research and feel that it is a "waste 

of time and effort" Licause they know the answers. It seems that the 

question that concerns them most is related to forecasting acceptable 

"colour and designs". The argument runs that "you simply. cannot 

say what will catch on in a few months time". 

From the findings of the study it was possible to establish two 

groups of executives, one agreeing with the view that marketing 

research is essential for decision making, the other disagreeing. 

The former group provided two reasons, the latter three factors. 

The response pattern was as follows: - " 

TABLE 17.1 

Reasons for a reement or otherwise with the view that Marketing 

Research is essential for decision making. 

Reasons--for agreement or otherwise 
Agreement/ 

Disagreement 
Number of 
Executives 

Market conditions change constantly Agreement 6 

Wrong decisions are expensive Agreement 61 

Cannot afford it Disagreement 2 

Object is leader in design Disagreement 2 

Experience is equally good Disagreement 1 

Total 72 

lt is clear from the above Table that those executives agreeing 

with the necessity of marketing research conform to the requirements of 
the marketing concept. However, from the remarks made by those executives 
indicating the reason "market conditions change constantly", they provide 
the nearest' position to marketing concept orientation. This is 

S 
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elaborated upon later in the section. 

As mentioned earlier, the second object of the section is to 

establish marketing r^e'iarch activities undertaken as expressed by the 

executives. Table 17.2 indicates activities performed and frequency 

of mention by the executives, 

TABLFI 17.2 

Frequency of mention of marketing research activities 

undertaken as expressed by the executives. 

Märketing research activity 
undertaken 

Frequency of 
-Mention 

Product acceptability 47 

Market size 15 

Market share 12 

Sales forecasting 8 

Competitors' activities 11 

Best selling lines 12.. 

Product development 6. 

Customer requirements 1 

Price 4 

Media research 3 

The first part of this section is concerned with a presentation of 

the reasons given for agreement, or otherwise, with the view that 

marketing research is essential for decision making. The remaining 

part of the section relates the reason given to the seven factors 

believed to influence executives' viewpoints. Similarly, marketing 
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research activities undertaken are related to the same factors. The 

chi square test of significance is applied to the reason "market 

conditions change constantly", the nearest position to marketing concept 

orientation, to establish if association exists between the latter and 

any one of the seven factors. 

a. Market conditions change constantly. 

The six executives in this group recognise an essential ingredient 

of the marketing concept, and this is that market conditions do 

change. . 
Thus marketing research is undertaken to accomodate 

these changes. Within this framework, customers preferences 

and competitive conditions are emphasised. Of the five reasons 

mentioned expressing agreement, or otherwise, for the necessity 

of marketing research, this position is the nearest to the 

requirements of the marketing concept. 

The Marketing Director of a medium sized company expresses the 

view that marketing research "is essential for intelligent 

decision making because market conditions are constantly 

changing with respect to colour, design and pattern". With 

regard to price the company has to make sure that what it offers 

is in tune with what competition is offering. Marketing 

research is also used to establish the effectiveness of sales 

promotion and other promotional activities. Knowing "market 

share and finding ways and means of increasing it" is another 

marketing research activity expressed by the same Director. 

The remarks of the Chief Executive of a medium company are 

typical of this group of executives. The view is expressed 

that "we live in an ever changing world and you must know 

what is changing to be a little bit ahead of competition". 

b. Wrong decisions are expensive. 

This group of executives, numbering 61, provides another 

reason for the necessity of marketing research in a company. 

The distinguishing feature between this group and the previous 

one is that the former is cost conscious. Emphasis is not 

' -'placed on what the customer requires in the. first place, as 
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would the ideal requirements of the marketing concept demand. 

Rather, the prime concern is "how are we doing on costs". 
This would reflr-t on profit performance. Although the 

latter is essential for long term survival, it needs to be 

thought of in conjunction with the investigation into and 

satisfaction of customer requirements. 

The views of the Managing Director of a small company are 

typical of the executives in this size group of companies 

by remarking that "if you do not research into the market, 

you are likely'to produce unwanted products ...... this in 

expensiee for a company of our size". The Production Director 

of a medium company expresses a similar view and adds "you have 

to be accurate ...... otherwise heavy losses are involved". 

The Sales Director of a medium company states the view that 

the prime objective of marketing research is to establish that 

the product will sell before you attempt to produce it, that is, 

the company has to establish that 4 market exists for the 

product it intends to produce". From later comments by the 

executives, it is revealed that the driving force is cost 

consideration. 

Cost consciousness is not only confined to small and medium 

companies in that the Chief Executive-of a large company 

expressed the view "making a decision bacled with'facts 

extremely necessary, a lot of money is involved. We cannot 

afford to make a decision half based on facts". 

c. Cannot afford it. 

This and the following group of executives express the view 

that marketing research is not necessary for decision making, 

irrespective of the nature of the decision, that is, whether 

the decision is a major one or of a routine nature. The 

present group consists of two executives from a smallLcompany, 

both regarding that the expenses involved exceed the company's 

financial capacities. 

r 
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In any event, they feel that.. marketing research would not affect 
their operations because of its limited nature. both companies 

produce what is already selling well in the market, as indicated 

by the Sales Managers. Even then they cautiously commit their 

productive capacities. 

d. Object is leader in design. 

The two executives in this group come from the same small company. 
The operating philosophy of the company is to be a leader in 

design. As such both executives believe that it is not 

possible to undertake marketing research with this object. 
"Design is essentially a result of creativity" is the view 

maintained. 

e. Experience is equally good. - 

Only one executive expresses the view that marketing research 
is not important whatever the justification. This reason is 
different from the previous' two in that it attacks the very 

concept of marketing research. 

The Managing Director from a large company, expressing this 

view, states that "whatever the conclusions the marketing 

research people arrive at, they do not differ from rule of 

thumb decisions ...... at the end of the day, it is colour and 
design that sells the carpet". 

The remaining part of this section is concerned with a detailed 

presentation for the reasons given by executives for agreement, or 

otherwise, with the view that marketing research is essential for 

decision making. This is related to each of the seven factors believed 

to influence executives' points of view. The objective-is to find if 

association exists between marketing concept orientation, as presented 

by the reason "market conditions change constantly" and any one of the 

seven factors. As shown earlier this reason categorically recognises 
the place of, the customer in product acceptability, and what competitors 

are doing. The reason "wrong decisions are expensive" is predominantly 

concerned with cost factors. 



I" 

356. 

Frequency of mention of marketing research activities undertaken 

as mentioned by the executives is detailed, and related to each of the 

seven factors, for es aple, executives' training in marketing, size of 

company in which the executive is employed, and so on. The objective 
is to observe patterns of mention for each of the frequencies. In 

both cases highlights of the Tables are pointed out and discussed in 

the light of the requirements of the marketing concept, for example, 
it seems that product acceptability is the most important single 

marketing research activity. While this is necessary within the 

framework of the marketing concept, it views acceptrxn as the last 

chain in product development, that is customers!, views are sought 

after the product has been developed. However, marketing 

research into establishing customer requirements before any activity 

takes place, is mentioned by one executive. In terms of 

approximation to marketing concept orientation, it is clear that 

this position is nearer to the marketing concept than product 

acceptability. The sequence of activities undertaken is essential 

in this respect. 
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Table 17.3 details the reasons indicated by the executives for 

undertaking marketing research activities, and is related to each of 

the seven factors believed to influence executives decisions. As 

mentioned earlier, the reason "market conditions change constantly" is 

assumed to be the nearest position required by the marketing concept, 

in that the fluidity of market and marketing conditions is a central 

teaching of marketing concept orientation. 

The reason "wrong decisions are expensive" is primarily motivated 

by a conscious concern for ultimate profitability. While this is a 

valid pre-occupation, it places customers' sovereignty as a side 

issue, rather. than designating it the business' focal concern, as 

required by marketing concept orientation. As such the chi square 

test is used to find if association exists between marketing concept 

orientation as presented by the reason "market conditions change 

constantly", and each. of the seven factors. 

A number of points emerge from the Table. In the first place, 

none of the executives from large companies mention the reason 

"market conditions change constantly". The six executives expressing 

this reason are equally distributed between small and medium sized 

companies. To this extent it may be concluded that executives from 

large companies do not favourably view-marketing research within the 

framework of the marketing concept. The reason "wrong decisions are 

expensive" is mentioned by 24 executives from large companies, 

representing 39% of the executives in this group, while 26% are from 

small companies. it may be concluded that because large companies 

operate on a large scale, wrong decisions have more serious effects 

than in the case of small companies. 

Secondly, the same number of executives mention the reason 

"market conditions change constantly" irrespective of their training 

in marketing. The other reason is mentioned by 44 executives with 

no training in marketing, representing 72fi of the executives 

mentioning; the same reason. Within the framework of what has been 

said above, it appears that lack of training in marketing is an 

explanation for not placing customers' sovereignty over and above 
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other business concerns. 

Executives' educational backgrounds where related to the reasons 

provided indicate that all the executives mentioning the reason 

"market conditions change constantly", have experience as their 

backgrounds. This finding, although inconsistent with the last 

observation indicates that experience is important. However, 33 

executives with experience as their educational background mention 

the reason "wrong decisions are expensive". Clearly, experience 

as an indicator of marketing concept orientation, or otherwise, is 

not clear cut within the present context. This is further supported 

by the fact that 24.5'7& and 21% of the executives mentioning the 

latter reason, have academic and professional backgrounds respectively, 

that is 45.56 have other than experience as their background. 

Fourthly, five out of the six executives mentioning the reason 

"market conditions change constantly" are Sales Directors. This 

indicates that Sales Directors'are favourably inclined towards 

marketing research, given the reason in question. However, 49% 

of the executives mentioning the reason "wrong decisions are expensive" 

are Sales Directors, and another 26% are Chief Executives, representing 

84% and 93.5% of the Chief Executives and Sales Directors respectively, 

in the groups of executives expressing the view that marketing 

research is essential for decision making. This indicates that Sales 

Directors and Chief Executives are mostly concerned with cost factors. 

Executives' ages when related to the provided reasons, indicates 

two executives from each of the age groups 25-29 and 35-39 years, 

mention the reason "market conditions change constantly". The reason 

"wrong decisions are expensive" is mentioned by executives from all 

age groups, with the age. bracket 45-49 years witnessing the highest 

number of executives, followed by the age groups 50-54 and 30-34 years. 

It is clear that executives' ages do not provide an obvious indication 

as to maintaining the viewpoint that wrong decisions are expensive. 
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The reason "market conditions change constantly" is mentioned by 

33.3iß and 66.61/4, -of the executives who have been in the company's 

service for under 4 and 5-9 years, respectively. Of the executives 

mentioning the reason "wrong decisions are expensive", 36 io have 

been in the company's service for between 15-19 years, representing 

all the executives in this period expressing the necessity for 

market research in decision making. Executives who have been in the 

company for between 5-9 years represent 18f of the executives 

mentioning the same reason, indicating 78.5,0 of the fourteen executives 

expressing favourability towards marketing research. To support this 

set up further, 86.5% who are favourably disposed towards the 

marketing concept have been in the company's service for under four 

years. These findings clearly indicate that the majority of 

executives who have been in the company under fourteen years are 

mostly concerned with cost factors in adopting a favourable attitude 

towards marketing research. 

Finally, the executives' length of service in their present 

position is related to the two reasons pertaining to favourability of 

attitude towards marketing research. All but one of the executives 

mentioning the reason "market conditions change constantly" have been 

in their present positions for under four years. This may indicate 

that being in one's position for a short period aids marketing concept 

orientation. However, this is doubted by the finding that of the 

forty-four executives who have been in their present positions 

for less than four years, 8& mention the reason "wrong decisions are 

expensive". Of the executives mentioning the latter reason, 14.5% and 

10'0 have been in their present positions for periods ranging from 5-9 and 

10-14 years respectively. 

The chi square test has been applied to each of the seven factors 

with a view to establishing association, or otherwise, between marketing 

concept orientation, as presented by the reason "market conditions change 

constantly". The results indicate absence of such association, and it 

is therefore concluded that marketing concept orientation is independant 

of any of the factors. 
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In Table 17.4 the reasons given for not undertaking marketing 

research activities are, given, and related to each of the seven factors 

assumed to influence executives' viewpoints. As explained earlier, 

some form of marketing research activities are necessary. However, 

within the framework of the marketing concept, where marketing research 

is an orderly activity, the five executives seem to exhibit strong 

unfavourability towards the marketing concept by strongly rejecting 

-the premise of marketing research. One executive, in answering the 

question, instantaneously remarked that marketing research is a "waste 

of money. 

The object of the following paragraphs is to remark on the pattern 

of response given by the executives. The chi square test is not 

applied since its purpose in the thesis is to reveal association 

between a specific factor and marketing concept orientation. It is 

clear that all the executives in this group are not marketing concept 

orientated, and therefore it isiirrelevant to apply the test. 

In the first place, all the executives in this group are 

employed in small companies. Two executives express financial 

limitations as an obstacle to undertaking marketing research, and 

one executive has no faith in marketing research in that reliance 

on experience is effective. In view of this finding, it may be 

concluded that the small size of the company has a bearing on 

maintaining an unfavourable position towards marketing research. 

Secondly, all the five executives in this group have had no 

training in marketing. Again two executives express financial 

limitations, and one executive regards experience as effective. 

This finding is consistent with expectations in that lack of knowing 

marketing facets, an executive may overlook the potentialities of 

marketing research. To this extent it may be concluded that 

training in marketing acts as a catalyst in forming a favourable 

attitude towards marketing research. 
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Executives' educational backgrounds further support the last 

contention in that 80% of the executives have experience as their 

educational background. Only one executive with a professional 

background is unfavourably disposed towards marketing research. 

Again it is plausible to accept the position that training in marketing 

would help marketing concept orientation. 

Fourthly, relating responses to the executives' positions in the 

company indicates that two Chief Executives express financial 

limitations as the reason for not undertaking marketing research. 

One Sales Director and Production Director are primarily concerned 

with design. As such they need not undertake marketing research 

because if the design: is good, a result of creativity, it will catch 

on. Another Sales Director expresses the view that marketing 

research is effective. The significant impact of this finding 

is that none of the Marketing Directors are unfavourably disposed 

towards marketing research. It is realised that titles may convey 

insignificant substance. However, the mere fact of having a 

"Marketing Director" recognises marketing's contribution to a business. 

Relating executives ages to the reasons given indicates that all 

executives under the age 34 years are favourably disposed towards 

marketing research. Two executives in the age bracket 35-39 years 

indicate financial limitations. maintaining the view that the 

object of the company is to be a leader in design is held by two 

executives in the same company, one from the age bracket 45-49, the 

other from the age bracket 55-59 years. The only executive 

mentioning the effectiveness. of experience is 45-49 years old. Apart 

from the opening sentence of this paragraph, there does not seem to be 

an obvious pattern between executives' age and unfavourability towards 

marketing research. 

Executives' length of service in the company, when related to 

the reasons for not undertaking marketing research indicate that 60% 

of the executives in the group have been in the company between 5-9 years. 
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It may be concluded that short company service instigates unfavourability 

of attitudes towards marketing research. However, this is not clear 

cut when finding that an executive who has been in the company for 

15-19 years mentions financial limitations, and another, whose service 

in the company is in the period 30-34 years, mentions the effectiveness 

of experience. 

Finally, 60% of this group of executives have been in their 

present positions for less than four years. Two of these executives 

are primarily concerned with design, the third one indicates 

financial limitations. Of the other two executives, one has been in 

his present position for between 15-19 years, the other between 

30-34 years. Again the same conclusion concerning the executives' 

distribution pattern relating to their length of service in the 

company holds. 

I 
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TABLE 17.5 

Frequency of mention by executives of marketing research activities 
and size of company in which executives are employed. 

C. Frequency of mention 
Size of Company 

Total 
size of company Small Medium Large 

Product acceptability 11 20 16 47 

-Market size 2 8 15j 
Market share -- 4, 8 12 
Sales forecasting 1 3 4 8 

Competitors' activities - 5 1 5 11 

Best selling lines 5 5 2 12 

Product development 1 - 5 --6 

Customer requirement - 1 - 1 

Price 1 1 2 4 

Media research 1 2 - 3 

Total ý'Z 42) 50 119 
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TABLE, 17.6 

Frequency of mention by executives of marketing research activities and 

executives training in marketing. 

Frequency of mention 
Executives training 

Executives' training in marketing Total 

in marketing Trained Not Trained 

Product acceptability 14 33 47 

Market size 5 10 15 

Market share 5 7 12 

Sales forecasting 2 6 8 

Competitors' activities 3 8 11 

Best selling lines 6 6 12 

Product development 1 5 6 

Customer requirements -- 1 1 

Price - 4 4 

Media research 1 2 3 

Total 37 82 119 

;ý 
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TABLE 17.7 

Frequency of mention by executives of marketing research activities and 

executives' educational background. 

Frequency of mention/- 
educational background 

Executives' educational background 
Total 

Experience Academic Professional 

Product acceptability 27 12 .8 47 

Market size 7 4 4 15 

Market share 5 3 4 12 

Sales forecasting 6 1 1 8 

Competitors' activities 8 3 - 11 

Best selling lines 5 5 2 12 

Product development 5 1 - 6 

Customer requirements - - 1 1 

Price 1 2j 

ý_ 
11f 

1 

-. 

4. 

Media research 3 - - 3 

Total 67 31 21 119 
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TABLE 17.8 

Frequency of mention 'y executives of marketing research activities and 

executives' position in the company. 

Frequency of mention/ 
Executives' position in company., 

Total 

educational background Chief 
Executive 

Marketing 
Director , 

Sales 
Director 

Production 
Director 

Product acceptability 13 24 4 47 

market size 3 2 7 3 15 

Market share 3 2 5 2 12 

Sales forecasting - - 6-- 2 .ß 

Competitors' activities 1 1 5 4 11 

Best selling lines 4 - 3 5 12 

Product development 1 1 2 2 6 

Customer requirements - - 1 - 1 

Price - - 2 2 4 

Media research - - 3 - 3 

Total 25 12 58 24 119 

I 
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TABLE 17.9 

Frequency of mention 'y executives of marketing research activities and 

executives' age. 

Frequency of mention 
Executives' age bracket 

Total 
Executives age bracket 

25- 
29 

30- 
34 

35- 
39 

40- 
44 

5 45- 
49 

50- 
54 

55- 
59 

60 
Plus 

Product acceptability 5 4 8 7 11 9 1 2 47 

Market size. - 3 4 2 4 2 - - 15 

Market share - 2 2 2 3 3 - - 12 

Sales forecasting - - 5 2 - - 1 - 8 

Competitors' activities 1 2 1 2 
.2 

2 1 - 11 

Best selling lines 2 - 1 2 2 3 2 - 12 

Product development 1 1 2 1. 1 - - 

Customer requirements - - - 1 - - - - 1 

Price - 1 - - 1 1 1 - 4 

Media research - 1 - - 1 1 - - 3 

Total 8 14 22 20 25 22 6 2 119 
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TA33LE 17.10 

Frequency of mention by executives of marketing research activities 

and executives' length of service in the company. 

" Frequency of mention/ 
Executives' length 

com an 
of service in 

Total 
length of service in 
company. 

under 
'4 

5- 10- 
9 14 

15- 
19 

20- 
24 

25- 
29 

30- 
34 

35 
Plus 

Product acceptability 10 . 
10 17 3 5 - 1 1 47 

Market size 6 1 5 1 1 1 - - 15 

Market share 4' 1 4 1 1 1 - - 12 

Sales forecasting 3 3 - 2 - - - - 8 

Competitors' activities 2 1 4 1 1 1 - 1 11 

Best selling lines 3- 3 3 1 - - - 2 12 

Product development 1 1 1 - 2 - - 1 6 

Customer requirements 1 - - - - - - 1 

Price -, 2 1 - - - - 1 4 

Media research 2 1 - - - - - - 3 

Total 32 23 35 9 10 3 1 6 119 
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TABLE 17.11 

Frequency of mention by executives of marketing research activities 

and executives' length of service in their present position. 

