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ABSTRACT

~The present work is primarily dedling with the resulis
of a surfey'carried out in the Chemical Industry of the North
East of England. The main object of the.study was to assess
" the extent.t; which marketing concept has been accepted and
implemented by this Industry. )

The examination of the companies was based on data
collected through questionnaire, and covered the following
points:

I. Estimation of'the present situation,

2." Data required for establishing objectives and strategies
3. Strategies adopted./ |

4, Existence pf.writtén Marketing Plan,

5 Organiiation of the Marketiﬁg Department.,

6. Kttitudes expressed towards marketing statements.

Te Defini\tion of the term "Marketihg",

Finall& comparison of the present findings with results
already\availaile in the literature has shown that the
_ Chemicﬁlxcompanies of the N.E. of England follow the general
| trend towards ﬁarketing Srientation which has.been identified

in most of the British Industries.
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INTRODUCTION

Since World war II, a new management philosophy has
emerged, the most popular name of which is the "marketing
concept". The objective of this philosophy is the integration
and coordination of all marketing activi}ies, in association
with all other business fuﬁctions, for the purpose of
maximizing long-term profits and satisf;ing céonsumér needs and
wants,. | '

Some of the basic elements of the various definitions
given to marketing concept, are as follpws: |
I) Customer orientatién, 2) ihtegration of all-alements of °
the marketing ﬁix, 3) more emphasis on the research, innovation,
and plénning.functions.

Some of the above e%ements are not new, they have beén
suggested and discussed earlier in the century. What is new,
. is the arrange@ent of these ideas and concepts under a single
heading and.the formation of an integrated management
philosofhy -that is the "marketing concept".

Since then a plethora of articles have been published,
:and many afectg of marketiﬁg have been developed, It has been
- defined aska way of business iife, a fundamental of business,.

or a basic necessity for running a successful business

regardless of size, type of indusiry or any other classificatory

dimension. "The marketing view", says Drucker (I96I), "...puts

in its centre the unique and specific purpose of business

enterprise, the purpose of economici@:formance".

However, despite the rapid development of the marketing

éoncept as a new philosophy, and the widely acknowledged

o -
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validity and universal importance of adopting this new
philosophy, there are still many businesses that are primarily-
product or process-oriented rather than merket-eriented. Also,
 there is a lack of sufficient empirical evidence on how far
the marketing concept is accepted and implemented in various
sections of British Industries,

The present study is- Specifically confined to the
inyestigation of the situation in the Chemical companies of
lthe North East of England, and attempts to throw some light
"on the nerketing status of this industry, and to highlight the

;;poséible differences between compenies of different size.
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- I.I. What. 'is Marketing

'f“UanGrSIty, I965)

: un1versa1 agreement on wha

\

I. THOUGHTS ON MARKETING

Marketing has been defined by one person or énqther as a

_business activity; as-a group of related .business activities;

“as a trade phenomenon; as a frame of mind; as a coordinative,

_'integrative function in policy meking; as a sense of business
ipurpose; as an economic process; as a structure of institutions;

ies'the process'of erchanging or transfering'ownership of

products; as a process of concentration, ‘equalization and

. dispersion; as the creation of time, place and possession
'utilitiesi as a.process of demand and supply adjustment; and

-as many other thlngs. (Marketlng Staff of the Ohio State

In particular, Felton in 1959 defined it as "a corporate .

*.state of mlnd that 1nS1sts on 'the 1ntegratlon and coordination
" of all marketlng functions whlch, in turn, are melted with

T all other-cornorate functions, for the basic objective of

produ01ng maxlmum long- ange corporate profits"”, McCarthy as
\ :

- "the performance of business act1v1tles that direct the flow
. of goods and services from producer to consumer or user, in

'.order to satlsfy customers and. acomplish the firm's obJectlves":

’

Kot ler (I972a) as the "set of human act1v1tles directed at

-facilitating and consumating exchanges" and Mazur as '"the

;:dellvery of a standardof living to society".

What the above statements testlfy is that there is no
t marketlng is, Bach of the concepis

may be approprlate for a given person, at a glven time, when
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examining marketing problems from a given point of view,

However in I965, the Marketing Staff of the Ohio

. University, .in order %o reexamine and clarify the nature and

purpose of marketing, formulated the following definition:

"Marketing 'is the process in a sbclety, by which the demand

-structure for economic goods and serv1ces is antlclpated or
. enlarged and satlsfled through the conceptlon, promotion,

-~ "exchange- and phySlcal distribution of such goods -and services',

The best way to understand the complicated nature of

'harketing, is to describe and examine each of the activities

it covers, in turn, as Foster did. (I972a). He described.