Frequency of mention/ 
Executives' length of service in their 

present position Total 
length of service in 
their present position 

Under 
4 

5- 
9 

10- 
14 

15- 
19 

20- 
24 

25- 
29 

30- 
34 

35 
Plus 

Product acceptability 32 7 7 - - - - 1 47 

Market size 12 
.3 - - - - - - 15 

Market share 10 - 2 - - - - - 12 

Sales forecasting 7 - 1 - - - - - 8 

Competitors' activities 7 - 3 1 - - - - 11 

Best selling lines 6 2 3 1 - - - - 12 

Product development 4 1 - 1 - - - - 6 

Customer requirements 1 - - - - - - - 1 

Price 2 1 1 - - - - 4 

Media research 3 - - - - - - 3 

Total 84 13 17 4 - - - 11 119 

Table 17.5 details the frequency of mention of marketing research 

activities and the size of company in which executives are employed. 

Researching into product acceptability is mentioned by executives from 

three size groups of companies, the highest incidence of frequency occuring 

by executives from medium sized companies, representing 42.5yo of the total 

number of frequencies. Establishing market size is mentioned by executives 
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from the three size groups of companies, the highest frequency of 

mention occuring in large companies. Researching into competitors' 

activities is least undertaken by medium companies, where only one 

executive mentioned it. Finally, establishing customer requirements, 

the nearest position to the requirements of the marketing concept, is 

mentionedby one executive from a. medium sized company. The latter 

finding indicates that being employed in a large company does not 

necessarily imply marketing concept orientation with reference to 

marketing research. 

Of the forty seven frequencies of product acceptability, thirty 

three executives have had no training in marketing. This may indicate 

that absence of training in marketing is likely to render an executive " 

product conscious after the product has been developed in the works. 

Clearly, this does not conform to the ideal requirements of the 

marketing concept. Having said this, it should be noted that the 

executive mentioning the establishment of customer requirements has had 

no training in marketing. Of significance is the finding that all the 

executives mentioning price, have no training in marketing. Again, 

eight frequencies of mentioning competitors' activities occur amongst 

executives with no training in marketing. 

in Table 17.7 frequencies of mentioning marketing research 

activities is related to the executives' educational background. The 

first observation to note is that 57H of the'frequency of mentioning 

product acceptability are by executives with experience as their 

educational background. Secondly "competitors'. activities" is 

mentioned by any of the executives with professional backgrounds. 

In this instance 72.5% of the frequencies is mentioned by executives 

with experience as their background. A similar pattern prevails 

with respect to product development where 832b of the frequencies are 

by executives with experience as their background. All the 

frequencies concerning media research is by executives with experience 

as their educational background. Finally, the only executive 

mentioning customer requirements has a professional background. The 

significant aspect of the Table is that the majority of frequencies is 

mentioned by executives with experience as their background. 

I 
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Of the forty seven frequencies of mentioning product acceptability, 
twenty four frequencies, occur among Sales Executives, Marketing 

Executives represent 13/0v of the total number of frequencies. Sales 

forecasting is mentioned six times by Sales Directors, the remaining 
two frequencies occur among production directors. Again the majority 

of frequencies regarding competitors' activities is by Sales Directors, 

representing 45% of the total category of frequencies. Finally, the 

marketing research activities, establishing customer relations, price 

and media research are not mentioned by Chief Executives, Marketing 

Directors, and, with the exception of price, by Production Directors. 

The significance of this is that the activity "customer requirements" 

is mentioned by a Sales Director. This is contrary to expectations 

in that a Marketing Director is expected to mention this activity. 

The highlight of this Table, however, is that the majority of frequencies 

are mentioned by Sales Directors, representing about 48% of-the total 

frequencies of mentioning marketing research activities. 

Table 17.7 details frequencies of mention of marketing research 

activities and the executives' ages. From the findings, it is clear 

that executives from all age brackets mention product acceptability, 
the highest frequencies occuring among executives from the 45-49 and 
50-54 years age brackets respectively. The activity sales 

forecasting, occurs mostly among the 35-39 years old executives. 

The frequency of the activity to establish competitors' activities 

appears in all age brackets except the last one. Establishing 

customer requirements is mentioned by one executive in the age 

group 40-44 years. There does not seem to be an obvious pattern 

of response save for the age group 45-49 years, where the highest 

frequency of mention occurs, representing 21% of the total number of 
frequencies. 

With the exception of the period 25-29 years, the frequencies 

of mentioning product acceptability occurs in all periods relating 
to length of service in the company. The pattern is röpeated 
for the activities "market size" and "market share" analysis where 
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the executives mentioning the activities have been in the company for 

up to 29 years; -and for the activity "competitors' activities", where 

no executives who hav., been in the company for between 30-34 years 

are included. The executive mentioning the activity "customer 

requirements" has been in the company's service for under four years. 

Finally, 20 of the total frequencies is mentioned by executives whose 

length of service in the company is between 10-14 years. 

't'able 17.11 details frequency of mention of marketing research 

activities and the executives length of service in their present 

positions. The first point to emerge from the 'able is that 95ý0 

of the frequencies are mentioned by executives who have been in their 

present positions for up to fourteen years. The activity "product 

acceptability" is mentioned by 32 executives, representing 687- of the 

total frequency for the activity. The executive mentioning the 

activity "researching into customer requirements" has been in his 

present position for under four years. The three executives 

mentioning the activity "media research" have been in their present 

positions for a similar period. Finally, 70% of the total frequencies 

of marketing research activities are by executives who have been in 

their present positions for a period of four years or less. 

18. Necessity of decentralisation of authority. 

In the present context authority is. defined as that power 

entrusted on an executive. to contribute in formulation-of company 

policy and responsibility for implementing these policies, for example, 
the Sales Manager is responsible for preparing sales plans and their 

implementation once accepted by management as company objective. 
Similarly, the Marketing Director and so on. It is possible to have 

one person undertaking all activities in the company, or a number 

of persons, each responsible for a pertain activity. The presence 

of the latter indicates decentralisation of authority. By implication, 

delegation of authority prevails. Thus, where all activities in the 

business are the responsibility of one man, decentralisation of 

authority is non-existent. 
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A significant issue is the desirability of the intensity of one 

or the other form of running a business. It is not possible to give 

a clear cut answer, since each company is unique and, therefore, 

requires a different organisational structure. However, it is 

possible-to generalise that the larger the size of the company, 

in terms of number of employees, the more decentralisation, and 

therefore delegation of authority and responsibility is called upon. 

11us, it is conceivable to have a business run by one person. In all 

probability it would be a small business. Under modern marketing, 

decentralisation of marketing tasks may take any, or a combination, 

of the following: - 

1. By products or product lines. 

2. By function. 

3. By customer class. 

4. By area. 

It is thus possible to have a number of Managers responsible: for 

product offering. This is not practiced in the carpet industry. 

In order of frequency of mention decentralisation takes the form 

by function, for example, Sales Management, Production Management and 

Distribution. Secondly, by area, where, invariably, the deciding 

factors are sales territories. Finally, by customer class, where 

the distinguishing factor-is whether the customer is wholesaler/retailer, 

mail order or contract sale. 

The objective of the present section is to establish, first, 

whether delegation of authority is necessary in the first place. 

Following from this, the reasons regarding the response. Given the 

industry structure, it seems that a degree of decentralisation is 

called for, more so in the case of large companies. Under the ideal 

requirements of the marketing concept, the organisational structure 

of the company should be such that at least some form of delegation 

is called upon, for example, marketing and sales. 'The number. of 

persons involved is a function of the nature and scope of the business. 
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From the findings of the study it was possible to arrive at two 

groups of executives, one believing that decentralisation of authority 
is necessary, the other seeing it impractical. The following reasons 

in Table 18.1 were given. 

TABLE 18.1 

Necessity or otherwise of decentralisation of authority within 

the . marketing area as mentioned by the executives. 

Necessity or otherwise of decentralization Necessary? No. of Executives 

Burden for one executive Yes 41 

Responsibility defined for employees Yes 12 

Small company size No 12 

Lack of suitable employees No 7 

Total 72 

The first two groups of executives indicate necessity of decentralisation, 

the last two believing otherwise. Given this response pattern, it may be 

concluded that the first two groups of executives are marketing concept 

orientated, while the other two are not. The extent of favourability of 

attitude towards the marketing concept for the first two groups of 

executives is difficult to establish because a great deal depends on the 

scope and nature of decentralisation; and: more important, the interpersonal 

relationships of the employees involved. For the same reason it was 

not possible to decide on the degree of unfavourability towards the 

marketing concept. However, it should be remembered that one form of 

organisational structure might not suit an apparently similar firm. 

Moreover, even if an organisational chart is drawn, it is important to 

recognise the intangible element of human relationships. In'other words, 

the manner. in which the implications of the organisational chart is carried 

out. ' 
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Thus, in the first part of this section, the reasons of the four 

groups of executives are presented in detail,, utilising comments made 
by the executives. The second part presents in detail the reasons 

given by the executives, these reasons are then related to each of 
the seven factors assumed to influence executives' viewpoints. 

Because of the difficulties mentioned it is not practical to ensure 
That a particular reason is indicative of marketing concept orientation. 
Therefore, the chi square test is not utilised. 

a. Burden for one executive. 

This group of executives, numbering forty one, express the 

view that decentralisation of authority and responsibility is 

essential in any company, because it is difficult and at times 

inefficient, to run a business by one executive. As mentioned 

earlier, in the context of our analysis, absence of decentralisation 

implies the performance of each and every task in the business 

by one person. * It is clear from the remarks made by the 

executives that the driving force behind decentralisation is 

a necessity rather than expediency. To these executives 

there is no alternative but to decentralise the company's 

activities. 

The Managing Director of a small company states that decentralisation 

of authority is necessary "irrespective of the size of the 

company ...... the major criteria is that as long as you 

employ people you have to give them authority, if you do not, 

you might just as well do the job yourself". The Sales 

Director of another small company expresses the view that "simply, 

things will not be done if one person is responsible for giving 

every single decision in the organisation". 

The Managing Director of a medium sized company expresses a 

similar view by stating that "you cannot maintain efficiency 
in a one-man decision organisation ...... you have to give 

authority to a small number of people to carry out your policy". 
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The Production Director of a large company believes that 

decentralisation of authority achieves two objectives: - 

(a) "you can lay down responsibility to whom you decentralise. 

Such structure is good for the employees' sake -- they know 

what to do ...... it is one way of finding out the next 

generation of leaders". 

(b) "it is good for the firm to know where authority begins 

and where it ends". 

b. Responsibility defined for employees. 
This group of executives, numbering twelve, expresses the 

view that decentralisation helps define responsibility of 

employees. As such they view decentralisation as a way of 
describing jobs. It is assumed that no one executive can 
do everything the business requires. Because of this, 

employees should have their jobs defined. This view 

recognises the importance of definition of responsibility 

which is a by-product of decentralisation. The general 

view is that absence of decentralisation impairs an 

organisation's efficiency in terms of achieving stated 

objectives. 

The Managing Director of a medium sized company states that 

"the presence of chain of command is essential in any business, 

because no man can be in different placed all at once. Each 

man's opinion in the organisation should be commensurate with 
his status. Unless employees have power to take decisions 

in their capacity, it will be difficult to run the business. 

The Managing Director of a large company states the view that 

decentralisation of authority is "always essential for any 

company whatever the size of the company. The reason is to 

let people get along with implementing policy. Wherever the 

degree of decentralisation happens to be, it should be well 
defined, otherwise difficulty in imposing control and check for 

efficiency". 
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c. mall Company size. 

This and the following groups of executives express the view that 

decentralisation of authority is not essential. The present 

group, numbering twelve executives, believe that the size of 

a company is the major determining factors regarding decentralisation 

of authority and responsibility. They believe that in a small 

company, in terms of number of people employed, everyone is 

familiar with company objectives and knows what is expected of 

him. Moreover, it is impractical to decentralise. The 

assertion that people know what the company is attempting to 

achieve may be true. However, it is true that lack of defining 

responsibility, a by-product of decentralisation of authority 

and responsibility, it is difficult to exert direction, control 

and evaluation. It should be noted that four of the twelve 

executives express the necessity for decentralisation in large 

companies or if their companies employ more people. 

The views of the Managing Director of a small company are 

typical of the executives in this group. Re believes that "as 

long as you have a small number of employees, decentralisation 

is a waste of time ...... employees know their jobs and each 

others' jobs". 

d. Lack of suitable employees. 

Finally, this group of executives, numbering seven, express 

the view that the major obstacle towards decentralisation is 

lack of suitable employees. 't'hree of the executives do not 

oppose decentralisation of authority and responsibility in 

principle, but dispense with it because of unsuitability of 

employees. nowever, the other four executives justify lack 

of decentralisation because of unsuitability of employees. 

On further questioning, small size of the company is the 

determining factor for decentralisation. Furthermore, the 

Managing Director of a small company believes that 

decentralisation of authority "weakens control ...... central 

authority is essential for effective direction and control ...... 
decentralisation creates a degree of remoteness". 
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In the remaining part of the section the reasons given are related 
to each of the factors, beli. eved to influence executives' viewpoints. 
In each instance, hi, -Cights of frequency of mention are remarked 

upon, for example, it is noticeable that none of the executives 

employed in large companies believe that size of the company is an 
impediment towards decentralisation of authority. 

As indicated earlier because of the interporsonal relationship 
involved, it is not practical to designate a particular reason as 
deviating from o± otherwise, in terms of favourabilities of attitudes 
towards the marketing concept. What could be said is that the 

group indicating the necessity for decentralisation of authority 

recognises its importance in the running of "their" companies. 

Beyond this it is difficult to decide which of the two groups is 

nearer to the requirements of the marketing concept. The same 

reasoning applies to the two groups of executives indicating that 

decentralisation of authority is not important. 

It is therefore, not practical to apply the chi square test 

to indicate presence or otherwise of association between a particular 

reason and marketing concept orientation. 

TABLE 18.2 

Reasons for necessity or otherwise for decentralisation of authority 

within the marketing area and size of company. 

Reasons for decentralisa- 
Size of Company 

---- Total tion or otherwise/size Small Medium Large 

Burden for one executive 13 12 16 41 

Responsibility defined 
for employees 1 6 5 12 

Small company size 8 4 - 12 

Lack of suitable 
employees 2 2 3 7 

Total 24 24 24 72 
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In Table 18.2 the reasons for the necessity or otherwise of 

decentralisation of authority as mentioned by the executives are 

presented in terms of the size of company in which the executives are 

employed. As indicated earlier, the first two groups of executives 

indicate the necessity for decentralisation. A number of points 

emerge from the Table. In the first place, executives mentioning 

the reason "burden for one executive" are about equally distributed 

from the three sizes of companies. Secondly, of the twelve 

executives believing that decentralisation of authority is essential, 

only one executive is from a small company. Thirdly, none of the 

executives employed in large companies express the view that the 

small size *of a business is an impediment for decentralisation of 

authority. Finally, lack of. suitable employees hinders 

decentralisation irrespective of company size. 

TABU 18.3 

Reasons for necessity or otherwise for decentralisat Qn 9t 

authority within the marketing area and executives' training, in marketing. 

Reasons for decentralisation 
or otherwise/executives' 

Executives' training in 
marketing Total 

training in marketing Trained Not Trained 

Burden for one executive 4 37 41 

Responsibility defined for 
employees 12 - 12 

Small : company size 2 10 12 

Lack of suitable employees 2 5 7 

Total 20 52 72 { 

In Table 18.3 reasons for decentralisation of authority are related 

to executives' training in marketing. A number of points emerge from the 

Table. In the first place, 20% of the trained executives in marketing 

mention the reason "burden for one executive" representing 167o of the 
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executives mentioning the same reason. Secondly, all the executives 

believing that decentralisation defines employees' responsibility have 

had training in marketing. Thirdly, 10, °l0 of the executives trained 

in marketing believe that small company size does not justify 

decentralisation, representing about 16.5%b of the executives in this 

group. 

TABLE 1r3.4 

Reasons for necessity or otherwise for decentralisation of authority 

within the marketing area and the executives' educational background 

Reasons for Executives educational background 
decentralisation or Total 
otherwise/executives Experience Academic Professional 

k d b ti groun ac onal educa 

Burden for one 
executive 25 8 8 41 

Responsibility 
defined for employees 6' 3 3 12 

Small company size 9 1 2 12 

Lack of suitable 
employees 3 3 1 7 

Total 43 15 14 72 

Table 18.4 details the reasons for and against decentralisation of 

authority as mentioned by the executives and is related to the latters' 

educational background. A number of points emerge fromtthe Table. 

In the first place, 6tY of the executives mentioning the reason "burden 

for one executive" have experience as their educational background, 

representing 5TP of this group of executives. Secondly, 5C of 

the executives mentioning the reason that decentralisation of authority 

defines responsibility for employees have experience as their educational 
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background; the remaining figure is divided equally between executives 

with academic and professional background. Thirdly, only one 

executive with an academic background expresses the view that the small 

size of the company hinders decentralisation of authority. Finally, 

the reason "lack of suitable employees" is equally mentioned by 

executives with experience and academic backgrounds, and only one 

executive, representing 14% of the total in this group has a professional 

background. 

TABLE 18.5 

Reasons for necessity or otherwise for decentralisation of authority within 

the marketing area and executives' position in the company. 

Reasons for Executives' position in Company 
decentralisation or Total 
otherwise/executives' Chief 1NTarketing Sales Production 
position in company Executive Director Director Director 

Burden for one 
executive 10 6 18 7 41 

Responsibility 
defined for employees 5 1 5 1 12 

Small company size 1 - 8 3 12 

Lack of suitable 
employees 2 - 3 2 7 

Total 18 7 34 13 72 

In Table 18.5 the reasons given for and against decentralisation of 

authority is related to the executives' position in the company. It is 

clear from the Table that, first, 43/6 of the executives mentioning the 

reason "burden for one executive" are Sales Directors. Secondly, 55.570 

of the Chief Executives and 85.5 of the Marketing Directors mention the 

same reason. Thirdly, only one Marketing Director and ai other rroduction 
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Director believe that decentralisation of authority defines responsibility 

for employees. An equal number of Chief Executives and Sales Directors 

mention the same real n. Fourthly, none of the Sales Directors express 

the view that the small size of the company hinders decentralisation of 

authority. The same response pattern applies to the fourth reason. 

Finally, an equal number of Chief Executives and Production Directors 

(five executives) mention lack of suitable employees as an obstacle for 

decentralisation of authority. 

TABLE 18.6 

Reasons for necessity or otherwise for decentralisation of authority 

within the marketing area and the executives' age. 
w.. 

Reasons for Executives' age bracket 
decentralisation or Total 

otherwise/executives'25- 30- 35- 40- 45- 50- 55- 60 40 
44 49 54 59 Plus age 29 34 39 1 

Burden for one 
executive 5 5 5 7 9 5 4 1 41 

Responsibility 
defined for 
employees - - 4 2 2 4 - - 12 

Small company size - ;i 2 3 2 1 - 1: 12 

Lack of suitable 
Employees - 1 1 - 2 3 - - 7 

Total 
1 

5 
I 

9 
I 

12 
" 12 j 
ý1 

15 13 4 2 72 

In table 19.6 the reasons for and against decentralisation of authority 

as mentioned by the executives ara given, and are related to the latters' 

age. A number of points emerge from the table. In the first place, 

executives from all age brackets express the view that decentralisation of 

authority is essential because it is a burden for one executive. 
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However, frequency of mention is slightly higher for the age brackets 

40-44 and 45-49 years. , Secondly, executives mentioning the reason 
"decentralisation defines employees ' responsibility" concentrate in 
the age bracket 35-54 years, with higher frequency of mention in the 

first and lack brackets. Thirdly, none of the executives from the 

age brackets 25-29 and 55-59 years express the view that small size 

of company renders decentralisation of authority impractical. Finally, 

the highest frequency of mention for the reason "lack of suitable 

employees" are among executives from the age group 5v-54 years. 

TABLE 18.7 

Reasons for necessity or otherwise for decentralisation of authority 

within the marketing area and executives' length of service in company. 

Reasons for Executives' length of service in - 
decentralisation company (years) 

or otherwise/ Total 
length of Under 5- 10- 15- 20- 25- 30- 35 
service in 4 9 14 19 24 29 34 Plus 
company. 

Responsibility 
defined for 
employees 3 3 3 

. 
12 

burden for one 
executive 9 11 9 4 5 - 1 41 

Small company 
size 2 3 6 - - - - 1 12 

Lack of suitable 
I 

employees 1 - 4 - 2 - - -! 7 

Total 15 17 22 4 71 2 4; 72 
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Table 18.7 details the reasons for the necessity, or otherwise, of 
decentralisation of authority as mentioned by the executives and are 

related to the latters' length of service in the company. The first 

point emerging from the Table is that none of the executives who have 

been in the company for 25-29 years mention the reason "burden for one 

executive", the highest frequency of mention being from those executives 

in the company's service for between 5-9 years. Secondly, 75% of the 

executives expressing the view that decentralisation of authority 

defines employees' responsibility have been in the company for up to 

14 years, the figure divided equally between the first three periods. 
Thirdly, 50%'of the executives mentioning the reason "small company size" 

as an impediment for decentralisation of authority have been in the 

company for between 10-14 years. Finally, 57b of the executives 

mentioning the reason "lack of suitable employees" have been in their 

present positions for a period of 10-14 years. 

TABLE 18.8 

Reasons for necessity, or otherwise, for decentralisation of authority 

within the marketing area and executive's length of service in_present position. 

Reasons for de- Executives' length of service in 

centralisation or present position Total 
' 

otherwise/length Under 5- 10- 15- 20- 25- "30- 35 
of service in 4 9 14 19 24 1 29 34 Plus 
present position 

Burden for one 
executive 27 5 6 1 1 - - 1 41 

Responsibility 
defined for 
employees 9 2 1 - - - - - 12 

Small company size 8 1 2 - - - 1 - 12 

Lack of suitable 
employees 3 1 3 - - - - - 7 

Total 47 9 1 21 1 1 
t" 

1 72 

r 



38 
v. 

Table 18.8 details the reasons given for and against decentralisation 

of authority as mentioned by the executives and the latters' length of 

service in their pres_nt position. A number of points emerge from the 

Table. In the first place 69%, of the executives have been in their 

present position for less than fourteen years, those in the first period 

representing 57% of the executives in therperiod. becondly, all the 

executives mentioning the reason "defining responsibility for employees" 
have been in their present position for fourteen years or less. Of the 

executives who have been in their present positions for under four years, 
75"/6 mention the same reason. Thirdly, 96.5% of the executives 

expressing the view that the small size of the company hinders 

decentralisation of authority, have been in their present positions for 

fourteen years or less. Out of the 47 executives who have been in their 

present positions for under four years, 17% mention the same reason. 

Finally, all the executives mentioning the reason "lack of suitable 

employees" have been in their present positions for fourteen years or 
less. 

19. Necessity of Job analysis and job description. 

Modern organisational thinking requires the specification of jobs 

to members of the organisation. The object is to ensure that every 

member knows his responsibility, to whom he is responsible, the person(s) 

responsible to him, if any. This provides control to ensure that things 

are performed by the person responsible. As such it implies direction 

when a certain task is not achieved. A result of this set-up is a 
built-in evaluative element whereby a person is evaluated by referring 

his performance to his stated responsibilities. 

This organisational set-up has the merit of a smoothly functioning 

organisation where deviation from responsibilities and objectives could 

easily be traced and rectified. The central means to this end is what 

is known as job analysis and job description in organisational theory. 

Job description is defined as the task of analysing the constituting 
J 
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elements of the job, the interrelationships of the job with other jobs 

in the organisation. As such it defines responsibility and authority 

as an effective means f evaluating erson Cle or ap arly, for this 

analysis to be effective each and every job in the organisation should 

pass through the same analysis. Only in this way can one view an 

organisation systematically and its constituent tasks. An essential 
feature of this analysis is to allow a periodical review to assess 

whether changes in the jobs have occured. i'his is imperative in view 

of changing environment, both internal and external to the organisation. 
Job analysis is a"means-: to an end, the latter being job description. 

It is not meaningful to embark upon job description if the tasks have 

not been analysed in the first place. Thus the objective of job 

description is to outline, in detail, the responsibility of each member 

within an organisation, lines of authority and responsibility and an 

evaluation mechanism. It goes without-saying, that members within an 

organisation receive findings relating to their jobs. In certain 

cases, it may be adviseable for all members to know each others job 

descriptions. 

An"important advantage of job analysis and description is hiring 

of employees in the first place. In the absence of such detailed 

analysis and description the employing officer may hot be in a good 

position to hire "the right person to the right job". It could thus 

be a hit and miss affair which could prove expensive. Having a 

detailed description of a job, it is possible to hire personnel 

objectively. 

It is clear that formalisation of job analysis and description 

is desirable because otherwise it may be ineffective, particularly 

if the latter is undertaken verbatum. As such employees may 

overlook certain tasks and rely on others to perform them. If this 

attitude is multiplied, it may cripple an organisation in the sense 

of not achieving its stated objectives, which instigated the 

establishment and ensures its survival. 

Under the marketing concept, a business exists to offer goods 

and services demanded by the customer at a profit. Invariably, this 
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requires a number of people to organise in such a way as to achieve this 

fundamental requirement, and any other objective stated by the management 

of the business. One thing is sure, and that is, more than one person 
is involved in achieving a business' marketing and other objectives, 

if any. As such, and in view of what has been nentioned earlier, it is 

necessary to undertake job analysis and job description. 

The object of the present section is to establish, first, whether 
job analysis and job description is essential. Secondly, to indicate 

the reason(s) as to why or why not job analysis and description is 

undertaken. It th ould be noted that analysis and description of jobs 

should be formalised, otherwise it may be ineffective. 

The findings of the study revealed two groups; )of executives, 

one agreeing that job analysis and description are essential, the other 

disagreeing with the necessity for job analysis and description. 

The former group mentioning three reasons, the latter mentioning two 

reasons. The reasons and frequency of mention are shown in 'able 19.1 

' TABLE 19.1 

Necessity or otherwise for undertaking job analysis and job description. 

Reasons Necessity Number of 
Executives 

Employees responsibility defined Yes 33 

Provide control and evaluation Yes 11 

Responsibility defined - allow 
flexibility lies 5 

'Small company size No 18 

. 
Depend on employees No 5 

Total 72 
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In the first part of this section a detailed presentation of each 

of the reasons mentioned in 'table 19: 1 is shown, citing remarks and 

comments made by the executives. This is related to the requirements 

of the marketing concept. or analytical purposes the reason "provide 

control and evaluation" is taken as the nearest position in terms of 
favourability of attitude towards marketing concept orientation. in 

the second part of'the section the response pattern is related to each 

of the seven factors believed to influence the executives' viewpoint. 

Association or otherwise is sought between marketing concept 

orientation, represented by the view "provide control and evaluation" 

and any one of the factors by applying the chi square test. 

a. hlnployees' responsibility defined. 

This group of executives, numbering thirty-three, express 

the view that formalisation of job analysis and job description 

is necessary because it defines the responsibility of 

employees. This should be. applied to all members in the 

organisation. As such it outlines authorities and responsibilities 

in an organisation. This seems to be the main concern of the 

present group. However, they did not proceed a step further, 

as the second group did, and mention control and evaluation. 
The views of the Sales Director of a small company reflect the 

majority of executives' in this group of companies, by stating 
that job analysis and description is essential so that "one 

should know how far one should go in one's job ...... this 

applies to everyone in the company". This minimises 

overlapping of jobs and avoids interpersonal friction in 

performing the various tasks of a business. If criticism 

occurs, it is directed to the system. 
The Sales Director of a medium sized company expresses a 

similar point of view by stating that absence of job analysis 

and description "leads to overlapping which is detrimental to 

efficiency". Another Sales Director believes that "if a man 
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knows what is expected of him, he will look to one aim and do it 

effectively, but until he knows what is expected from him, he 

would be drifti^ d and waste his time and the company's ...... 
members of the Board are no exception". 

b. Provide control and evaluation. 

This group.; of executives, numbering eleven, express a 

justification for undertaking job analysis and job description 

nearest to the requirement of the concept. The provision of 

control and evaluation implies the definition of an employees' 

responsibility in the first place. Clearly this group of 

executives indicate a more adequate reason than the previous 

group. Control and evaluation is central in effective 

management in that a person performs what is expected from 

him by referring to his job description. Moreover, -his 

superiors would have an objective method of appraising the 

former's performance. Subjective judgement should be minimal 

under this framework. ' 

As will be discussed later in the section, the majority of 

executives mentioning this reason are from large companies. 
The views of the Managing Director of a large company are 
typical of the other executives "you should tell everyone 

what he should do ...... this reduces overlapping. Only in 

this way can you direct people and promote them (when an 

opportunity occurs) in accordance with their work". The 

last remark implies evaluation. 

c. Responsibility defined- allow flexibility. 

The third and last group of executives agreeing for the 

necessity of job analysis and job description express the 

view that while the activity defines responsibility of 

employees, it is necessary to allow for flexibility, because 

generally speaking, people will cease to think for themselves 

and indeed a tight job description impairs efficiency. 
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The reasoning is the difficulty of exactly defining each and 

every job. Moreover, certain situations might have arisen 

since the descriptions were dravm. This is a fair comment, but 

a rigorous job analysis and job description should allow for 

every conceivable occurance. This might necessitate generality 

at one point, but the pivotal message is to assign a person for 

" such situations. 

d. inal. l company size. 

This and the following group of executives indicates disagreement 

for the necessity of job analysis and job description. In view 

of what has been said earlier, neither group conforms to the 

requirements of the marketing concept. The present group 

consists of eighteen executives expressing the view that the 

small company size does not require the undertaking of the 

activity in question. the issue is not a financial one, rather 

the organisational structure is relatively simple, whereby each one 

knows where he stands. Whilst this may be; true of relatively 

small companies, the presence of more than one person invariably 

leads to interpersonal relations when achieving the company's 

objective, and therefore the necessity for job analysis and 
job description. 

The views of the Managing Director of a small company reflect 

the executives' views in this group by stating that in "a tiny 

company, your colleagues are with you all the time ...... you 
do not have to tell them what to do". As for other employees 

"their jobs are straight forward". However, five of the 

executives remark that in a large company job analysis and 
description is essential, and indeed they would undertake it if 

their companies increase in size. 
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e. Depends on employees. 

This group of executives, numbering five, irrespoctive of size of 

company believe that job analysis and description are unnecessary 

because a great deal depends on the employees. The implication 

of this is the quality of people running the business contribute 

to its efficiency or otherwise.. This is inevitable in the 

final anal ysic. However, if these people are not organised 

and specifically know their responsibility, they would not be 

as. productive as they would have been, had their jobs been 

analysed and described. 

The Managing Director of a small company states that he "cannot 

achieve anything at all ...... it is a waste of mcney ...... 
if you have good people there is no need for job analysis 

and job description". Purthernore, it is "not fair to assume 

that job analysis and description will make a bad person good". 

In the remaining part of this section, the response pattern of 

regarding the necessity or otherwise of job analysis and job 

description is related to each of the seven factors believed to 

influence the executives' point of view. As indicated earlier, two 

groups of executives have been traced, one indicating agreement for 

the-necessity of job analysis and description, the other exhibiting 

disagreement. 'It was thus possible to construct two Tables, each 

dealing with one of the two groups. The object of the analysis is 

to examine and comment upon the highlights of the Tables. 

In Table 19.2 the reason "provide control and evaluation" is 

assumed to be the nearest position towards marketing concept 

orientation in terms of favourability of attitude. Thus the chi 

square test is applied to reveal if association exists between marketing 

concept orientation and any one of. the seven factors, for example, if 

training in marketing is conducive to favourability of attitude, or 

perhaps the size of company in which an executive is employed explains 

his attitudinal status towards the marketing concept. 
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The analysis following Table 19.3 is concerned with important 

points emerging from the Table. In other words, the emphasis is 

on patterns of respc.. se. As mentioned earlier, the Table is devoted 

to the group of executives disagreeing with the view that job 

analysis and description is necessary. As such, there is no case 

of proximity towards the marketing concept: by definition the 

"twenty three executives in the group are not favourably disposed 

towards the marketing concept. it follows that the chi square 

teat is not applied. 

In Table 19.2 the reasons for agreeing with the view that job 

analysis and description is necessary are detailed, and are related 

to each of the seven factors believed to influence an executives' 

point of view. The nearest position towards the marketing concept 

is provided by the group of executives mentioning the reason "provide 

control and evaluation". A number of points emerge from the Table. 

In the first place, 54% of the executives mentioning control 

and evaluation are from large companies. This may support the view 

that the larger the company, the more marketing concept 'orientated it 

is. The majority of executives mentioning the reason "employees 

responsibility defined" are employed in medium sized companies. 

However, none of the executives employed in the latter group of 

companies express the view that while responsibility should be defined, 

allowance should be made for flexibility. The majority of 

executives advocating the latter reason are from large companies. 

Executives- training in marketing indicates that 7276 of the 

executives mentioning the reason "provide control and evaluation" have 

had no training in marketing. This is contrary to what is expected 

in that training in marketing is conducive to the latter 's 

orientation. This number of executives represent 25% of the 

executives agreeing with the necessity of job analysis. and description. 

None of the trained executives in marketing express the view that 

allowance for flexibility should be made, given the fact that job 

analysis and description defines executives' responsibility. 
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When relating the reasons to the executives' educational background, 

it is revealed that 59% of the executives have experience as their 

background. Of the executives mentioning the reason "provide 

control and evaluation" 45% have experience as their background. The 

same pattern is repreated when considering the reason "responsibility 

of executives defined" where 630 of the executives have experience 

as their educational background. It is clear that experience seems 

to have an influence in each of the three reasons mentioned by the 

executives. 

Fourthly, the executives' position in the company when related, 

to three reasons indicate that 51% of the executives are Sales 

Directors, out of which £/ and 80% mention the reasons "provide control 

and evaluation" and "employees responsibility defined" respectively. 

Only 27% of the executives mentioning the reason "provide control and 

evaluation" are Marketing Directors. This is short of expectations 

that the majority of executives mentioning this reason should be 

Marketing Directors to support the view that the presence of a 

Marketing Director in a business is a prerequisite for marketing 

concept orientation. 

When relating executives' ages to the reasons mentioned it is 

observed that executives from all age brackets, except the last one, 

mention the reason "employees responsibility defined" with a 

concentration of 23% of the total executives mentioning the rdason, 

in the age brackets 45-49 and 50-54 years. The majority of 

executives mentioning the reason "provide control and evaluation" 

are from the age bracket 40-44 years. The conclusion is made that 

no obvious relationship exists between any of the three reasons 

and executives' ages. 

Sixthly, executives' length of service in the company indicates 

that 57% of the executives mentioning the three reasons have been in 

the company for a period up to fifteen years. The number of 

executives mentioning the reason "employees responsibility defined" 

is the same for the first three age brackets. Of the eleven executives 
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mentioning the reason "provide control and evaluation" 36% have been 

in the company for less than three years. It is not possible to conclude 

that a short length of service is conducive to marketing concept 

orientation because 25% of the executives mentioning the latter 

reason, -have been in the company for between 10-14 yeara. 

TABLE 19.24. 

. Reasons for necessity of job analysis and description as mentione 

by the executives and the latters' length of service in the company. 

Reasons for necessity Executives' length of service in their 

of job analysis and present position Total 
description Under 5- 10- 15- 20- 25- 30- 35 

4 9 14 19 24 29 34 Plus 

Employees 
responsibility 
defined 30 - 3 - - - -- - 33 

Provide control and 
evaluation 2 6 2 1 - - - - 11 

Responsibility 
defined - allow 
flexibility 2 - 3 - - - - - 5 

Total 34 6 8 1 - - - - 49 

Finally, when relating executives' length of service to the reasons 

given, it is remarked that 70% of the executives have been in their 

present positions for up to four years. Again, it is not possible to 

conclude that a shorter length of service in their present position is 

conducive to marketing concept orientation, because the executives 

mentioning the reason "provide control and evaluation" are equal. for 

the age group up to four years and 10-14 years. flowever, 911/6 of the 

executives mentioning the reason "employees responsibility defined" have 
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beeruin their present positions for up to four years. 

To conclude this analysis the chi square test is applied to reveal 
if association exists between marketing concept orientation presented 

by the reason ""provide control and evaluation" and any of the seven 

factors. The results indicate that the two factors are independent 

of one another. 
TABLE 19.3A. 

Reasons for not undertaking job analysis and description as mentioned 

by the executives and latters' length of service in their present position. 

Executives' length of service in their Reasons for not present position 
undertaking job Total 
analysis and Under 5- 10- 15- 20- 25- 30- 35 
description 4 9 14 19 24 29 34 Plus 

: knall company size 10 2 3 - 1 - 1 1 18 

Depend on employees 3 1 1 - - - -- - 5 

Total 13 3 4 - 1 - 1 1 23 

Table 19.3 details the reasons for not undertaking job analysis and 

description and is related to each of the seven factors. The common 

factofs amongst the twenty three executives in their departure from the 

requirements of the marketing concept. However, a number of 

observations are made. In the first place, understandably, the majority 

of executives expressing the reason "small company size" as an obstacle 

in job analysis and description are from small companies. However, three 

out of the five executives mentioning the reason "depend on employees" 

are from large companies where one would expect formalisation of job 

analysis and job. description. 

Executives' training in marketing or otherwise when related to%the 

two reasons indicate that 94% of the executives mentioning the reason 

"small company size" are not trained in marketing. However, 4% of the 

executives citing the other reason are trained in marketing. This is 
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contrary to expectations in that one expects executives trained in 

marketing to be favourably disposed towards formalisation of job analysis 

and description. Thirdly, 60% of the executives expressing disagreement 

for the necessity of job analysis and description have experience as 

their educational background; representing 32.5% of the total number 

of executives participating in the study. 

Executives' position in the company when related to the two reasons, 

reveal that 39, * of the twenty"three executives are Sales Directors. Of 

the eighteen executives expressing the reason "small company dize" 

eight executives are Sales Directors, the remaining ten are equally 

divided between the positions of Chief Executives and Production Directors. 

None of the Marketing Directors mention this reason. However, one 

executive or 20% of. --the executives mentioning the reason "depend on 

employees" is a Marketing Director. Ideally, one would not expect 

a Marketing Director to share this opinion, if the view that the 

presence of a Marketing Director is conducive to marketing orientation, ' 

is to bold. 

Relating the executives' age to the two reasons reveal that the 

executives expressing the reason "small company size" are from all age 

groups, with relatively more executives from the age groups 30-34 and 

45-49 years. With respect to the second reason, there seems to be a 

higher frequency of mention in the age group 30-34 years, whereby 4010 

of the executives expressing this reason concentrate. fifthly, 

executives' length of service in the company when related to the two 

reasons reveal a similar pattern to that concerning executives' ages. 

The only difference is with respect to the second reason, whereby 

the concentration of frequency of mention occurs in the periods 

10-14 and 20-24 years. 

Finally, executives length of service in their present positions, 

when related to the reasons for not undertaking job analysis and job 

description indicate that 87% of all the executives have been in their 
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present positions for periods up to fourteen years. Of the eighteen 

executives mentioning the first reason, ten executives mention the 

reason small company size. It is noted that this number represents 

about 277o of the total number of executives participating in the 

study. . 
Percentage wise, it may be concluded that more executives 

who have been in their present position for four years or less 

mention the reason "small company size" as an obstacle in 

formalisation of job analysis and job description. 

20. Ingredient of success. 

In any industry there are a'number of factors which activate a 

company's success. The criteria for success being profit achievement 

at the end of a specific period. It is realised that profit as a 

business objective may not be the only one. Indeed in a number of 

companies, executives mentioned profit as secondary in importance. 

However, for the purpose of analysis profit achievement is accredited 

highest significance in terms of a company's success. 