"marketing as the "management function that embraces all the

commercial activities of a company and through the use of
! : )
marketing research, statistical methods for measuring demand

and mafket mode ls, identifies, assesses and attempis to

 satisfy cuetomefs requirements to achieve growth and optimum

\
\-

profit and sales both in the short term and over the longest

possible peiiée of time, It seeks to secufe the long-term

 _survival of an enterprise by achieving a balance between -its
:proflt maklng resPons1b111t1es to the company and-the company's
'e;legal and social respon31b111tles to its customers and

society at large. Its operations should be. modlfled by

[

conszderatlon of the wellbelng and safety of 1ts customers

and the soclety in which- it operates".

'So thelnaiufe and purpose of markefing, given by the

-”;'Marketlné Staff of the Ohlo University, together with the

descrlptlon of 1ts functlons given by Poster, can be seen as

two ba51c elements 1n the understandlng of its real meaning,




:-1.2. Marketing and Selling.,

Some mention should be made h;re on the reiation between
marketing and.selling. What many people think, is that they
- are the~samé, or fatﬁer the same activity. And tﬁis was
-hearly true some ye;rs ago. Marketing ﬁas little more than
'f7selling ;n the thinking of most busiﬁessmén, during the first
 _par£ of the twentieth centufy. The job of markfting department
. was to'mdve-?oods which had been ﬁesignéd and produced by

] .
the production department - goods which were often designed

- with little consideration for the end user. (veeks & Marks,
1969). | |
| Today the dlfference ‘between marketing and selling is
ﬁore than semantlc, Selllng is generally concerned with the
plans and tactics of trying to get the consumer to exchange
" what he has (money) for what the enterprise has (goods or

services).\Marketing is primarily concerned with much more

sophiéticate&'strategy of trying to have what the consumer

" want s.

"Sellihg:focuses on the needs of the seller, marketing
';on the needs of the buyer. Selllng is preoccupled with the
seller's need to convert h1s product into cashj marketing
-with the idea of satisfying the needs of the customer by
means.of fhe product and the whole cluster of things
associafed with_creating, delive;ing and finally consuming
(Levxtt 1960). | |
Clearly marketing is wider and more 1mportant than selling,

“which only forms a part of the whole. It 1s not concerned

‘with selling the output of a given input of capital
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equipment, material and labour, but with so adjusting the
input that the output can provide a consumer satisfaction.
It can be stated then that the more marketing-orientated the

company is, the less the need for selling within.it,

" 1.3, Evolution of the marketing concept.

Modern ﬁarketing has two different meanings in the minds
of people, One is that of selling, influencing, persuading.
It is seen as a dangerous technology, persuading people on
buying things, they either do.not want or which are bad for
'~ them,

The other me aning. which unfortunately is weaker in the
:o;foublic mind, is the concept of -serving and satisfying humeo
‘needs. |

This c&ncept; was first introduced in the U.S. business
. twenty years ago, and soon attracted the attention of
",marketlng executlves and educators.

Inltlally, the main characterlstlc of the American economy
was the 1nsuff1clency of goods and services and the question

7--was how to increase the output., The general tone of the period

"_fwas one where the demand exceeded the supply and the purpose

"-fof marketing by then was how to solve bu51ness problems

relatlng to dlstrlbutlon. Obv1ous1y complicated marketing
.ftechniques were not essential for the efficient performance of

. the e conomy. The majority of the companies in this period were

produot oriehted;




By the early I950's a new buoduess environment emerged, ° .
:forcing buéiuess.management to_cﬁange its direction from
.production to consumer orientation., The basic people's
| ueeds'for food, olothing, and transportation hadhbeon
satisfied and the question now was wuat other needs they
might have, At this period the increqso of the level of
'.profits through a continued concentration on the production
process, was difficult if not impossible,

" As this became increasingly obuious, the management
- philosophy of production orientation, which had dominatod.the-'
first half of the twentieth century, was pushed aside and -
business turned more of its attention on.satisfying the needs
of the consumer, / |
At this étage the coucept of marketdng has been changed

:';to that of "analysing, organizing, planning and controlling:

'.of the firu's resources, polices and activities, in'order.to
l:satisfy'the\needs and wants of choosen customer groups at a
d; profit, (Arthur'& Schaefer, I972). | |
| By then a plethora of articles, on the marketlng concept
and 1ts 1mplementatlon, had appeared in the bu51ness
= llterature. All ofzthem focused on“the oonsumer-and his wants,

.They pointed'out thét "if marketing is to progress, executives
'_'muét'broadén-their-imége of it, and they must come to think. '

j.of it as.a field of knowiedge‘about human wants and their
satlsfactlon, not just .as a melange of product tests and
selllng operatlons" (Newmann, 1957) Or,_"management must

th1nk of itself not as produclng products but as providing

‘ ustomer-creatlng value ‘satisfactions, It must push this idea -




and-ever& thing it means and requires - into every nook and *
cranny of the organization”, (Levitt, I960). |
:In an article appearing in I960, under the title "The

Maerketing Revolution", R,J.Keith says, with reference to
the Plllsbury companys )
. w_.. If we.were to restate our phllosophy during the past

decade as simply as possible, it would read: "Wo' make and

' sall products for consumers”,

The mafketing concept was a great etep forward in welding

- the functions of business'with the interests of consumers,
he business profits became tied to how well the compan&
fsucceded in‘pleasing and satlsfylng the customer.,Accordlng
to Drucker "what customer thinks he is buylng, wh;t he
.~ considers as value' is decisive - it dete:minee what a
business is, what it proddees and whether dt will prosper".
(1963). | |

Thus, consumer satlsfactlon, became the essence of the

.marketing cqncept.
.'\ "

Some of. the ba31c elements of the various definitions glten
to merketing concept, are as follows-

a). Customer orientation, b) Integration and coordination of
‘the marketing activities, ¢) Customar's satisfaction at a
-profit. |

| 'Se.the definition of marketing concept as it emerges from
the prev1ous dzscuss1on is more than a mere list of the
'-:act1v1t1es 1t covers, 1t is rather a deflnltlon of attitude

‘within the flrm whlch demands absolute customer orlentatlon.



'_  It is a managerialephilosoph& ceneerned wifh the organization

" and the controllof total coﬁpany_effort for the purpose of
.satisfying customers in wa&s compatible 'with the profitability

l.'ef the company, - - , \

'Marketing ma st be seen as a way ef thinking, a way of

gpproaching and solving problems, as an attltude within the

f.fflrm towards the satisfactlon of . 1ts customers,

.The definition of marketing which accomplishes the
above requirements and which has been used-during'the present

. research is that expressed'by Kotler (I969b)

' "Thehsensitively serving and satisfying of human needs",

~..




-10- .

I.4, Implementation of Marketing concept: problems and benefits.

The implementation of the marketing concept, was a very
big challenge, but the change from a pr;duction or sales
oriented compony to one that is marketing oriented, was not
a simple one, Due to the various changes required in the-
organization structure, management was confronted with a lot
of resistance, Felton (1959), argues that "even among those
companies which have embraced the concépt, there are those
that do n&t recognise certain organizational weaknesses which
impede profitable functioning in this area., He groups the
basic failings under four headings, the follows:

a., Lack of comprehension of the highly professional marketing
job necéssitated by today's competitive market,

b, Unsound organizational structure, |

c. Lack of t0piexecutive ability.

d, Overconcern with personal aggrandizement.

However in today's market where more goods and services
are produced that concumed, the right implementation of

it
marketing ‘consept is more than a necessity, is a matter of

surviva_l°

The basic elements of thée marketing concept are the
satisfaction of the customers at a profit and the effective ,
coordination and integratiqn of all the activities within the
organization, Firms that have fully understood the marketing
concépt can plan their ﬁarketing activities in a better way.
They focus in their customers needs and wants and they select

those; that the company is best equipped to satisfy. This

" process helps them to select correct market targets and to set



=]

:?ealistie and carefully-defined objectives,

The_satisfaction of consumers be comes the economic end.
..sociei jnetification for the firm's welfare and existence,
:and therefore, all resources in the organization must be. |
.mobilized toward understanding and satisfying cuetomers'
'demant.l

Under the light of the narketing concept the firm must
"adjﬁst all its activities to the needs of the customer or
potential customer" (James, 1972 ), and change’ its attitudes
to become_f - - consumer- orientated "What is important is
" not so much to do things right but rather.to find the right
things to'do",.(brucher, 1964). So the development of new or
'improved'products which:are in accordance with customer needs
Jand attitudes, not only minimizes the number of new products
.failures, but also reduces the need for persuasion through
i advertising, and makes selling easier, It is understood that
selling it;elf is most succesful when it is concerned with

---products which are compatible with customer requirements.