Inevitably, the question arises as to why companies fail to be 

successful, or more successful, despite their knowledge of the means 

towards the end in question. The simple answer to this is that the 

company may not acquire the ingredient(s) or may not be in a position 

to acquire them. Given this knowledge, one hopes the companies 

strive to be more successful. A more sophisticated answer is 

strengths and constraints on a company in achieving certain profit 

targets. The internal present structure of the company, a result 

of past decisions, influences and is influenced by factors external 

to the company, that is, the business environment. For example, 

the size of the company, organisational set-up and the people 

performing the business' task may heavily influence what can and 

cannot be done. 

The object of the present section is not concerned with the 

"why" aspect of the ingredients of success. Rather, the emphasis 

is on the prevailing success ingredients of the most successful firms 

in the industry studied. Knowing these factors is helpful when 
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appraising the competitive situation. The findings of the study 

revealed twenty reasons that explain success in the carpet manufacturing 

industry, as indicat ci in Table 20.1 

- TABLE 20.1 

Frequency of mention of ingredients of success of the most successful 

firms in the industry. 

Reasons for success Frequency of mention 

Consumer research vital 1 

Small company size 2 

Flexibility 1 

Good marketing man 4 

-Good customer relations 8 

Value for money 5 

Right colour and design 

Right quality and design .9 

Right price 9 

Speedy delivery 8 

Adequate outlets 2 

Adequate stocks 1 

Happiness of employees 5 

Innovation 12 

Vertical integration 2 

Financial viability 5 

Volume production 1 

High market share 1 

marketing policy dictates success 3 

Promotion 3 
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Given the ingredients of success in Table 20.1, it is not obvious 
to pin-point one particular factor and designate it as the nearest 

position to the requ. ments of the marketing concept. Factors 

internal to the company may lead the executive to emphasise one factor 

rather than another. From the marketing concept point of view the 

reasons "consumer research vital", "good customer relations" and 
"good marketing man" seem to be highly desirable. The essential point 
in hand is lack of justification in categorically stating that a 

particular success ingredient(s), as mentioned by the executives, is 

indicative of marketing concept orientation. 
The method of the analysis is to present the mentioned 

ingredients of success in detail and relate them to each of the 

factors assumed-to influence an executives' point of view. Following 

each Table are observations regarding the pattern of the distribution 

of the frequencies. As implied in-the last paragraph, the chi 

square test cannot be applied because of absence of a clear cut 

relationship between any of the success ingredients mentioned and 

marketing concept orientation. 
-. 

The majority of the success ingredients cited in Table 20.2 

are self-explanatory, save for a few. The following are explanatory 

notes, as mentioned by the executives. 

(a) Small company size. The two executives mentioning 

this reason express the view that because the. -company is 

small, it presents no administrative problems, it is 

relatively easy to adjust to changing business environment. 

The other executive emphasises flexibility as an ingredient 

of success because the plant easily adjusts to "what is 

selling best". 

(b) The adjective "right " in "colour and design" and "quality 

and design" is with reference to what competitors are 

offering and what is acceptable to the market. 
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(c) Innovation'_implies the development of new products which 

competitors do not possess, for the time being. It is 

observed that five executives from small companies mention 

this reason. Thus research and development is viewed as 

a , luxury for small companies because of small companies' 

limited financial resources. 

(d) Vertical integration of carpet manufacturing occurs in 

two, one medium, the other large, of the companies studied. 

The implication of this is the prevalence of marginally 

lower. operating costs vis-a-vis competitors, and therefore 

increase profits more than they would have been otherwise. 

(e) Financial viability refers to the companies' financial 

resources to develop new products, launch them successfully 

and stand losses if and whey they occur. It is noted- 

that the companies in which three of the executives mention 

this reason are members of a group. Thus their financial 

problem is not as critical as they would have been otherwise. 

As indicated earlier, the remaining part of this section is devoted 

to a detailed presentation of the ingredients of success, and the 

frequency distribution when related to each of the seven factors 

assumed to influence an executive's viewpoint. 

Table 20.2 relates the ingredients of success as mentioned by the 

executives, and size of company in which the latter are employed. A 

number of points emerge from the Table. The factor "right colour 

and design" receives the highest frequency of mention, representing 

33iß of the total frequencies of which 44% and 36% are mentioned by 

executives from large and medium companies respectively. In each 

group of companies the factor receives the highest frequency of 

mention. Secondly "innovation is mentioned by executives from the 

three size groups of companies. Similarly "right colour and design" 

and "right price" and "speedy delivery". Each of these factors is 

mentioned at least twice in any one size group. It may be concluded 
that these factors are regarded as relatively more important than others 
to attain success. 
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TABLE 20.2 

Ingredients of success as expressed by the executives and size of company. 

redients of success / riable: In 
Size of Company 

:º Total g va 
"' Small Medium E Large 

Consumer research vital 1 - - 1 

Shall company size 1 1 - 2 

'Flexibility 1 - - 1 

Good marketing man 2 - 2 4 

Good customer relations 2 3 3 8 

Value for money 5 - - 5 

Right colour and design ö 15 18 41. 

Right quality and design 3 3 3 9 

Right price 3 3 
.3 

9 

Speedy delivery 3 2 3 8 

Adequate stocks - - 1 1 

. 
Adequate outlets 1 1 - 2 

Happiness of employees 3 1 1 5 

Innovation 5 3 4 12 

Vertical integration - 1 1 2 

Financial viability 1 3 1 5 

Volume production - - 1 1 

High market share - - 1 1 

Marketing policy dictates success 1 1 1 3 

Promotion - 1 2 3 

40 38 35 1? _3 
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TABLE 20.3 

Ingredients of success as expressed by the executives and the tatters' 

training in marketin'. - 

Ingredients of success/ 
Executives training in 

marketing Total 
Variable. Trained Not Trained 

Consumer research vital - 1 1 

Small company size 2 - 2 

Flexibility 1 - 1 

Good marketing man 2 2 4' 

(ood customer relations 3 5 8 

Value for money - 5_, 5 

Right colour and design 
( 

12 29 41 

Right quality and design 4 5 9 

Right price 4 5 9 

Speedy delivery 2 6 8 

Adequate outlets - 2 2 

Adequate stocks - 1 1 

Happiness of employees - 5 5 

Innovation 5 7 12 

Vertical integration - 2 2 

financial viability 2 3 5 

Volume production - 1 1 

high market share - 1 

riarketing policy dictates success 3 - 3 

Promotion 1 2 .5 
[Total 

41 82 
L123 

x 
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TABLt ^_0.4 

Ingredients of success as expressed by the executives and the tatters' 

educational background. 

redients of success/ in 
Executives educational background 

Total 
- g 

Variable. Experience Academic Professional 

consumer research vital 1 - - 1 

Small company size 2 - - 2 

Flexibility 1 - - 1 

Good marketing man 3 - 
ý1 

4 

Good customer relations 5 2 1 8 

Value for money 4 - 1 5 

Right colour and design 26 -7--- 8 41 

Right quality and design 5 3 1 9 

Right price 4 2 3 9 

Speedy delivery 5 2 1 8 

Adequate outlets - 1 1 2 

Adequate stocks - 1 - 1 

Happiness of employees 5 - - 5 

Innovation 

Vertical integration 

5 

- 

5 

1 

2 

1 

12 

2 

Financial viability 1 1 3 5 

Volume production t - 1 - 1 

High market share - 1 - 1 

1Iarketing policy dictates success 1 2 3 

Promotion 2 1- 3 

JTotai 
70 30 23 123 
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TABLE 20.5 

Ingredients of success as expressed by the executives and the latters' 

position in the company. 

-. redients of success /ý In 
Executives' position in company 

Total 
- g 

Variable. Chief 
Executive 

Marketing 
Director 

Sales 
Director 

Produc- 
tion 
Direc- 
tor 

-Consumers' research vital 1 - - - 1 

Small company size - - 2 - 2 

r1exibility - - 1 - 1 

Good' marketing man - 1 3 - 4 

Good customer relations 3 1 3 1 8 

Value for money 1 - 4 - 5 

Right colour and design 10 4 21 6 41 

Right quality and design - 2 7 - 9 

Right price 1 1 5 2 9 

Speedy delivery 3 1 1 3 8 

Adequate outlets I - 1 - 2 

Adequate stocks - - 11 

Happiness of employees 1 - 1 3 5 

Innovation 5 1 4+ 2 
ýýý------------- 

12 

Vertical integration 1 - 1 - 2 

Financial viability 3 - 3 1 5 

Volume production - - 1 - 1 

High market share - - 1 - 1 

Marketing policy dictates success - l 1 1 t 3_ 

Promotion i 
+ 

- 1 2 - 3 

Total 28 13 62 20 123 
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TABJ, T ? O. 6 

Ingredients of success as expressed by the executives and the Tatters' age. 

Executives' age bracket l 

Ingredients of succes9� Tota 
Variable. 25- 30- 35- 40- 45- T 1 

55- 60 
29 34 39 44 49 54 59 P1us 

Consumer research vital - - 1 - - - -- 1 

Shall company size 1 - - - - I - - 2 

Flexibility 1 - - - - - - 1 

Good marketing man - 1 1 - 2 - - - 

Good customer relations - - 2 1 2 2 1 - 8 

Value for money - 2 2 - 1 - - - 5 

Right colour and design 1 4 6 9 11 8. 1 1 41 

Right quality and design - 2 1 1 3 2 - - 9 

Right price - 1 1 1 5 1 - - 9 

Speedy delivery - 1 - 2 2 3 - 8 

Adequate outlets 1 - - - - 1 - - 2 

Adequate stocks - - - - - 1 - - 1 

Ha iness f em e l 2 1 
- 

1 1 
- 5 

pp p oye s o - - 

Innovation 3 - 1 3 2 2 - 1 12 

Vertical integration 1 - 1 - - - - 

2, 

Financial viability - - 1 - 2 1 1 5 

Volume production - - 1 - - 1. 
Y. 

High market share - - - - 1 - -- 1 

Marketing policy dictates 
success 2 - - 1 - - -- 3 

Promotion I - 1 1 - 1 - -!.. 3 

Total 10 3 14 P 18 33 22 42 123 
j 
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TABLE 20. 

Ingredients of success as expressed by the executives and the Tatters' 

length of service in the company. 

c 

4- 

In redients of 

Executives length of service in the 
company Total g 

success/Variable. Unser 59 lg4 l29 2 2 354 Ipjas 

Consumer research 
vital - - 1 - - - - -- 1 

Small company size 2 - - - - - - - 2 

Flexibility 1 - - - - - - 1 

Good marketing man - 1 3 - - -- - - 4 

Good customer 
relations 2 3 - 2 - 1 - 8 

Value for money - 2 2 1 - - - - 5 

Right colour and 
design 8 11 11 2 5 1- 

.1 
2 41 

Right quality and 
design 2 1 3 - 2 - 1 - 9 

Right price 5 2 1 - 1 - - - 9 

Speedy delivery 1 1 2 2 - - 1 1 a 

Adequate outlets 1 - 1 - - - . - - 2 

Adequate stocks - - - - 1 - - - 1 

Happiness of 
employees 2 - 3 - - - - - 5 

Innovation 2 2 5 1 - 1 - 1 12 

Vertical 
integration 1 - - 1 - - - - 2 

Financial 
viability 2 2 1 - - - - - 5 

Volume production-. 1 - - - - - - - 1 

High market share - - 1 - - - - - 1 

Marketing policy 
dictates success 3 - - - - - - - 3 
Promotion - 3 - - 1-- 

- - 3 

Total 33 28 34 9 
193 

3 4 123 ý: ýý* 
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TABLE 20.8 

Ingredients of success as expressed by the executives and the latters' 

length of service in their present positions. 

Ingredients of - 

Executives length of service in 
present position Total 

success 
/Variable Unde 

4 
5- 
9 

10- 
14 

15- 
19 

20- 
24 

25- 
29 

30- 
34 

35 
Plus 

Consumer research 
vital - - 1 - - - - - 1 

Small company size 2 - - - - - - - 2 

Flexibility 1 - - - - - - ., 1 

Good marketing man 2 1 1 - - - - - 4 

Good customer 
relations $ - - - - - - - 8 

Value for money 3 1 1 - - - - - 5 

Right colour and 
design 28 7 3 1 1 1 41 

Right quality and 
design 6 2 - - 1 - - - 9 

Right price 9 - - - - - - - 9 

Speedy delivery 5 - 3 - - - - - ß 

Adequate outlets 1 - 1 - - - - - 2 

Adequate stocks 1 - - - - - - - i 

Happiness of 
employees 3 - 2 - - - - - '5 
Innovation 6 1 4 - - - 1 - 12 

Vertical integration 2 - - - - - - 2 

Financial viability 3 - 2 - - - - - 
b'blume production 1 -- - - - - -1 
High market share - -1 - - - - -1 
Marketing policy 
dictates success 3 - - - - - - - 3 
Promotion 3 -- - - - - -x3 
Total 87 12 19 1 2 - 1 1ä 123 
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Table 20.3 relates ingredients of success to executives' training 

in marketing. . 
The first point emerging from the Table is that the 

forty one frequencies relating to the factor "right colour and design" 

about 70% are mentioned by executives who have had no training in' 

marketing. However, the executives mentioning the reasons "good 

marketing man", "good customer relations" and "marketing policy 

. 
dictates success" have had training in marketing. These reasons 

approximate to marketing concept orientation. To this extent, it may 

be concluded that training in marketing is conducive to the latter's 

orientation. This is further supported by the finding that "volume 

production"*as a success ingredient is mentioned by an executive with 

no training in marketing. As explained elsewhere, the key to success 

under the marketing concept is customer satisfaction rather than volume 

orientation. 

Table 20.4 details success ingredients to executives' educational 

background. The first point emerging from the table is that 4876 of the 

total frequencies are mentioned by executives with experience as their, 

educational background. The 'success factor "right colour and design" 

is mentioned by 6, 'o of the frequencies relating to the reason by 

executives with experience as their background. Secondly the reasons 

"good marketing man", "good customer relations" and "consumer research 

vital" is mainly mentioned by executives with experience as their 

background. The possible conclusion is that academic and professional 

backgrounds are not vital in instigating marketing concept orientation 

by an executive. finally the success factor "innovation" is equally 

mentioned by executives with experience and academic backgrounds. 

Table 2u. 5 reveals that 50% of the total frequencies are by 

Sales Directors, who mention 51% of the frequencies relating to the 

factor "right colour and design". The factors "good customer 

relations", "good marketing man" are mainly expressed by Sales 

Directors. Pricing and promotion is again predominently mentioned 

by Sales Directors. Given these findings, it is difficult to conclude 
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that success factors underlying marketing concept orientation is the 

domain of Marketing Directors. Again this confirms the view that the 

title of an executive is not indicative of obvious orientation one 

way or another, in view of the fact that the same factor is mentioned 

by executives, irrespective of their titles. 

The obvious observation in Table 20.6 is 267o of the total 

, 
frequencies mentioned by executives in the age group 45-49 years. 

Moreover, for each of the ingredients, this age group exhibits 

the highest frequency. Secondly, the factor "right colour and 

design" is mentioned by executives from all age groups with the' 

highest frequency of mention occuring in the ade bracket 45-49 years 

followed by the 40-44 bracket. Finally, the onlyifrequency 

relating to the ingredient "consumer research vital" is expressod 

by an eiecutive in the age bracket 35-39 years. 

Table 20.7 relates ingredients of success to the 'executives' 

length of service in the company. A number of points emerge from 

the Table. In the first place, the same number of frequencies 

occur in the periods up to four years and 10-14 years. Secondly, 

there is no obvious pattern of frequency of distribution when 

considering obvious indicators of marketing concept orientation, 

for example, "good marketing man" and "good customer-relations". 

Finally, the success ingredient "right colour and design" is 

mentioned by executives from all periods. 

In Table 20.8 executives length of service in their present 

positions is related to the ingredients of success. 
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In the first place 69% of the frequencies are mentioned by executives 

who have been in their, present positions for a period up to four years. 

Secondly, the same p-r7entage relating to the factor "right colour and 

design" when considering obvious indicators of marketing concept 

orientation, the ingredients "good customer relations", "innovation" 

and "! marketing policy dictates success" is mainly mentioned by 

executives who have been in their present positions for four years or 

less. Finally, the ingredients pricing and promotion are mentioned 

by executives who have been in their present positions for the same 

length of time. 

21. Major competitive tools. 

The object of this section is to reveal the major competitive 

tools available to the company studied as expressed by the executives. 

This would indicate the competitive structure of the industry as a 

whole. 

It should be noted that the competitive structure of one company 

may differ from another somekhat, and in some cases markedly. This 

is the case because competitiveness id determined by exegenous as 

well as indigenous factors. The latter factors are sometimes 

overlooked, because they are peculiar to the company's internal 

operations, organisational factors and operating philosophy and 

objectives. it is, thus, not uncommon to find emphasis placed on 

external competitive factors. This is relatively easy to screen 

because it is common to all companies in an industry, and as such 

each company, in evaluating competition, has to take these into 

account. To understand internal competitive structure in terms 

of company's internal weaknesses and strenghts, the available 

sources are company reports, deliberate marketing research projects 

and a research similar to the one in hand. 

Thus, from the finding of the study it was possible to reveal 

both internal and external competitive factors. It is noticed that 

the internal structure of the company in terms of operating philosophy 

and structure-substantially affects how a company views its external 

environment. Thus, a medium sized company is indifferent to 



416. 

competitors' activities because it produces a class of products at,. a 

price not high enough to entice competition to manufacture it. 

In the instance operating philosophy is the explanation, whereby the 

company's prime objective is to provide continuous employment; profit, 

although important, is secondary. As mentioned elsewhere, each 

company is unique in one form or another, and thus views its 

competitive structure differently. Nevertheless, there are a number 

of external competitive factors that are likely to affect the majority 

of carpet manufacturers. 

Apart from revealing competitive factors, the object of the 

section is to present these factors in terms of their competitive 

strengths as viewed by the companies. Thus, each executive was 

requested to discuss his company's major competitive factors in order 

of strength. Table 21.1 details the number of competitive factors 

and the number of executives mentioning them. 

TABLE 21.1 

Number of competitive factors and their frequency of 

mention by executives. 

Number of competitive 
factors 

Executives' frequency 
of mention 

1 72 

2 62 

3 34 

4 9 

5 1 

Total 178 

It is clear from Table 21.1 that all the executives express at 
least one factor and progressively the number of executives mentioning 

more than one factor decreases as the latter increases. 
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The major competitive tools as mentioned by the executives are shown 
in Table 21.2 together, with the frequency of mention of each factor. 

TABLE 21.2 

Frequency of mention of company's competitive strengths. 

- Competitive tools Total 
Frequency of mention 

Different product 2 

Good administration 1 

Good service and delivery 21 

Efficient accountancy system 3 

Marketing orientation 2 

High brand image 3 

Design, durability and price 3 

Good marketing knowledge 1 

Right price 27 

Value for money 9 

Flexibility 13 

Good colour and design 
125 

Good customer relations 11 

Innovation 11 

Leader in design and colour 4 

Promotion 7 

Know competition 1 

Integrated company 3 

Product not offered by competitors 4 

Good financial resources 2 

Brand name 2 

Large company size 1 

Quality 12 

Loyalty of personnel 1 

Good management 3 

Effective salesmanship 6 

Total 178 
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As is clear from the Table, twenty six competitive factors are 

mentioned, varying in importance. It is difficult to assume that a 

particular factor is more marketing orientated than another, because 

as mentioned, a great deal depends on the internal structure of the - 
companies and how they view their external environment. However, 

at the risk of over-simplification the factors "marketing orientation" 

and "good customer relations" are perhaps the nearest position to the 

requirements of the marketing concept. 

The method of the analysis is essentially similar to that of 

other sections. However, each competitive factor is analysed in 

order of competitive strength and is related to the seven factors 

believed to influence an executive's viewpoint. This is presented 

in terms of frequency of mention. Throughout the analysis, each 

Table is followed by comments regarding the pattern of response 

relating to each of the seven factors influencing executives' viewpoints. 

The factors indicated in Table 21.2 are not commented upon as 

each competitive factor mentioned is self-explanatory. The chi 

square test is not utilised because of the difficulty of deciding on 

a clear cut-off, point with respect to marketing concept orientation. 

Table 21.3 through to Table 21.9 are concerned with the first 

major competitive tool. Table 21.3 relates the first major 

competitive tool in order of frequency of mention and size of company. 

In other words each of the factors mentioned in the Table are the 

first ones mentioned by the executives as they were asked to express 

these factors in order of importance. It seems that the two most 

important competitive tools are colour and design and service 

coupled with speed of delivery. Executives from the three size 

groups of companies mention these factors. Of the seventeen 

frequencies relating to colour and design, it is mentioned eight 

" times'by executives from medium companies. The other two factors 

mentioned by executives irrespective of company are innovation and 

pricing, although the extent of frequency is smaller. Finally, 

it is noticeable that marketing orientation and good marketing 

knowledge are, mentioned by executives from small companies. This 

negates the view that larger companies are more marketing orientated 

than smaller ones. 
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TABLH. 21.3 

The first major competitive tool in order of frequency of mention 

and size of company. 

Competitive tool 
Size of Company 

Total 

Small Medium Large 

Good colour and design 3 8 6 17 

Good service and delivery 3 1 6 10 

Flexibility 7 3 - 10 

Innovation 1 2 5 8 

Right price 1 4 1 6 

Leader in design and colour 2 .2 - 4 

Value for money 2 
L 

1-- - 3 

High brand image 1 - 1 2 

Different product 1 - - 1 

Good administration 1 - - 1 

Marketing orientation 1 - - 1 

Design, desirability and price - 1 - 1 

Good marketing knowledge 1 - - 1 

Good customer relations - - 1 1 

Know competition - 1 - 
L1 

Integrated company - - 1 1 

Product not offered by competitors -J 1 - 1 

Good financial resources 1 - - 11 

Brand name --11 

Good management --11 

'total 24 24 24 72 
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The first major competitive tool in. order of frequency of mention 

and executives training inmarketing. 

Executives' training in 
marketing 

Competitive tools . ý.. _. ý....... Total 
Trained Not Trained 

Good colour and design 5 12 17 

Good service and delivery 1 9 10 

Flexibility - 
0 

10 

Innovation' 4 4 8 

Right price - 6 6 

Leader in design and colour 2 2 4 

Value for money - 3 13 

High brand image 1 1 2 

Different product 1 -1 1 

Good administration 

Marketing orientation - 1 1 

Design, durability and price 1 - 1 

Good marketing knowledge 1 - 1 

, Good customer relations - 1 1 

!. now competition 1 -1 
integrated company 1 -1 

'Product not offered by competitors 1- 11 

Good financial resources 11 

Brand name: 

Good management 1; -1 

ITotal 20 52 72 
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The first major competitive tool in order of frequency of mention 

and executives educational background. 

t titi 
Executives' educational background 

T t l ool compe ve ý-- t 
Experience JAcademic Professional 

o a 

Good colour and design 11 4 2 17 

Good service and delivery 7 1 2 10 

Flexibility 5 1 4 10 

Innovation 4 3 1 8 

Right price- 4 - 2 6 

Leader in design and colour 4 - - 4 

Value for money 2 1 3 

High brand image 1 1 .. 2 

Different product 1 - -- - 1 

food administration 1 - - 1 

Marketing orientation 1 - - 1 

Design, durability and price -- 1 - 1 

Good marketing knowledge - - 1 1 

Good customer relations 1 - - 1 

Know competition - - 1 1 

Integrated company 1 - - 1 

Product not offered by 
competitors - - 1 1 

Good financial resources - 1 - 1 

Brand name - 1 - 1 

Good management - 1 - 1 

Total 43 15 14 72 
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The first major competitive tool in. order of frequency of mention 

an d executives' position in the company. 
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Executives position in Company 
Total Competitive tool Chief 

Executive 
Marketing 
Director 

Sales 
Director 

Production 
Director 

Good colour and design 7 - 7 3 17 
Good service and delivery 1 1 7 1 10 

Flexibility 3 - 4 3 10 

Innovation- 2 2 1 3 8 

Right price 1 - 5 - 6 

Leader in design and colour - - 4 - 4 
Value for money 1 - 1 1 3 

High-brand image 1 1 -- - 2 

Different product 1 - - - 1 

Good administration - - 1 - 1 

Marketing orientation - 
Design, durability and 
price 1 - - - 1 

Good marketing knowledge - - 1 - 1 

Good customer relations - - - 1 1 

Know competition - 1 

Integrated company - 1 - 
Product not offered by 
competitors - - -( 1 1 

Good financial resources - 1 - -1 1 
IBrand 

name - - 1- 1- 
jGood management - - 1 

Total 18 7 34 13 112 
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'he first major competitive tool in 'order of frequency 
, of mention 

, tend executives' 
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t C tit 
Executives' ago bracket 

T t l ompe ools ive 
25- 
29 

30- 
34 

35- 
39 

40 45- 50- 
44 49 54 

_....., 55- 
59 

60 
Plus 

o a 

Good colour and design - 1 3 -54 2 2 17 

Good service and delivery 1 2 2 311 - - 10 

Flexibility - 2 ]. 213 1 - 10 

Innovation 1 - - 411 1 - E3 

Right price 1 - 
'- 1 1-2j 2 - - 6 

Leader in design and colour - - - 22 - - - 4 

Value for money - 1 1 - 1 - - - 3 

High brand image - 1 - - - 1 - - 2 

Different product - - 1 - - - - - 1 

Good administration I - - - - - - - 1 

Marketing orientation - 1 - - - - - - 1 

Design, durability and price 1 - - - - - - -- 1 

Good marketing knowledge - - 1 - - - - 
- 

Good customer relations - - 1 - - - - - 1 

Know competition - -1 -# - - - - 1 

Integrated company - -- - 1 - - 1 

Product not offered by 
competitors - -- 

v 

{ 

-1 - - 1 

Good financial resources - -l --; -i - 
. ss.. fl 

- 
rmýa. «wx. 

1 

Brand name - -- -1- - - 1 

- Good management 1- -`-r-- -1 

iTotal 59 12 j 12 15 13ý 4 2 72 
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TABLE 21.8 

The first major competitive tool in order of 
and executives' length of service in company. 

ncy of mention 

Competitive tool 
Executives' length of service in company 

Total 
Under 

4 
5- 
9 

10- 115- 
14 : 19 

20- 
24 

? _5- 29 
30- 35 

34 Plus 

Good colour and design 1 4 71 1 - - 3 17 

Good service and delivery 3 4 1s- 1 - 1 - 10 

Flexibility 1 3 4- 1 - - 1 10 

Innovation -3 1 11 2 - - - B 

Right price 2 1 -! - 2 - 1 - 6 

Leader in design and colour - 1 3'j - - - - - 4 

Value for money 1, - 1 1 - - - - 3 

High brand image - - 1 1 - - - - 2 

Different product - 

Good administration 1 - -' 
} 

- - - - - 1 

Marketing orientation- - 1 - - - - - - 1 

Design, durability and price '= 1 - - - - - - 1 

Good marketing knowledge - - 1 - - - - - 1 

Good customer relations - - 1 - - - - - 1 

Know competition 1 - - - - - - - 1 

Integrated company - - - 1 - 1 

Product not offered by 
competitors - - 1 - - - -- 1 

Good financial resources 
I 

- - - - - - , 
's - 1 

Brand name i 

Good management 1 - -! -5- 
ý-- 1 

Total 15 17 22 47 1214 72 

I 
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TABLE 21.9 

The first major competitive tool in order of frequency of mention 

and executives' length of service in present position. 

Competitive tools 

Executives' length of service in their 
present position 

I -. ..... - - 
Under 5- 

I110- 
15- 20-K125- 30- 35 

49 14 
ý 

19 24 j 29 34 Plus 

Good colour and design 10 311 - - 1 1 17 

Good service and delivery 9--- 1 - - - 10 

Flexibility 613- - - - - 10 

Innovatiorr 332- - - 
- 

- - 8 

Right price 
411- 

- - = 6 

Leader in design and colour 2t11- - 
?- 

- - 4 

Value for money 2-1- - - - - 3 

High brand image 2--- -- , - - - 2 

Different product -y-1- - - - - 1 

Good administration 1--- - - - 1 

Marketing orientation 1--- - - - - 1 

Design, durability and price 1-- - - - - 1 

Good marketing knowledge --1- - - - 
1 

Good customer relations 1--- - - 1 

Know competition 1--- - - - - 1 

Integrated company 1; --- - - - - 1 

Product not offered by 
competitors 1; --- -, - - 1 

.. __.. _r_, a.. 
Good financial resources 1--j- - -- 1 

Brand name --1-j- -ý -ý - 1 

Good management 1 -ý ---; -' - 1 

Total 47 
1 

9! 12; it lj -ý 13 1 
t 

72 
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Table 21.4 relates the first major competitive tool to executives' 

training in marketing. ' The first point to note is that invariably 

frequencies of mention occur mostly amongst executives not trained 

in marketing. This is explained by the executives' mix in the sample 

studied. There does not seem to be an abvious pattern regarding the 

distribution of frequencies amongst trained executives. However, 

from the marketing concept point of view, the factors 'innovation', 

'good marketing knowledge' and 'different product' are rightly 

expressed by trained executives in marketing, although the same 

number of frequencies occur amongst untrained executives with respect 

to the competitive tool 'innovation'. 

Table`21.5 relates the first major competitive tool to the 

executives' educational backgrounds. A number of points emerge 

from the Table. In the first place, invariably for each of the 

factors mentioned, the highest number of frequencies is expressed 

by executives with experience as their educational backgrounds. 

Secondly, factors that approximate to the requirements of the marketing 

concept are predominently mentioned by executives with the same 

background, for example, marketing orientation and good customer 

relations. Finally, it is noticeable that the first four 

competitive tools in order of frequency of mention as indicated in 

the Table are mentioned by executives from the three educational 

backgrounds. 

Table 21.6 details the first major competitive tool with 

executives' positions in the organisation. The first point to note 

is that none of the Marketing Directors mention colour and design. 

However, the only executive mentioning marketing orientation irr 

a Marketing Director. Secondly, only two competitive tools are 

mentioned by executives irrespective of their position in the 

company, that is, good service and delivery, and innovation. 

Thirdly, frequencies concerning the factor colour and design are 

expressed equally by chief Executives and Sales Directors. Finally, 

8376 of the frequencies relating to the factor 'pricing' are mentioned 

by Sales Directors. 
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Executives' age brackets are related to the frequencies of 

mention concerning the, first major competitive tool. From Table 22.7 

the obvious point to note is that none of the factors mentioned are 
indicated by executives from all the age groups. The nearest 

approximation to this is for the first three tools where in each 

case, the frequencies occur in, five age brackets. Secondly, 29p 

, of frequencies relating to colour and design are mentioned by 

executives in the age bracket 40-44. Thirdly, the factors 

'marketing orientation' and 'good customer relations' are mentioned 

by executives in the are group 30-34 and the following group 

respectively. Finally, 50% of the frequencies relating to 

'innovation' are mentioned by executives in the age bracket 40-44 years. 

Table 21.8 relates the first major competitive tool to the 

executives' length of service in the company. Again, the first 

point to note is that none of the reasons are mentioned by executives 

from the designated eight periods. The nearest to this are the 

reasons 'colour and design' and 'innovation' where frequencies of 

mention occur in five out of the eight periods. Secondly, 41%o of 

the frequencies relating to the factor 'colour and design' are 

mentioned by executives who have been in the company between 10-14 years. 

Secondly, the reasons 'good marketing knowledge' and 'good customer 

relations' are mentioned by executives who have been in the company'r, 

service for 10-14 years. However, the only executive mentioning 

'marketing orientation' has been in the company for 5-9 years. 

Finally, 37b of the largest frequency concentration, for the reason 

'innovation' is mentioned by executives who have been in the company 

for under five years. 

Table 21.9 relates the first major competitive tool to the 

executives' length of service in their present positions. A number 

of points emerge from the Table. In the first place, with no 

exception, for each of the reasons given, the highest frequency of 

mention occurs amongst executives who have been in the company for 
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four years or less. Secondly, about 592L of the frequencies relating 

to the reason_'colour, and design' are mentioned by executives who 

have been in their present positions for four years or less. 

Thirdly, the majority of executives indicating factors revealing 

marketing orientation have been in their present positions for four 

years or less. However, the"reason 'good marketing knowledge' is 

mentioned by an executive who has been in his present position 

between 10-14 years. 

TABLE 21.10 

The second 6*or competitive tool in order of frequency of mention 
and size of, company. 

Com etitive t ols 

Size of Company 
Total p o 

Small Medium Large-- 

Right price 4 1 4 9 

Good colour and design 3 1 4 8 

Quality 1 5 2 8 

Good service and delivery 4 2 2 8 

Good customer relations 4 1 - 5 

Effective salesmanship - 3 f2 5 
Value for money 2 2 - 4 

Innovation - - 3 3 

Product not offered by 
competitors - 3 - 3 

Design durability and price 1 1 - 2 

Efficient accounting - 1 - 1 

High brand image 1 - - 1 

Flexibility 1 - - 1 

Integrated company - 1 - + 
1 

------w 
Good financial resources - 1 ý 1 

Brand name 
# 

- -. 1 1 

Large company size -- 1 1 
ITotal 21 21 20 62 



4213. 

Table 21.10 details the second major competitive tool as mentioned 
by the executives to the latters' employment by size of company. 
The first point to note is that the first four factors are mentioned 
by executives irrespective of size of company. Secondly, the 

factor 'right price' is equally mentioned by executives from small 

and large companies. The same pattern is repeated for the factor 

'good service and delivery' when the frequencies occur in equal 

number by executives from medium and large companies. Thirdly, 

80% of the frequencies relating to 'good customer relations' is 

mentioned by executives from small companies. This may indicate 

that small companies are more customer conscious than medium sized 

companies, and certainly large companies, where none of the 

executives mention the reason. Finally, the three executives 

mentioning innovation are from large companies. " This is 

understandable in view of the financial resources required to 

undertake research and development. Executives from medium 

sized companies and certainly small companies, categorically state 
that financial resources inhibit them from innovating. 

Table 21.11 relates the frequencies of the second major 

competitive tools as mentioned by the executives, to the latters' 

training in marketing. The first point to note is that 75.5`i 

of the total frequencies in the Table are by executives with no 

training in marketing. Secondly, the factor 'quality' is 

equally mentioned in terms of frequencies of mention by the two 

groups of executives. Thirdly, all the frequencies relating 

to 'good customer relations' is mentioned by executives with no 

training in marketing. This may lead one to conclude that 

training in marketing is not vital for marketing concept 

orientation. However, two of the three executives mentioning 

'innovation', a major contribution to modern marketing, have had 

training in marketing. Finally, 87.57o of the frequencies 

relating to 'good service and delivery' are mentioned by executives 

who have had training in marketing. 
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TABLP; 21.11 

The second major competitive tool in order of frequency of mention, 

and executives' training in marketing. 

Competitive tools 
Executives' training in 

marketing Total 

Trained Not Trained 

Right price 1 8 9 

Good colour and design 1 7 8 

Quality 4 4 8 

Good servipe and delivery 1 7 8 

Good customer relations - 5 5 

Effective,. salesmanship 3 2 5 

Value for money - 4 4 

Innovation 2 1 3 

Product not offered by 
competitors - 3 3 

Design, durability and price 2 - 2 

Efficient accounting 1 - 1 

High brand image - 1 1 

Flexibility - 1 1 
ý- 

Integrated company - 1 1 

Good financial resources - 1 1, 

i3rand image 
ý., u.. ý,... ýý1... ý, 

- 1 1 

Large company size - 1 1 

Total 15 47 
1 

62 
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TABL1; 21.12 

The second major competitive tool in order of frequency of mention 

and executives' educational backgrounds. 

Executives' educational background 

Competitive tools Total 
{Experience Academic Professional 

Right price }4 3 2 9 

Good colour and design 6 - 2 8 

Quality 3 3 2 8 

Good service and delivery 6 1 1 8 

Good customer relations 3 1 1 5 
Effective salesmanship 2 1 2 5 

Value for money 
3 1 4 

Innovation - 3 -- 3 

Product not offered by 
competitors 1 1( 1 3 

Design durability and price 2 - - 2 

Efficient accounting 1 - - 1 

High brand image 1 - - 1 

Flexibility 1 - - 1 

Integrated company 
ý "- 1 - 1 

Good financial resources - 1- 1 
4 

Brand name - 1- 1 

jLarge company size 
lTotal 

1 

- 

33 

-1 

16 J 13 

1' 

62 

Table 21.12 relates the second major competitive tool in order of 

frequency of mention and executives educational backgrounds. A number of 

points emerge from the Table. In the first place, 5376 of the total 

frequencies in the Table occur among executives with experience as their 

educational background. Secondly, with the exception of the second 
factor, the first six factors are mentioned by executives from the three 

educational' backgrounds. Thirdly, 75% and 37.5iß of the frequencies 
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relating to the factors 'good service and delivery' and 'good customer 

relations' are mentioned by executives with experience and academic 

backgrounds respectively. Finally, all the frequencies relating to 

the factor 'innovation' are mentioned by executives with academic 

backgrounds. 

TABLE 21.13 

The second major competitive tool in order of frequency of mention 

and executives' positions in the company. 

etitive tools C 
Executives position in Company 

Total' omp 
Chief 
Executive 

Marketing 
Director 

Sales 
Director 

Production 
Director 

Right price 3 - 4 2 9 

Cood colour and design - 1 - 6-" 1 8 

Quality, 5 - 3 - 8 

Good service and delivery 2 - 4 2 8 

Good customer relations 2 - 2 1 5 
Y 

Effective salesmanship 
1 1 3 - 5 

Value for money 2 - 2 - 4 

Innovation 1 1 3 

Product not offered by 
competitors 1 - 2 -: 3 
Design, durability and price - 1 1 - 2 

Efficient accounting - - - 1 1 

High brand image - 1 - - 1 

Flexibility - 1 - 1 

Integrated company - - 1 - 1 

Good financial resources '- - 1 - 1 

Brand name - 1 - -= 1 

Large company size 1 - - -1 
Total 17 6 31 8 It 62 

1 
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Table 21.3 relates the second major competitive tool to the 

executives' positions in the company. The first point to emerge 
from the Table is that none of the frequencies is mentioned by 

executives irrespective of their occupational position in the 

company. Secondly, 50=f of the frequencies in the Table are by 

Sales Directors. Thirdly, and significantly, none of the 

Marketing Directors mention the factors 'good service and delivery', 

'good customer relations', the latter being of pivotal importance 

in marketing concept orientation. .. 
Fourthly, 6rA of the 

frequencies relating to the factor 'quality' are mentioned by 

Chief Executives. Finally, and understandably, 60'% of the 

frequencies relating to 'effective salesmanship' are by Sales 

Directors; Production Directors did not mention this competitive 

tool; the remaining 40% are equally divided between a Chief 

Executive and a Marketing Director. 

Table 21.14 relates the second major competitive tool to the 

executives' age brackets. In the first place, the factor 

'right price' is mentioned by executives from all age brackets, 

except the bracket 30-34 years. Secondly, 406 of the frequencies 

relating to the competitive tool 'good customer relations' is 

mentioned by executives from the age bracket 50-55 years. 