Finally, Since change is the baSic characteristic of any

market, the role of marketing is to0 anticipate and adapt to

\

this change. The major benefit to a firm which has realized

. ﬂhthe'fulleet potentialities of the marketihg concept ang has

.implemehted-it correctly is this ability of converting the .,
1.envihonmenta1 ohanges to its advantage, The adaption to the .
external change ‘with 1nterna1 change, with the view to
continue to satisfy customers profitably and efficiently is

-"what the marketing philosophy is really_all about.
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2.MARKETING-PLANNiNc

'-f2.1 The need for planning,
| "If you don't know where do you want to go, - any road will

:lead you there," Thls quotation from. Professor Levitt,
contains much truth. It is rather difficult for & company to .

'snrvive and prosper for a long time,- without some sort of
;li plan,
| However, the need.for planning todaj is much stronger
' than ever before.The.complex management techniques, the rapid
increase in tne rate of technological chenge, the human
relations problems; and the enormus bulk of information needed

“to be considered for a rlght decis1on, are some of the problems

- with which top management is confronted. As competition moves

. faster and captive markets become less stable, companies are

beginning to realise that the need for clear realistic

.planning is of great importance. Phinking through objectives,

”p;and selecting the appropriate strategies to achieve them, is
lfnot only v1ta1 for the growth and profltabllity of a company
Lbut may even be necessary for it to survive.

Plannlng expressed in s1mp1e terms, involves decisions

f'mtodaym on what .- to - =--do_.. . ntomorrow", Or ;n other

words, pienning is deciding in the present what should be

’

- done, to attempt to- achieve a . stated ;position;in the future.

Fayol's (1949) writings, prov1de a convenient
starting point when we seek to define the world wplanning™,
He expresses planning as & processs

| “The plan of action is, at one and the same time, the

result envlsaged, the line of action to be followed, the

[}
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stagés to go tﬁrough, and the methods to use,™

For Fayol, planning'meants "both to assess the future and
3-make provision for it." This definitién_has been accepted by
. many writers.

Terry (I960), in his "Principles of Manageﬁént“, defines
"planning™ ass "The selecting and relating of facts and the
visualization and formulation of piébosed activities, believed
necessary to achieve desired re§uits."

Scott (I965),_defin§s "planning" as follows “Planﬁing-;s
.:an analytical process which encompasses an assessment of the
.future, the defermination of desired objeétives in the context
- of that future, the development of alternative courses of
:aétion to achieve such-objectives,'and the selection of a
course (or courses) of #cfion from among these alternatives,"

Planning ﬁay also be viewed as an extension of the
infut-output thebry; developed by Proféssor Wassily Leontief
of Harvar&a wMost planning is the attempt fto exercise such
_.fbfesight with respect to the anticipated outputs of an
- orgenization 36 that the inputs can be utilized with maximum
' efficienc},“ |

The gféat contributioﬁ'of plqnning to business managehent[
is that it helps to minimise the risk and to cope with the
world of change. The unstable environment in which every .
enterprise 6perates, makes planning much more difficult, but
it alsolmakes it much more necessary. It is well known that
mthe future does not happen,_it has got to be made to happen, ™
(Armstrong, I973). And business planning is_%ased on the l
belief, that, even though the future is uncertain, one can do

something to meke it better than would otherwise be possible.
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- 2.2 Marketing Planhing.
One of the m&sf important parts of-buéinéss planning, is

" marketing plannihg. | |

Marketing planning is concerned with the dynamic

- - relationship between a company and its énvironme;t, both of
which are in a constant state of change. It suggests how

" business assets may be profitably redeployed S0 & company

© may malntain a competitive position, in changlng markets
through adaptive innovation and product succession, It“provideﬁ

guides about what has to be ‘done, who is to do it, when it

' must be done, how it will be done, the cost of each element of

. . the marketing mix and the results which are to be obtained.

- ... (ward, I970).

The formal marketing plan, is a written and systematic
examination of'objectives and the methods of reaching thenm,

. a8 dpposed $6 informal marketing plan, which is largely verbal,

\

" One of the blggest advantages of putting formal marketing

plans on paper is that the planner is forced to cons1der all

of his problems and opportunltles concurrently, finding the.