Thirdly, the factor 'good service and delivery' is mentioned by 

executives from all age groups except the 50-55 and over 60 groups, 

with 37.5iß of the frequencies mentioned by executives from the 

ages 45-49. Finally, two of the three executives mentioning 

'innovation' are aged 30-34 years. 
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TABLE 21.4 

The second (major competitive tool in order of frequency of mention 

and executives' age, 

Executives' age bracket 

ls C etitive t m Total oo o p 
25- 30- 35- 40- 45- 50- 55- 60 
29 34 39 44 49 54 59 Plus 

Right price 1 -11 1" 22 1 1 9 

Good colour and design 1 - 4 1 21- - - 8 

Quality 1 - - 1 41 1 - 8 

Good- service and delivery 1 11 1 3- 1 - 8 

Good. customer relations - 1- 1 -2 1 - 5 

Effective salesmanship - - 1 2 - 2 
e - - 5 

Value for money - 1 1 - - 1 - 1 4 

Innovation - 2 - - - 1 - - 3 

Product not offered by 
competitors - 1 - - - 2 - - 3 

Design, durability and price - 1 1 - - -; - - 2 

Efficient accounting - - - 1 - - - - 1 

High brand image - 
1 ýý- 4 

Flexibility -- -1 - 1 

Integrated company 
+ý1 -ý ý 

Good financial resources - - - -ý - - 

Brand name - -1i ---- - 1 

Large company size --- 1-1-- -1 

Total 48 10 9 14 11 426 2 
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TABLE 21.1.5 

The second major compeitive tool in order of fre uq ency of mention S 

and executives' lenngth of service in the compan 

Competitive tools 

Executives' length of service in the 
company Total. 

Under 
4 

5- 
9 

j10- 
14 

15- 
19 

20- 
24 

25- 
29 

30- 
34 

35 
Plus 

Right price 2 1. 12 1 2 - - 1 9 

Good colour and design 2 4 1 1 - - - 8 

Quality 2 4 1 1 - - - - 8 

Good service and delivery 3 2 1 1 1 - - - 8 

Good customer relations - 1 2 - 1 - 1` 5 

Effective salesmanship 3 - 1 - 1 - - - 4 
Value for money - - 2 - - - 1 1 4 

Innovation 1 1 - 1 - - - 3 

Product not offered by 
competitors - - 1 - 1 - .1 

3 

Design, durability and price - 1 1 - - - - - 2 

Effective accounting 

High brand image 

1 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

- 

1 

1 

Flexibility - - 1 - - - - - 1 

Integrated company -" - 1 - - - - 1 

Good financial resources - - 1 - - - - - 1 

I Brand name 

Large size 

Total 

1 

15 
ý 

- 

15 

- 

16_1 

-- 

47 
r 

- - 

2 

-1 

3ý 62 
r 

Relating the second major competitive tool to the executives' length 

of service in the company indicates that 297 of the frequencies are 

mentioned by executives who have been in the company for 10-14 years. 

Furthermore, Table 21.15 reveals that 74/% of the frequencies are 

mentioned by executives who have been in the company for lens than 

fourteen years. The number of frequencies in the periods under 4 and 

5-9 years. are equal. irdly, 40°' of the factor 'good customer relations' 



435. 

is mentioned by executives who have been in the company between 10-14 

years. Finally, the highest concentration of frequency relates to 

the factors 'good colour and design' and 'quality' where 50% of the 

frequencies in eachcase are mentioned by executives who have been in 

the company between 5-9 years. 
TABLE; 21.16 

The-second major competitive tool in order of freauency of mention and 
Executives' length of service in their present position. 

Com etitive tools 

Executives' length of service in 
present position 

Total p 
Under 

4 
5- 
9 

115 
14 19 

20- 
24 

25- 
29 

30- 
34 

35 
Plus 

Right price 3 2 2 - - - 1 1 9 

Good colour and design 8 - - - - - - - 

Quality 7 - 1 - - -. - - 6 

Good service and delivery 5 2 1 - - - - - 8 

Good customer relations 2 1 2 - - - - - 5 
Effective salesmanship 4 - 1 - - - - - 

_5 
Value for money 1 1 - - 1 - - 1 4. 

Innovation 3 - - - - - - - 3 

Product not offered by 
competitors 1 1 1 - - - - - 3 

Design, durability and price 2 - - - - - - - 2 

Effective accounting - 1 - - - - - - 1 

High brand image 1 - - 

Flexibility 1 - - - - - _ _ 1 

Integrated company 1 - - - - - - - 1 

Good financial resources - - 1'ý - - - - 1 

Brand name 1 - -- - - - - 1 

Large company 1 - --( - - - - 1 

Total 41 89- 1ý -1121 62 
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In Table 21.16 the distribution of frequencies concerning the 

second major competitive tools amongst executives' length of service 

in their present positions indicate that 66% of the frequencies 

are by executives who have been in the company for four years or 

less, mentioning all but two of the competitive factors shown in 

the Table. Because of this distribution pattern, in each case 

the majority of frequencies are by executives who have been in their 

present positions for up to four years. Finally, the lowest 

concentration of frequency of mention in the period under four 

years relates to the factor 'right price'. 

TABLE, 21.17 

The third major competitive tool in-order of frequency of mention 

and size of company. 

titi t l 
Size of Company 

t l T compe ve oo . 

Right price 

Small 

3 

-Medium 

3ý 
Large 

2 

a o 

8 )) 

Promotion - 1 4 5 

Good customer relations 

Quality 

1 1 

4 

2 

- 

4 

4 

Good service and delivery - 1 2 3 

Efficient accounting 1 1 - 2 

Value for 'money 2 -- 2 

rlexibility 1 1- 2 

Integrated company - 1 - 1 
FLoyalty 

of personnel - -1 1 

Cood management - -1 1 

Effective salesmanship { - 1º- 1 

Total 8 
yr 

14 12 34 
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Table 21.17 relates the third major competitive tool in erder of 
frequency of mention by executives and the size of company in which 
the executives are employed. The first point to note in this and 
the following six tables is the status given to pricing and 

promotion. Although both are considered as a third major 

competitive tool, pricing is mentioned more than promotion. 

'Secondly, while pricing is mentioned least by executives from 

large companies, promotion is mentioned most by the same class of 

executives. This clearly indicates that in terms of the third 

major competitive tool, promotion is more important than pricing 

in larger companies. The exact reverse is true in the case 

of pricing which is mentioned by executives from small companies 

and ignored by executives in large companies as a third major 

competitive tool. Finally, the only factor mentioned by executives, 

irrespective of the companies in which they are employed, in 'good 

customer relations' although 50% of the frequencies are by 

executives from large companies. 

TABLE 21.1 

The third major competitive tool in order of frequency of mention 

and the executives' training in marketing. 

Competitive tools 

Executives' training in 
marketing Total 

Trained Not Trained 

Right price 4 4 B 

Promotion - 5 5 
Good customer relations 1 3 4 

Quality 1 3 4 

Good service and delivery 2 1 3 

Efficient accounting 1 1 2 

Value for money - 2 2 

Flexibility - 2 2 

Integrated company 1 - 1 

Loyalty'of personnel - 1 1 

Good management 1 - 1 

Effective salesmanship - 1 1 

Total 11 23 14 
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Table 21.18 relates the third major competitive tool to the 

executives' training in marketing. A number of points emerge from 

the Table. In the first place 67% of the frequencies are mentioned 
by executives untrained in marketing. Secondly, the factor with 

highest frequency of mention, 'right price', is mentioned equally 

by both groups of executives. Thirdly, all the executives 

mentioning promotion have had no training in marketing. Finally, 

the factors 'good customer relations', 'quality' and 'good service 

and delivery' are mentioned by both classes of executives, although 

in the first two, concentration of frequencies is among executives 

with no training in marketing. From the findings in the Table, 

it is not obvious to conclude that ei ther of the two groups of 

executives predominantly mention factors indicative of marketing 

concept' orientation. 

TALE ? 1.19 

The third major competitive tool in order of frequency of mention 

and executives' educational background. 

Competitive tools 
Executives' educational background 

Total 

Experience Academic Professional 

Right price 3 2 3 8 

. 
Promotion 3 2 - 5 

Good customer relations 2 1 1 4 

Quality 1 2 1 4 

Good service and delivery 2 - 1 3 

Efficient accounting 2 2 

Value for money 2 - - 2 

Flexibility 1 2 

Integrated company 1 - - 1 

Loyalty of personnel - 1 - 1 

Good management - 1 - 1 

Effective salesmanship 1 - - 1 

Total 18 9 7 34 
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Table 21.19 relates the third major competitive tool to the 

executives' educational backgrounds. The first point emerging from 

the Table is that 531 of the frequencies are mentioned by executives 

with experience as their backgrounds. Secondly, only two competitive 

factors are mentioned by executives, irrespective of their 

educational background. These are 'right price' and quality'. 

Thirdly, promotion as a third major competitive tool is not mentioned 

by executives with professional backgrounds. Finally, 50, '% of the 

frequencies relating to the factor 'good customer relations', an 

essential aspect of marketing concept orientation, are mentioned by 

executives with experience as their educational backgrounds. 

TABLE 21.20 

The third major competitive tool in order of frequency of mention 

and the executives' positions in the company. 

C m titi t l 
Executives position in the Company 

T t pe o ve s oo Chief Marketing 
Executive ! Director 

Sales 
Director 

rl oduc£%n 
Director 

o al 

Right price 4 3 1 8 

Promotion 1 2 2 - 5 

Good customer relations 1 1 2 - 4 

Quality 1 - 2 1 4 

Good service and delivery - - 2 1 3 

Efficient accounting - - 2 - 2 

Value for money - - 2 - 
ý2 

Flexibility 2 - 2 

Integrated company - - - 1 1 

Loyalty of personnel - - - 1 1} 

Good management + 
- - 1 - 1 

Effective salesmanship - - 1 - 1 

Total 9 3 17 5 34 
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Table 21.20 relates the third major competitive tool to the 

executives' positions in the company. It is noticeable that none'of 

the factors in the nable are mentioned by executives, irrespective of 

their occupational position in the company. However, 'promotion' 

and 'good customer relations' are not mentioned by Production 

Directors. This is explained by the functional occupation of these 

. 
Directors. Thirdly, 40% and 29/o of the frequencies relating to 

'promotion' and 'good customer relations' are mentioned by 

Marketing Directors and Sales Directors respectively. r'inally, 50% 

of the frequencies relating to 'right price' are mentioned by 

Chief Executives, indicating their concern relative to the other 

Directors when pricing is regarded as the third major competitive tool. 

TABLE 21.21 

The third major competitive tool in order of frequency of mention 

and executives' ages. ' 

Executives' age bracket 
Competitive tools - .. _. r 25- 30- 35- : 40- 45- 154- 55- 6u 

Total 

29 34 39 44 49 54 59 Plus 
Right price 1- 1-i24N1 

- - 8 

Promotion --(13t1- - - 5 

Good customer relations f - ;-3; -1- j- - 4 
Quality - 14 -- 1i- 1 1 4 

- 
Good service and delivery - )1-f--2 - - 3 

- 
f 

-ý_ " 
Efficient accounting 

Value for money 

1 

- 

1-- - 
1---1 

- 

- - 

2 

2 
y 

Flexibility - 
-1 

--- 1 - 
ý2 

Integrated company - -- 1 -4 - - - 1 

Loyalty of personnel c- - - - - 1 - - 1 

Good management - - - - 1 - - - 1 

Effective salesmanship - - - 1 - - - - 1 

Total 
{2 

3 6 7 81 5 2 1 34 
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Table 21.21 relates the third major competitive tool to tho 

executives' age brackets. The highest frequency occurs amongst 

executives whose age bracket is 45-49 years, representing 23.5tiv, 

of the total frequencies. Secondly, 50of the frequencies 

relating to the factor 'right price' are mentioned by executives 

in the age bracket 45-49 years. Thirdly of the total frequencies 

concerning promotion, 6oö are mentioned by executives in the age 

bracket 40-45 years. in the age bracket prior to the latter, 

concentrates 75% of the frequencies relating to 'good customer 

relations'. It is clear that 62% of the total frequencies in 

the Table are mentioned by executives in the age bracket 35-49. 

The possible conclusion is the obvious mentioning of 'mod 

customer relations' as the third major competitive tool, by 

executives in the age bracket 35-39 years. 

TABLE 21.22 

The third major competitive tool in order of frequency of-mention 

and executives length of service in the company. 

Executives' length of service in the 

Competitive tools company Total 
Under 5- 10- 15- 20- 25- 30- 35' 

49 14 19 24 29 34 Plus 
Right price 2 3 3 - - - - .- a 

Promotion 2 1 - - 2 - - - 5 

Good customer relations 2 1 - 1 - - - - 4 

Quality - 1 2 - - - - 1 4 

Good service and delivery (2 
- - 1 - -' 3 

Efficient accounting 1 1 - - - - - - 2 

2 Value for money 2 - - - - 

Flexibility - 1 1 - - - - - 2 

Integrated company - 1 - - - - - 1 

Loyalty of personnel - - - 1 - - - 1" 

Good management - 1 - - - - - 1 

Effective salesmanship - - 1 - - - - 
- 11 

Total 11 9 8 3 2 - - 1 34 i 
" 
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Table 21.22 details the frequencies concerning the third major 

competitive tool to executives' length of service in the company. 

In the first place, 32 of the frequencies are mentioned by executives 

who have been in the company for four years or less. However, 82 

of the total frequencies occur amongst executives whose length of 

service in the company is under fourteen years. Secondly, 50% of 

. the frequencies relating to the factor 'good customer relations', 

an essential requirement of the marketing concept, is mentioned by 

executives who have been in the company for four years or less. 

A similar pattern prevails for promotion as a third major competitive 

tool. finally, frequencies relating to the factor 'right price' 

are about equal in the first three periods, indicating its 

importance as a third major competitive tool among this group of 

executives. 

TABLE 21.23 

The third major competitive tool in order of frequency of mention 

and executives' length of service in present position. 

Executives' length of service in 
present position 

etitive tools Com Total p 
Under i5- 110- 15- 20- 25- 30- t 35 

419 14 19 24 29 34 Plus 
ý 

Right price l 1, 7- 
- 

- - --i 8 
Promotion 5-- - - - - - 5 

Good customer relations 4-- - - - - - 4 

Quality 3--1 - - - - 1 4 
Good service and delivery 2 1 - - - - - 3 

Efficient accounting 2- - - - - - - 2 

Value for money 2 - - - - - - - 2 

Flexibility 1 1 - - - - - - 2 

Integrated company - 1 - - - - - - 1 

Loyalty of personnel 1 - - - - - - - 1 

Good management - - 1 - - - - - 1 

Effective salesmanship 

Total 27 2 4 - .. .. 1 34 
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Table 21.23 relates the third major competitive tool to 

executives' length of service in their present positions. The 

obvious point to note is the concentration of frequencies in the 

period under four years, where Wo of the total frequencies occur. 

Furthermore, all but the tools 'integrated company', 'good 

management' and 'effective salesmanship' are mentioned by 

executives who have been in their present positions for less thin 

four years, as a third major competitive tool. This indicates 

that the status of these factors is important among this group 

of executives. However, it is not possible to conclude that the 

shorter executives' length of service in their present, position, 

indicates higher concentration of frequency of mention, because 

11.5% of the frequencies occur in the period 10-14 years, a 

figure higher than for the preceeding: period. 
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The fourth major competitive tool in order of frequency of mention 

and executives' length of service iri their rosent positions. 

Executives' length of service in 
present position 

Competitive tools 
Under 5- 10- 15-- 20- 125-- 30- 35 

Total 

49 14 19 24 29 34 Plus 
Right price 4 ------ 4 ¬ 

Different product ( -- 1 - - }-j - _ _ 1 

Marketing, orientation 1 i- - - - - - _ 

Good customer relations - - 1- - - - _ 1 

Promotion 1 - -- - - - - 1 

Loyalty of-personnel 1 - -71 - 
`- 

- - - 
1 

Total 7t 1` 1- -t - - 9 

Table 2.1.24 relates the fourth major competitive tool in order of 

frequency of mention to each of the seven factors assumed to influence 

an executives' viewpoint. A number of points emerge from the Table. 

In the first place, when relating the fourth competitive tools to the 

executives by the latters' size of company in terms of number of 

employees, indicates that 66.5% of the frequencies occur amongst 

executives from medium sized companies. 'Marketing orientation' 

and 'good customer relations' are mentioned by executives from small 

and medium sized companies. Promotion as a fourth competitive tool 

is mentioned by one executive' employed in a medium sized company. 

Relating executives training, or otherwise, in marketing to 

competitive tools reveals that the factor 'right price' is equally 

mentioned by both groups of executives. Secondly, it is noticeable 

that 'marketing orientation' is mentioned by a trained executive, 

conforming to expectations. However, 'good customer relations', 
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an essential aspect of marketing concept orientation, is mentioned by 

an untrained executive, thus negating the conclusion that trained 

executives tend to be more marketing concept orientated than 

untrained executives. Finally, 55.56 of the frequencies are 

mentioned by executives untrained in marketing. 

Executives' educational backgrounds do not seem to affect 

frequencies of mention concerning the competitive tool 'right price' 

as a fourth major competitive tool, because it is mentioned by 

executives irrespective of their educational backgrounds. However, 

of the frequencies are mentioned by executives with academic 

backgrounds. Secondly, it is noticeable that the competitive 

tools 'marketing orientation' and 'good customer relations' are 

mentioned by executives with experience as'their background. 

Executives occupational positions in the company indicate 

that 50/ of the frequencies relating to 'right price' are 

mentioned by Sales Directors. Marketing Directors do not express 

the view that'marketing orientation'and'good customer relations' 

are fourth major competitive tools, instead this is expressed by 

Sales Directors. Finally, 44.5 of the frequencies in Table 22.24 

are mentioned by Sales Directors. 

Relating executives' age brackets to the fourth major 

competitive tools revealed that the highest concentration of 

frequency of mention is by executives in the age bracket 35-39, 

representing 33. Y%b of the total frequencies. Secondly, the 

competitive tools 'marketing orientation' and ', good customer relations' 

are mentioned by executives from the age brackets 25-29 and 40-44 

years respectively. Finally, given the findings in the Table it 

is not possible to conclude that the lower the age bracket the more 

likely it is for the executives to mention the competitive toolo, 

as indicated in Table 22.24, as a fourth major competitive tool. 
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Executives' length of service in the company when related to 
the fourth major competitive tools indicates that 55.5% of the 

frequencies occur amongst executives who have been in the company 
for under four years. The factors 'marketing orientation' and 
'good customer relations' are mentioned by executives who have 

been in the company for under four years and 10-14 years respectively. 

Given the relevant findings in Table 22.24, it is observed that the 

lonLer the executive is in the company, the less likely he is to 

mention-the competitive tools, indicated in the Table, as the 

fourth major competitive tool. 

Finally, when relating the fourth major competitive tools to. 

the executives' length of service in their present positions, it is 

clear that 77.7% of the frequencies, including 'marketing orientation', 

occur amongst executives who have been in the company for four years 

or less. However, 'good customer relations' are mentioned by an 

executive who has been in his present position between 10-14 years. 

irinally, all the executives mentioning the fourth major 

competitive tools have been in their present positions for fourteen 

years or less. 

The fifth major competitive tool, 'promotion', mentioned by 

a marketing trained Sales Director, aged 52 years, from a medium 

sized company, has been in the company for one month. 

22. Factors in export marketinP. 

The object of this section is to establish, first, whether 

the companies studied export, and, secondly, the marketing factors 

taken into consideration. Implicitly, the intention is to 

establish whether the view 'what dells at home equally cells 

abroad' is valid, as viewed by the executives participating in 

the study. 

Under the marketing concept, it is essential to investigate 

into the requirements of a particular market forming the basis 

for short and long term planning. In this framework a built-in 

system should be allowed for, to monitor changes in the market 
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place, changes internal to the company, and any other factor likely 

to affect or influence the company in achieving its stated 

objectives. In other words, plans of operations should be 

continuously reviewed and up-dated where necessary. Implied is 

the non-identity of marketing situations within the same market, 

or segments of it, over a period of time. 

This view is essential when operating in a foreign market 
because there may be innumerable factors radically different 

from those existing in the home market. The:, most obvious are 

cultural, organisational, legal, and above all marketing differences. 

Even if a marginal difference exists, it could be fatal to the 

success of a particular marketing operation. The teachings of 

the marketing concept are by no means confined to domestic 

markets. With equal vigour, it should be implemented when 

exporting. Lack of the latter may be the explanation for firms' 

unsuccessfulness in exporting. 

Thus the extention of the marketing concept to exporting 

requires the recognition that foreign markets are different from 

the domestic market. For a successful overseas marketing 

operation, a company should apply the same analysis required by 

the marketing concept to each and every country it exports to. 