" “best solution instead of the most expeditious. = He is obliged

~ %o examine Ehé various projécts simultaneously and to consider
their | possible interaction. - . ... In other words,
"marketing plahniﬁg leads to éynergy-- the process by which two
or moie projécts assist each other, and produce greater total

effectivenéss than fhe sum of the separate pfojects. (Ansoff,

?,_'1965){
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i; 2.3 Contents of Marketing Plﬁns. ' - : | \"
It is difficult to say what épecific points a company's‘
" marketing plah Qﬁould cover, No two comppniés have the same
..pr_oble'ms or orportunities, This is inevitable because the
marke ting ﬁlan, depgnds on tﬁe natufe of the busihess and how
it is organized to meet the market, S;; a company must develop
a'formatgthat'is most useful'to_thémf '

-fhg overall ;arketing plan, usually is - built{ from
';,sqparate plans prepared and submitted by the head§ of tﬁe

:‘depaitments; within the marketing division,

According to Winkler (I972), these subplans are:

" I, A product mix plan, which includes everything concerning

the company's products.

2. The sales plans wili show the strength and direction of

" the selling effort over time,

' '3, The advertising plans in companies. laying great stress on -
this activity, may be quite complex in its make-up. In
other companies it may.be merely a statement showing the

ﬁﬂ@timingyﬁhaturaﬁandimedia to be-used,

4, The sales promotion plan: will be set according to the:

| nature of the company operation and its markets, .

' Phese four subplans are, according to Winkler (I972), the
:If most comﬁon'tb all companies, but there may be some others
of eéual impbrtahce, depending on the type of company,

. These ares




" Physical distribution ﬁlan.
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Market ‘research plan.

~

Research and development plan,

Pricing plan,

Regional plan,

Market plan,

}nother slightly different ;ist:of the elements of a

marketing plen, is that proposed by Foster (1972a). This list

is

a mixture of the subplans and the plannihg procedure, we

must follow and includes I steps:

‘1.

Subjects a brief statement of the product groups or

"activities covered by the plan,
Periods specifies the time duration.
Productss sets out in detail the product groups,

Objectivess specifies the targets for each year of the plan,

for profit, sales, market shares, return on assets managed.

. Basic campaign planssummarises the. basic operations

envisaged in the plan,

Sales targetsi tabular form for sales targets by proddcf,

- area, sé;esman, etec, for each yeai of the plan, by monthly or

7.

9.

I0.

othér reporting'periods.

Profit targetss does the same for profit targets ‘as 6 does

’

"for sales targets;

Market sharess A series of tables showing the market shares
to be gained;

Product planss shows what prodﬁcts have fo be modified,

how and when, and the ones to be ratlonallsed.

Prlcing planss states the prlclng pollcles and prices to




‘”:“be followed,
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':II;.Saleé campaignss sets out in-greater detail the facts -

summarised in 5, | R

”"12. Advertising and éales promotionq details the' advertising

"and the sales promotion fd be lau;ched in support of
selling. , | |

13, Distributions seds.out the distribution methods and

networks to be usé&. |

.. 14, Competition: a summary of competitive situation.

'_ IS..Reseérch and deve lopment: a summary of the modifications

and deve}opment work needed to keep products and company

competitive.

-16. Finénce: all the prgVious sections containing or involving

'costs, shouid-statq ihem cleaily.

;'iiI7.'Organizationi_staies the organization required to carry out

Cthe plam. ¢ |

- 18, Trainiﬁg;}

Finally, Stern (I966) proposed the follow1ng marketing

" planning process. (Figure I).

| The main characteristics of successful planning is
flexibility and adaptability. The very existence of some )

-;‘uncert#inty requires that a degree of flexibility should exist

:~;in any plan. AdJustments W111 need to be made from time to

. time, as further information becomes available or unforseen

-.fcircumstances arise,




FIGURE I

Company
mission and goals

Marketing ebjoctivos .|

Environmentol Feusibiiify
factors
o Social =t
« Technologicol Assess market G '
« Governmentol *{ opportunities and ';"e".' °
« Business siate assumptions sirategies
Select “best”
. strafegies
Program marketing
mix
: .
Product Communications Distribution
progrom . progrom program
» Integrate and coordinate

... ‘l

Review, revise,
opprove

|

Distribute and
implement

l Audit ond odjust

The marketing planning process.