Of necessity, marketing research is vital. In the final analysis 

success will depend on the adequacy of marketing research. It 

is not enough to recognise the existencecof differences, but 

positive steps should be undertaken. Worse still is to assume 

that foreign markets are similar to domestic markets and expect 

success. 

The findings of the study revealed eight aspects of marketing 

factors taken into consideration when exporting. As is clear 

from Table 22.1, indicating export marketing factors and frequency 

of mention by executives, twenty four executives express the view 
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categorically, that export markets are different. However, the 

remaining aspects indicate that differences prevail in certain areas. 

This falls short of the marketing concept's requirement. 

TABLE 22.1 

Export marketing factors in order of frequency of mention by executives. 

export marketing factors Frequency of mention 

Colour and design 43 

Export markets different 24 

Quality 13 

Price 10 

Dimensions 9- 

Quotas and tariffs 5 

Distribution 4 

Transportation 3 

Total 111 

The factors mentioned in Table 22.1 are self-explanatory. 

However, a number of aspects need further explanation: - 

(a) It is clear that the most important single marketing 

factor relates to differences in colour and design. Clearly, 

this takes into consideration tastes and cultural differences. 

The necessary and important aspect is despite such recognition, 

local competition, distribution methods and so on may 

contribute to the failure of a seemingly highly desirable 

carpet for local consumption. In this respect, it should be noted 

that colour and design differences seem to be an extention of 

how executives view domestic ingredients of success. 
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From Sections 21 and 22 it is clear that colour' and design are 

regarded as the most important ingredients of success and major 

competitive tools. In the export field, the Managing Director 

of a medium si-iýi company found out that Scandinavian consumers 

wanted 'flowers in their gardens and not their rooms'. This 

is clearly different from British tastes where floral patterns 

in carpets are demanded. 

(b). The view that 'export markets are different' is the ideal 

requirement of the marketing concept. This group of executives 

indicated that the only identity between an overseas market and 

the domestic one is the end result - carpeting. Apart from 

this, every activity is different from the moment a product is 

conceived, for exporting, to its eventual purchase. The 

Managing Director of a large company expresses the view that 

'if you don't know what they (overseas customers) want, what 

price they are prepared to pay, how to reach them, your 

competitors' activities, method of distribution ...... you 

simply cannot sell satisfactorily". Although a number of 

executives mention more than one factor from the other seven 

factors, it is in no way as comprehensive as the present 

group of executives. 

(c) Quality of carpets refers to obvious differences in 

overseas markets. For example the Scandinavian consumer 

requires better quality carpet than his French counterpart. 

This is reflected in the price both types of consumer are 

prepared to pay. Furthermore, according to the Managing 

Director of a small company, "West African countries are 

only interested in low price and therefore low quality 

carpets". 
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(d) Dimensions refers to the width requirements of different 

countries, because of differences in room measurements and 

stairways. For example, Australian and South African 

consumers specify different width measurements from their 

Scandinavian counterparts. 

(e) 'Quotes and tariffs" seem to be an important 

consideration, because the latter amounts to an increase in 

price vis-a-vis local manufacturers. Generally speaking 

the object of quotas and tariffs is to protect domestic 

producers and a source of revenue to the importing country. 

Thus the British exporter is faced with either a ceiling in 

terms of physical quantity, or in monetary terms relating to 

a particular country, or the presence of customs duties with 

no such ceiling. The presence of both limiting factors, from 

the British exporter's point of view, is not rare. in this 

respect, Australian and south African quotas and tariffs 

regulations are an important consideration in exporting to 

these markets. 

(f) Distribution factors relate to the methods, and traditions 

of imported carpet distribution, for example, the predominance 

of selling British carpets through local agents. A British 

company may find it is to its advantage to set out its own 

outlets overseas. Transportation is an important consideration 

because it amounts to an increase in price compared to local 

manufacturers, where they exist, or to the price of 

carpeting as such. in this respect long distance markets, 

Australia, North America and oouth Africa, present high 

transportation costs compared to European markets. 
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'lhe method of analysis in the remaining part of this section is 

a detailed presentation of the frequencies of mention for each of the 

factors discussed above, when related to each of the seven factors 

assumed to"influence executives' viewpoints. Following each Table 

are comments relating to patterns of frequency of distribution. As 

mentioned earlier, the nearest position to the requirements of the 

marketing concept is the view that 'export markets are different' 

expressed by twenty-four executives. Thus the chi square test is 

used to find if there is association between marketing concept 

orientation. as presented by this view, and any bf the seven factors 

assumed to influence executives' points of view. 

TABLE 22.2_ 

Export marketing factors in order of frequency of mention and size 

of company. 

Export marketing factors/ 
Size of Company 

Total Size of Company 
Small Medium Large 

Colour and design 19 11 13 43 

Export markets different 3 11 10 24 

Quality 5 6 2 13 

Price 4 3 3 10 

Dimensions 5 - 4 9 

Quotas and tariffs 2 1 2 5 

Distribution 1 2 1 4 

Transportation 1 - 2 3 

Total 40 34 37 111 
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Table 22.2 relates export marketing factors in order of frequency 

as mentioned by the executives to the size of company in which they 

are employed. The first point to note in Tables 22.2 through to 

22.8 is the highest frequency relates to the export marketing factor 

'colour and design', representing 38.7% of the total frequencies. 

As explained earlier, this is. an extention of executives' conception 

of competitiveness in the carpet indust ry. In Table 22.2 the 

factor in question is mentioned most by small companies. In the 

domestic market large companies regard'colour and design'zs the 

most important selling factor. 'Export markets are different' are 

mentioned.. by executives from medium sized companies. Nearly the 

same number of frequencies occur among executives from large'ccompanie . 
To this extent, one may say that size of company in which an 

executive is employed is not indicative of marketing concept 

orientation. Finally, *pricing is mentioned by executives from the 

three size groups of companies, indicating the equal importance of 

pricing in exporting by the three groups of companies. 

The results of the chi square test indicated absence of 

association between marketing concept orientation, represented by 

the export marketing factor 'export market is different' and size 

of company in which executives are employed. 

TAKE 22.3 

Export marketing factors in order--'of-frequency of mention andw 

executives' training in marketing. 

±Executives' training in 
Export marketing factors 

; marketing 
Executives' training Total 

Trained ? Not Trained 

Colour and design 6 37 43 

Export markets different 13 11 24 

Quality 1 12 13 

Price 21 8 10 

Dimensions 1 ß 9 

'Quotas and tariffs 2 3 5 

Distribution 2 2 4 

Transportation 1 2 3 
M1 Total . 28 83 117. 
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Table 22.3 relates frequencies of mention concerning export 

marketing factors to executives' training in marketing. The first 

point to note is that each of the factors mentioned is expressed by 

both groups of executives. However, the magnitude of frequencies 

vary substantially in certain instances. Thus 86f of the 

frequencies relating to colour and design are mentioned by 

-untrained executives in marketing, representing 44.5% of the total 

frequencies mentioned by this group of executives. To this extent 

it seems that trained executives in marketing do not view colour 

and design as an important factor in export marketing. Thirdly, 

54% of the frequencies relating to the factor 'export markets are 

different' are mentioned by executives trained in marketing. 

This supports the view that trained marketing executives are more 

favourable towards the marketing concept than untrained executives. 

Finally, W/o of the frequencies relating to price are mentioned by 

untrained marketing executives. 

The chi square test indicated that marketing concept 

orientation as represented by the view 'export markets are different' 

is independent of executives' training or otherwise in marketing. 

TABLE 22. x} 

_Export 
narketing factors inorder of frectuency, of mention and 

executives' educational backoroond. 

Export marketing factors 
Educational background 

Total 
Educational background Experience Academic Professional 

Colour and design 25 9 9 43 

ixpo rt markets different 14 6 4 24 

Quality 
ý. _. _. n. _..? ý... _.... 

3 
.3 

13 
Price 53 2 lu 

Dimensions 71 1 9 

Quotas and tariffs 
I Distribution 

13 

21 

1 

1 

5 

4 

Transportation 21 -ý 3 

Total 63 27 21 111 
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Table 22.4 relates export marketing factors to executives' 

educational backgrounds. Again, with minor variations, a similar 

pattern to that of Table 22.3 is repeated, whereby all the export 

marketing factors are mentioned by executives irrespective of their 

educational background. Secondly, 56.715 of the frequencies are 

mentioned by executives with experience as their background. 

Thirdly, 58o of the frequencies relating to colour and design 

are mentioned by the same group of executives, expressing a 

similar percentage of frequencies relating to the factor 'export 

markets are different'. On the surface, it seems that the, 

majority of'executives with experience as their background 

exhibit marketing concept orientation in the present context. 

However, the results of the chi square test indicate that 

marketing concept orientation is independently determined from 

executives' educational backgrounds. 

TABLE 22.5 

Export marketing factors in order of frequency of mention and 

executives' position in com an(_. 

Executives' position in Company 
I 

Export marketing factors . ý.. -- . I_........ _. . ý,.,,, ý..; Total 
Position in company Chiek Marketing Sales Production 

'Executive Director Director Director 

Colour and design 1 13 - 19 11 43 

Export markets different 3 6 13 2 24 

Quality 4 - 6 3 13 

Price 2 - 6 2 10 

Dimensions 1 - 7 1 9 

Quotas and tariffs 4 1 . - 5 

Distribution 2 2 

Transportation 2! 1 - 
-ý 

3 

Total 31 7 54 19 111 
- 
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Table 22.5 relates executives' occupational positions in the company 
to their mentioned expert marketing factors. The first point to note 
is that 85; % of frequencies mentioned by Marketing Directors relate 
to the factor 'export markets are different'. This reflects one's 

expectation that Marketing Directors recognise variations amongst 

and between markets. However, 54 of the frequencies concerning 

. 
the factor in question are mentioned by Sales Directors. On this 

evidence, it is not possible to state that marketing concept 

orientation in export marketing is confined to Marketing Directors. 

r'inally, 48.67o of the total frequencies in the Table are mentioned 

by Sales Directors. 

The results of the chi square test indicate that marketing. 

concept orientation represented by the view 'export markets are 

different' is independent of the executives' occupational positions 

in the company. 

TABLE 22.6 

Export marketing factors in order of frequency of mention and 

executives' age. 

/ t 
Executives' age bracket 

T tal ors Export marketing fac 
Executives' age. 25- j30- 1,35- 

29 34 39 
40- 
44 

45- 
49 

50- 
54 

55- 
59 

ý,.,.., 1 60 
Plus 

o 

Colour and design 4 4 10 10 8 3 2 43 

Export markets different 22 9 2 4 5 - - 24 

Quality 12 2 3 3 2 - - 13 

Price 1 1 1 -1 3 3 1 1 - 10 

Dimensions - 1 1 - 5 1 1 - 9 

Quotas and tariffs - 1 1 1 - 1 - 1 5 

Distribution - 2 1 - - - - 1 4 

Transportation - 1 - 2 - - - - 3 

Total 6 14 18 21 25 1ß 5+ 4 
!n--i 

111 j 
ºýxnMrrruny 
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'fable 22.6 relates export marketing factors to executives' ages. 
It is--clear from the Table that the factor 'colour and design' is 

mentioned by executives from all age brackets with concentration in 

the a go brackets 40-44 end 45-49 years. Secondly, the highest 

frequency of mention relating to the factor 'export markets are 

different' occurs amongst executives in the age bracket 35-39, 

representing 37.5, X of the frequencies in question. Thirdly, none 

of the executives over 55 years old express the view that export 

markets are different. Finally, it is observed that. -5W6 

of executives in the age bracket 35-39 express the view 'export 

markets are' different'. To this extent it seems that 35-39 year 

old executives are more marketing concept orientated than others. 

However, the results of chi square indicate absence of 

association between executives' age and marketing concept orientation 

presented by the factor "export markets are different'-. -- 

TABLE 22.7 

Export marketing factors in order of frequency of-mention and 
executives' length off' service in gLmR ny_: 

Executives' length of service in 

/ company T Export marketing factors 
length of service in Under 5- 

- 
10- 15- 20- - 2-5----130--1-35 

otal 

company 4 9 14 19 24 29 34 Plus 

Colour and design 6 7 16 2 5 - 2 3 43 
Export markets different 10 7 3 1 2 1 24 

Quality 1 4 #5 2 - - 1 - 
13 w 

Price 1 3 3 1 2 R- 
- - 

F 10 

Dimensions 1 - 6 - 1- 1 - 9 

Quotas and tariffs 2 - 2 - -- - 1ý 
ý5I 

Distribution 1 - 2 - -! - - 1 4 

Transportation 
y}~ý 

1 - 1 - 
1-- 

- 3 
ý 

Total 23 21 40 tü 11 f14 a 5 ]. 11 
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Table 22.7 relates export marketin, & factors to executives' length 

of service in the company. Two points emerge from the Table. In the 

first place, 41.6% L: the frequencies concerning 'export markets 

are different' occur among executives who have been in the company for 

four years or less, representing 43.4% of the frequencies mentioned 

by executives who have been in the company for the same period. To 

this extent, it seems that executives who have been in the company 

under four years are more marketing concept orientated than others. 

Secondly, 41.8f of the frequencies relating to the factor 'colour and 

design' are mentioned by executives who have been in the company 

15-19 years, representing 459 of executives in the same period. 

The results of the chi square test indicated absence of 

association between marketing concept orientation, as represented 

by the factor 'export markets are different' and executives' length 

of service in the company. 

TABLE 22.8 

Export marketing factors in order of frequency of mention and 
executives tenth of service in their present positions. 

Executives' length of service in 

factors Ex ort marketin 
their present position 

--- Total p g - ý 
length of service in Under 5- F10- 15- 20- 25- 130- 35 

present position 4 9? 14 19 24 29 34 Plus 

Colour and design 25 5 110 1 i1 
- 1 - 43 

Export markets different 20 22 - - - - - 24 

Quality 9 22 - 13 

Price 7 1 2 - - - - - 10 

Dimensions 3 3 2 - 1 - - - 9 

Quotas and tariffs 2 - 2 - - - 1 - 5 

'Distribution 

Transportation 

2 

3 

1 

- 

- 

- 

- 

- 

--- 

--- 

1ý 
w4 

-3 
Total 71 1 14 t 20 1 1 2-2 1º 111 
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Table 22.8 relates export marketing factors to the executives' 
length of service in their present positions. The first point to 

note is 83.3% of the frequencies relating to the factor 'export 

markets are different' are mentioned by executives who have been in 

their present positions for under four years, representing 29/6 of 
the frequencies in the same period. To this extent, it seems 

'that marketing concept orientation occurs more among executives 

who have been in their positions for a fairly short period. 

Secondly, although there is a concentration of frequency of mention, 

representing 5gfo of the frequencies relating to the factor 'export 

markets are different', there is a distribution of frequencies 

among another five periods. 

Finally, the results of the chi square test indicate absence 

of association between 'export markets are different' and the 

executives' length of service in their present positions. 

23. Attitudinal classifications of executives. 

This section presents executives' attitudes towards the 

marketing concept in terms of extent of favourability, or otherwise. 

The findings of this section are based upon the analysis and findings 

of all aspects investigated in the present chapter. 

The objective i3 two fold. First, presentation of attitudinal 

positions towards xthe marketing concept, indicating the status of 

the marketing concept among executives participating in the study. 

From the opening section of this chapter, it is clear that a 

favourable attitude towards an object is a prerequisite if that 

object is to be accepted, implemented and adhered to. Thus a 

favourable attitude towards the marketing concept indicates 

readiness of acceptability and implementation. It must be 

emphasised, however, that having a"favourable attitude towards the 

concept does not automatically indicate its implementation. 
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What it does reveal is a fertile-: ground for its implementation. 

Indeed, comments by executives in this chapter and the remaining 

parts of the study ::; port this view. For example, whereas an 

executive maintains a strongly favourable attitude towards the 

marketing concept, his view and practices on pricing diffdr from the 

requirements of the concept. 

Secondly, among other variables, attitudinal positioning 

towards the marketing concept is taken as a variable in analysing 

the remaining part of the thesis, concerning implementation of the 

concept in the areas of pricing and promotion. For the purpose 

of the study the Chief Executive and the Chief Marketing Executive 

are assumed to have substantial influence in affecting and effecting 

marketing policies. From the findings of the study and, indeed, 

from general conception, the former is invariably responsible for 

all activities in the business. To the extent that marketing is 

an essential part of the business,, the Chief Executive strongly 

influences its status in achieving company objectives. The Chief 

Marketing Executive, as his title implies, is responsible for 

marketing activities. To this extent his attitude towards the 

marketing concept is likely to effect marketing practices. In other 

words, the object is to test the hypothesis that favourability of 

attitude is necessary for marketing concept orientation in the 

areas of pricing and promotion. 

Thus, extent of favourability, or otherwise, towards the 

marketing concept by the Chief Executive and the Chief Marketing 

Executive are assumed to influence marketing concept implementation. 

Specifically, the Chief Executive's attitude is assumed to be 

synonimous with the company's attitude towards the marketing concept, 

and that of the C. M. E. influences its application. For example, 

the setting of quantifiable objectives for promotional activities, 

is called upon under the marketing concept, the purpose of the 

analysis is to establish whether company's favourability of attitude, 

as presented by the Chief Executive's attitude, and the C. M. E. 's 

attitude influence this aspect of marketing practices. 
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To assess favourability of attitudes by the executives, a 

summated type of attitude scaling is used, ranging from strongly 
favourable, favourable, unfavourable to strongly unfavourable. attitude 
towards the mark0ting concept. Each of the twenty aspects 

investigated carries five points, forming a total of one hundred 

points. In view of the comments made, a mark out of five is scored 

for each aspect by. each executive. 

These five marks are divided into four cut-offcpoints each 

corresponding to the intensity of favourability of attitude to the 

issue in question. This is shown in Table 23.1. Thus if the 

executive exhibits a strongly favourable attitude to the issue, 

he scores five points, a favourable attitude, he scores 3.75 and 

so on. 

TABLE 23.1 

Attitude scoring for each question. 

Attitude Scoring out of 5 points 

Strongly favourable 5 

Favourable 3.75 

Unfavourable 2.50 

Strongly unfavourable 1.25 

The total score by each executive for the twenty aspects indicates 

attitudinal positioning, along the scale used, towards the marketing 

concept. For example, the summation of scores by an. executive 

on his attitude towards marketing research, customer sovereignty and 

so on reveals his attitudinal positioning towards the marketing concept 

as indicated by the classifications in Table 23.2. 

N 
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TABLE 23.2 

Attitude classifications. 

f 

r 

Attitude classification Total Score 

Strongly favourable 75-100 

Favourable 50- 74 

Unfavourable 25- 49 

Strongly unfavourable - 24 

Total 100% 

The findings of the study revealed the frequencies of attitude 

classifications, among the four categories of attitudes. This is 

presented in Table 23.3. 

TABLE 23.3 

Executives' frequency distribution among the-four categorigs 
of attitude classification. 

rAttitude 
classification 

Number of 
F. vnmiti wnc. Attitude classification 
Number of 
Executives 

Strongly favourable 22 

Favourable 19 

Unfavourable 17 

Strongly unfavourable 14 

Total 72 
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As is clear from Table 23.3, of the total number of executives 

participating in the study, 41 executives indicate favourability of 

attitudes with varying degrees. The other 31 executives exhibit 

unfavourability of attitude towards the marketing concept, again 

with different degrees of intensity. The remaining part of the 

section is devoted to a presentation of these groups of attitude= 

favourability to each of the factors assumed to influence 

executives' conception of the marketing concept. : hus, favourability 

classifications are related to the size of company in which an 

executive is employed, executives' training in marketing and so 

on. 

lt is clear that the group of executives indicating strongly 

favourable attitudes correspond to the ideal requirements of the 

marketing concept. implicitly, the other group of executives 

are further away in terms of proximity to the concept. For 

analytical purposes the chi square test is applied to reveal if 

association exists between the group of executives exhibiting 

strongly favourable attitude, and any one of the seven factors 

assumed to influence executives' views. 
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4 

Executives' attitudinal positioning towards the marketing concept and 
executives' length of service in their present positions. 

Attitudinal positioning 

Executives' length of service in their 
present position 

Total 
Under 

4 
5- 
9 

10- 
14 

15- 
19 

20- 
24 

y25- 
29 

30- 
34 

35 
Plus 

Strongly favourable 15 2 4 - 1 - - - 22 

Favourable 12 1 4 
J- 

- - 1 1 19 

Unfavourable 9 5 3 - - - - - 17 

Strongly unfavourable 11 1 1 1 - - - - 14 

Total 
1 

47 9 
1 

12 
9 

1 1 
L 

_- 

I 
1 

-- 
1 

- 

72 

In Table 23, J'executives' attitudinal positioning towards the 

marketing concept is related to each of the seven factors believed to 

influence executives' points of view. The ultimate objective is to ý--- 

-observe whether association exists between this group of executives 

-exhibiting strongly favourable attitudes and any one of these factors. 

A number of points emerge from the Table. When relating 

executives' attitudinal positioning to the size of company in which 

an executive is employed, it is clear that only 18% of the executives 

indicating strongly favourable attitudes are from large companies, 

and 45.5%% from medium companies. This reflects the view that the 

larger the size of: the company, the less marketing orientated are the 

executives. This is further supported by the finding that of the 

twenty-four executives from large companies, 16.676 exhibit strongly 

favourable attitudes, and 33.3f, the largest percentage, indicate 

strongly unfavourable attitudes. Secondly, executives from 

medium sized companies, on the whole, exhibit a nearer position to 

the marketing concept than other executives, in that 66.6% of the 
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executives exhibiting strongly favourable and favourable attitudes, 

only 8. of the remaining number indicate unfavourable attitudes. 
A similar pattern is repeated for executives from small sized companies. 
However, the emphasis between the two nauor groupings of favourability 

is different. Specifically, the same number of executives 

exhibit strongly favourable and favourable attitudes, totalling 66.6°x. 

-The remaining percentage is equally divided between the other two 

categories of unfavourability. This underlines the notion that 

size of company in which an executive is employed does not affect 

his attitudinal positioning towards the marketing-, concept. 

As is clear, executives fror medium sized companies exhibit the 

best attitudinal position towards the marketing concept. 

The finding relating ; to executives' training in marketing 

indicate that a trained executive is likely to exhibit a more 

favourable attitude towards the marketing concept than untrained 

executives. Thus, eo% of the trained executives exhibit a strongly 

favourable attitude, the remaining number being equally divided 

between favourable and unfavourable. It is sufficient that none 

of the trained executives revealed unfavourable attitudes. Of the 

untrained executives only 11% revealed strongly favourable attitudes, 

27.3, '0 exhibiting strongly unfavourable attitudes, the remaining 

percentage is about equally divided between . the other two groups of 

attitudinal positioning. Given this finding it should be noted 

that percentage figur¬s may conceal the composition of the sample 

regarding training, or otherwise, in marketing, because only 

twenty executives out of the 72 executives have been found to have 

had training in marketing. 

Relating executives' educational backgrounds to attitudinal 

placement indicates that the largest number of executives in each 

educational group reveal strongly favourable attitudes. However, 

for executives with professional backgrounds the number is the 

same for favourable and unfavourable attitudes. Secondly, executives 

with experience as their backgrounds are about equally divided among 
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the four categories of attitudinal placement. To this extent, 
it is not possible to conclude one way or another. Finally, the 

best educational backgrounds in terms of favourability of attitude 

are those executives with academic backgrounds, because 73. E of 

the executives exhibit strongly favourable and favourable attitudes 
in about equal numbers. The remaining percentage is equally 

divided between the other two categories of attitudinal placement. 

To this extent, this finding is in line with that relating to 

executives' training in marketing in that executives with backgrounds 

other than experience, exhibit a strong"-. favourability of attitude. 

. the distribution of executives with professional backgrounds among 

the four classes of attitudinal places does not divert from this 

stanz because only 14.2% indicate strongly unfavourable attitudes 

and 28.4% exhibit unfavourable attitudes. 

- Relating executives' occupational positions in the company to 

attitudinal placement reveals that 5'F/ß of the executives exhibit 

strongly favourable and favourable attitudes. Secondly, five out 

of the seven Marketing Directors reveal strongly favourable 

attitudes. This reflects one's expectation that Marketing 

Directors have more strongly favourable attitudes than other 

executives. Furthermore, none of the Marketing Directors exhibits 

an unfavourable or strongly unfavourable attitude. 'i'hirdly, while' 

only one Chief Executive maintains a strongly unfavourable attitude, 

2O and 46> of Sales Directors and Production Directors respectively, 

exhibit strongly unfavourable attitudes. The latter group of 

executives supports the view that executives who are not directly 

concerned with marketing do not maintain a favourable attitude 

towards the marketing concept. This is further supported by the 

finding that 23jß and ff1fo exhibit strongly favourable and favourable 

attitudes respectively. Finally, 55.9% of the Sales Directors 

exhibit strongly favourable and favourable attitudes. 
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4.1 

Relating executives' ages to executives' attitudinal placements 
towards the marketing concept reveals that the executives from all 

age brackets exhibit favourable attitudes, with highest concentration 
in the age brackets 35-39 and 40-44 respectively. Secondly, a 

similar pattern is revealed from the group of executives exhibiting 

a strongly favourable attitude, with the exception of the last 

age bracket, the highest frequency being in the age brackets 

45-49 and 40-44 respectively. Similar patterns of age brackets 

enchatchment but different concentration of frequency prevails 

for the groups of executives maintaining urifavourable and strongly 

unfavourable attitudes. However, from the distribution of 

frequencies among the various age brackets it is evident that 

executives in the age brackets 25-29,40-44 and 45-49 exhibit the 

highest degree of frequency of concentration in both percentage 

and absolute terms, indicating strongly favourable and favourable 

attitudes. 

Executives' length of service in the company when related to 

attitudinal positioning reveals that a strongly favourable 

attitude. is about equally expressed by executives in the first 

three periods. A similar pattern is repeated for executives 

exhibiting a favourable attitude. In both cases the percentages 

expressed, as a percentage of the total number of executives in 

each attitudinal grouping, are 91% and 79% respectively. It is 

not possible to say that the longer an executive has been in the 

company, the more likely he is to exhibit a strongly favourable 

or favourable attitude. Thirdly, with the exception of the last 

period, executives maintaining unfavourable attitudes come from 

all the designated periods for length of service in the company. 

However, the highest concentration is in the periods 10-14 and 

20-24 years, in which cases the number of executives is five. 

Finally, a strongly unfavourable attitude is exhibited by 

executives from five of the periods, the highest concentration 

of frequency being in the. period 10-14 years. 
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Finally, executives' length of service in their present positions 
is related to attitudinal position towards the marketing concept. 
The first point emerging from the Table is that 31.7% of the 

executives who have been in their present positions for a period of 

up to four years exhibit a strongly favourable attitude. Secondly, 

a third of the executives who have been in their present positions 

for between 10-14 years, maintain a similar attitude. Given the 

attitudinal placements concerning the first two attitudinal 

placements, in the Table, it is clear that concentration of 

frequencies relating to a particular attitudinal placement, is 

not propbrtionally related to executives', length of service in their 

present position. However, when considering the unfavourable and 

strongly unfavourable attitudinal placements, it is clear that the 

majority of executives in each case concentrate in the period under 

four years. Whether or not there is association betiieen-strong 

favourability towards the marketing concept, and executives' length 

of service in their present positions, is established by applying 

the chi square test. I 

The chi square test is applied to the various frequency d 

distributions in Table 23.4-to reveal if association exists 

between the attitude, strongly favourable, and any one of the 

factors assumed to influence executives' points of view. Except 

for executives' training in marketing, the chi test indicated 

absence of association, and therefore the two factors are 

independent of one another. Table 23.5 details the observed 

frequencies concerning executives' training in marketing and 

attitudinal placement where presence of association existed. 
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TABLE 23.55 

Executives' trainin,, in marketing is not related to the maintenance 
of a strongly favourable attitude towards the marketing concept. 

Executives' training 
. Attitudinal in marketing 
placement Total 

Yes No 

Strongly 
favourable 16 6 22 

Others 4 46 50 

Total 20 52 72 

-'111e value -of x2 for Table 23.4 is 5.41 which is greater than 

3.84 the critical value of x2 at one degree of freedom, which 

decides acceptance or rejection of the null hjpothesis. Since 

the value 5.41 is greater than the critical value, the null 

hypothesis is rejected. Instead the alternate b pothesis, of 

executives training in marketing is related to the maintenance of 

a strongly favourable attitude towards the marketing concept, is 

accepted. 

24. Summary of the findings. 

The purpose of the chapter was to establish the extent to 

which the 72 senior executives, participating in the study, accept 

the marketing concept and factors associated with acceptance or 

otherwise. 

The introduction of the chapter presented a theoretical 

framework of the study of attitudes, and the method used in the 

study to establish favourability of attitudes and determination 

of company philosophy. 
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A. Findinpa of the stud 

a. Overall acceptability of the marketing concept. 

The majority of executives interviewed indicate favourabil. ities 

of'attitude with different degrees of intensity, that is, 

22 executives exhibit strongly favourable attitudes and 

19 executives exhibit favourable attitudes. Favourability 

of attitude does not necessarily indicate marketing concept 

orientation with respect to specific marketing practices. 

b. Attitudes to specific marketing concepts. 

1. Company philosophy. 

The 72 executives mentioned 16 different operating 

philosophies. However, the highest frequency-is-3C, 

relating to profit as the company's operating philosophy. 

lt is significant to note that none of the executives 

quantified, where possible, their company's operating 

philosophy. 

2. Meaning of Marketin. 

Seven different meanings were given to marketing. While 

twenty-one executives regard marketing as synonimous 

with selling, only ten executives indicate the nearest 

position required by the marketing concept, that is, 

fulfil customer requirements at a profit. The 

remaining executives emphasised other aspects of marketing. 

3 Title and hierarchical position of the C. M. h. 

Eight titles were used to describe the title of the C. M. E. 

The highest frequency, twenty-two executives, relates to 

the title, Sales Director. Thirteen executives mention 

the title, Marketing Director. The findings indicate 

lack of consistency among the 72 executives relating 

to the title of the C. M1. in their companies. 
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Twenty-two executives mention the C. M. E. reporting to 

the Sales Director because it is organisationally 

obvious. The overwhelming majority of executives, 

i. e. 69 executives, express the view that the C. M. E. 

-should be a member of top management. The reason 

most commonly mentioned is that the C. TMME. provides 

closest touch with the buyer. 

4. Profit v. volume. 

All the executives indicate that ultimately the drive 

to profit is more important than the drive to volume. 

However, in terms of orientation, about-'50; L indicate 

profit orientation. The remaining 50% are either 

volume orientated, achieving a balance between volume 

and profit, or indicate that volume and profit-are. 

inseparable and miscellaneous reasons. 

5. Product planning, and development. 

About 44% of the executives indicate that product 

planning and development should be under the C. M. E., 

primarily because the latter knows market requirements. 

The remaining executives indicate that the activity 

should be placed under production and C. M. E., 

the Chief Executive, and under production. 

6. Channels of distribution decisions. 

About 72; of the executives indicate that the C. M. E. 

should be responsible for channels of distribution 

decisions, both physical and members of channel. 

The majority of executives in this group indicate 

that distribution is part of marketing and that the 

C. M. E. knows market requirements. The remaining 

28lo place the activity under the Board of Directors, 

and the Managing Director. 
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?. Integration and co-ordination. 

Two thirds of the executives indicate that integration 

and co-ordination of company activities should be placed 

under the Chief Executive because. of his responsibility 

for all operations in the company. The remaining 

executives place integration and co-ordination under 

the C. M. E., either because of the impact of marketing 

on other activities of the company, or because the 

C. M. E. is responsible for implementing marketing plans. 

Meaning of marketing planning. 

Three groups of executives were identified in terms of 

their proximity of their conception of marketing 

planning as required by the marketing concept. The 

largest group, forming about: 41% of the executives, is 

nearest towards the requirements of the marketing 

concept. - 

9. Customers' sovereignty. 

About 94% of the executives do not regard the ultimate 

-consumer as-. -their customer. Rather, intermediaries 

are regarded as the companies' customers. Under the 

ideal requirements of the marketing concept, companies 

should concern themselves with the final consumer. 

. However, 79% of the executives express the view that 

consumers' (i. e. 'wholesalers and retailers) requirements 

should influence company decisions. The remaining 

executives consider the consumer as unaware of what 

he wants. - 

10. Company's v. customer's interests. 

About 54% of the executives express the view that 

ultimately the company should make what interests the 

customer, because otherwise the business' survival is 

in jeopardy or the company has limited resources to 
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male the customer do what interests the company. 

The remaining. executives indicate a compromise between 

company and customer interests, because the company is 

restrained by its limited resources, and that the 

customer does not necessarily know what he wants. 

11. Responsibility of the salesman. 

Apart from the traditional function of selling, about 

50, % of the executives consider the salesman as feeding 

back information about the market. The remaining 

executives view the,: salesman as a vehicle for 

marketing research and is responsible for maintaining 

good customer relations. 

12. Necessity of promotion. 

About 63f of the executives consider promotional 

activities as essential for achieving company objectives 

because promotion makes the product know, competition. -* 

dictates it, or it depends on company objectives. 

The remaining executives consider that small company 

size placed financial limitations on a company's 

promotional expenditure. Secondly, -having the right 

product is paramount. Finally, promotional expenditure 

is regarded as a waste of money. 

13. Competitive importance of pric1n and promotion. 

About 44% of the executives indicate that promotion is 

more important than pricing in achieving company objectives, 

because promotion creates product awareness, and is 

flexible. 39% of the executives indicate that pricing 

is more important than promotion because the trade is 

price sensitive and is an essential selling feature. 

The remaining executives maintain a balance between 

pricing and promotion. 
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14, New products. 

Over 50`% of the executives mention the necessity of new 

products by agreeing with the statement, "make a better 

product and people will beat a path to your door". 

Better is in terms of right price, quality, colour and 

design. The remaining executives indicate that new 

products are not particularly essential for survival 

and growth - products need promotion. 

1.5.. Marketing- research. 

About 93% of the executives indicate that. 
-marketing 

research is essential because market conditions change 

constantly, and wrong decisions are expensive. Hence 

conformity with the marketingvconcept. Ten types 

of marketing research activities are undertaken. 

The most common, in terms of frequency of mention, 

is product acceptability. 

16. Decentralisation of authority. 

About 73% of the executives indicate that decentralisation 

of authority within the marketing area is essential, mainly 

because the burden is too much for one executive. The 

remaining executives mention small company size and lack 

of suitable employees. 

1 7. Job analysis and job description. 

The necessity of job analysis and job description to 

all members of an organisation is indicated by about 6E 

of the executives because it defines employees responsibility 

and provides a means of control and evaluation. The 

remaining executives indicate that, mainly small company 

size does not justify job analysis and job description. 
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18. ingredients of success. 

-Twenty factors of success are indicated. The ingredient 

receiving the highest frequency of mention relates to 

production capabilities, specifically, colouration and 

design. The majority of executives, while emphasising 

the latter do not undermine the significance of marketing. 

however, it seems that efforts directed to increase 

efficiency in the area of production is not counter-balanced 

by similar efforts in marketing. 

19. Competitive factors. 

All the executives mention at least one competitive tool 

to a maximum of five. Although 26 factors are mentioned, 

three factors are emphasised - right price, colour and 

design and good service and delivery. In order of 

competitive importance and highest frequency of mention 

the factor colour and-design is mentioned as first, and 

the factor, right price as second, third and fourth in 

competitive importance. it is therefore concluded that 

price, colour and design are major c6mpetitive tools. 

20. Factors in export marketing. 

A third of the executives categorically indicate that 

export markets are entirely different from domestic 

markets. The remaining executives emphasise one or 

more of seven factors to be taken into consideration when 
exporting. Colour and design is the most important 

factor. 

B. Factors associated with acceptance or otherwise of the 

Marketing concept. 

1. Training in marketing. 

dis is the only factor whereby the chi square test clearly 
indicated that trained executives in marketing is 

significantly associated with the overall acceptance of 
the marketing concept. Thus training in marketing helps 

acceptance, and absence of training hinders acceptance of 
the-marketing concept. 
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2. Educational background. 

The chi square test did not reveal significant association 

between educational background and overall acceptance of the 

marketing concept. In terms of percentages, executives in 

the group with academic backgrounds indicate the highest 

percentage in terms of acceptance of the marketing concept 

by exhibiting strongly favourable attitudes. 

j. Size of company. 

Observing percentage figures, it is clear that overall 

acceptability of the marketing concept in terms of exhibiting 

strongly favourable attitudes, occurs among executives from 

medium sized companies. That is, the findings indicate 

that executives from large companies do not necessarily 

exhibit the highest concentration of accepting the 

marketing concept. 

4, Occupational position. 

Again the results of the chi square test indicated absence 

of association between occupational position and acceptance 

of the marketing concept. However, observing percentage 

figures, it is clear that marketing executives, 'more than 

other executives, particularly Production Executives, 

accept the marketing concept in that they exhibit strongly 

favourable attitudes. 

Age of executives. 

Significance of association is not indicated. However, 

executives in the age brackets 25-29 and 40-49 years 

indicate the highest concentration in terms of exhibiting 

strongly favourable attitudes. 

6. Executives' length of service in the company and present position. 
The results"". of the chi square test indicated no association. 

Observing the frequencies, it is not possible to conclude 

that the longer the executive is in the company or his present 

position, the more likely he is to exhibit a strongly favourable 

attitude. 
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C. Comparison with previous research findings. 

1. Saddik 1 in his study of marketing in the wool textile, 

textile machinery and clothing industry found that a 

third of the Managers interviewed regarded marketing 

as synonimous with selling. In the present study 

" 29% of the executives indicated similar meaning. 

The majority of Managers in äaddik's study recognise 

. 
that customer sovereignty is the only way leading to 

fulfilment of company objectives. This is confirmed 

in our study. 

The majority of Managers in Saddik's study do not 

consider marketing research essential. In our study 

93% of the executives consider marketing research 

essential. 

" Saddik's study revealed that efficiency in production 

is not matched by efficiency in marketing. This is 

confirmed in our study. -' 

Finally, the majority of Managers regard-: the saledman 

as being responsible for fact-finding and customer 

satisfaction. This is-confirmed by our study. 

1. Saddik, S. M. "Marketing in the Wool Textile, Textile Machinery 
and Clothing Industries" Ph. D. Thesis University of Bradford, 
Management Centre, 1969. 
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2. Thompson 1 in his study of marketing executives in marketing 
and non-marketing oriented companies, found that officiald 
in marketinE orientated companies have a higher level of 

educational compared to those in non-marketing orientated 

companies. The findings of our study confirm this in that 

the majority of executives with academic backgrounds 

" exhibit strongly favourable attitudes. 

Furthermore, he found that no significant differences are --- 
associated with the average years of experience. In our 

study this is equivalent to age of. executives. This is 

confirmed in our study. 

3. Baker 
2 

and others in their study of marketing orientation 

in Yorkshire industry found that larger companies showed 

more favourable attitudes than smaller compani-es. - This 

is not confirmed in our study. 

4. Lander 
3 

in his study of the status of marketing in the 

E. E. C., found that the centre of philosophy of most 

firms rests on making the customer do what suits the 

interests of the producer. This is not confirmed in 

our study in that 79% of the executives consider 

customer requirements should influence company decisions. 

1. Thompson, J. R. "An emperical investigation of Marketing Executives 
in Marketing and Won Marketing Orientated Firms" unpublished 
Ph. D. Thesis - University of Washington, 1963. 

2. Baker, R. M. and others "Permeation of the Marketing Concept in 
Yorkshire Industry" - University of iradford, Management Centre, 1967. 

3. Lander, B. "Marketing Development in the European Economic Community" 
Mcgrow Hill Book Co. Inc. 1964. 
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