Source: Stern "Marketing Plannings a systems approach"
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- 2.4 The planning procedure,

There is no agreement on the planning procedure & company

might follow, Pearson.(I959), prbposeé four elements, around

2.

5,33.

W -‘ 4.

.

.,“' 0.

_'3.

.'4.

‘5¢

-lanalysed and assessed, .and finally what corrective action

. which any company can build a comprehensive marketing plan,

:These elements éie:

An appraisal of the company's or products’ strengths and

weaknesses,

A definition of the assﬁmptions on which the company's
plans have been based.

A statement of the goals sought and,-

A list of the major programmes to be emﬁloyed in achieving

the goals,

Foster (I972b), pfoposes the following steps.for the

" ‘planning procedures

Analysiss where is the company now and why is it where it ié.
Prognosiss where is the company going or where can i? g0,

Strategys what are the ways of getting there and which is

‘the best.

Tactic§g what programmes of action are required.

Controls which;activitiés need to be watched, what results

’

is needed.

Finally Winkler (1972). systematizes the planning proceduré

-7:.in ten steps, broken into two halvesz_situatiqn analysis and

- progranmming.

Situation enalysis involves two areass diagnosis and
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prognosis, After those come the stages: generating alternatives
and obJjective éetting. =
The other half of the procedure involves programming, This

includes strategy selection and tactics. We have six stepss
I. Choise of strategys how are we going to reach the specific

3

objectivqs. _

' .2; Tactiess tactical questions coﬁcgkn the spec¢ific action

" 'which must be.undertaken, by whom; when, and within.what

cost constraints, |

i. Controlss identifying those measures in the organizﬁtion
| which must be watched in order to indicate how well the
.plan is succeéding. |

4; Tests{ gll marketing programmes involve some element of

- testing., The most obvious are test.j”'marketing schémes

" for new products,

'} 5. Contingency planning: some marketing moves must be made in

circuxhsfances of great ignorance and some others may be at '
high risk.LIj is advisable to identify these elemeﬁts aﬁd
“have ayﬁilable a brocedure for dealing with'the two
5cpuﬁngehgies wﬁich may arises What Will-happen_if we fail
" to meetméhisfceﬁtral obje?tive? and what action should we
:take if we subceedove;whelmingly in xhié’objective?
6. Review.
There is an argument concerning the stepss situation
'.'analyéis and objective setting. It has been said that it is
‘not possible to estéblish an objective without fi?st having

carried out the analysis to establish the present position,
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Thié is something of 'a hen and egg situation, However, it
.is.importaht, in the beginning of any plan, that managément |
know where tﬁey want their compaﬁy.to be in the future,
According to Fbster (I97I): getting objectives first -even if
they have to be modlfled later- helps to focus the attention
of management on thelr prime task, obtaining adequate growth
' of return on the assets entrusted to them. It also helps %o
| giv§ them a.measufe of the scale and type of problems whiéh :
have to be faced and overcome, -

. So it is necessary to set main objectives first, and
.after ihat, carry out the situ#tion'analysis with the objectives
clgariy in mina. It is obvious, that objectives may well have
.fo be modifidd as the plan takes shape,

'An othér element tﬂat needs to be considered in this

stage, is the time span of the plan. For some reason most

':f'planners think in terms of five or ten-years plans, But many

' 3:p1ans for more than three years ahead are really forward

'--projections; predictions, extrapolations, mgue.s stimates" or
even pious hopes. (Armstrong, 1973).

The &uestioh should be askeds what is the time span for
ﬂ'reasoﬁablé planning? The'only significant factors, however,
'{Eare: how far shead can foéecasts be made for the particuiar
:industfy. | | _ ' ' S )

- In industries undergoing a very high rate of technological
. change, or with a rap1d11y changing market s1tuat10n, it may
- not: be pusszble 0. look= more. tnan three:...years ahead; on
'thezﬁner hand in hlghly stable 1ndustr1es it may - . be

".“possible to look ten years ahead. (Eargreavgs, 1969).
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.It is important. to remember that a plan is an
-\

intention to take definite action and anything five years

ahead cen only be a possibility.”

a, Settlng objectlves.

Accordlng to Winner (I965), in settlng marketing ob jective:
-planners should keep in mlnd three propertlesr
N ;Ir.Multiplicity, the fact that org;nizations have many
| 'ebjectives. ' .
.:2..Time, objectives need to be set for varying lengths of
-time,.and |
B;ELevel, the firm should have many levels of objectives, or
a hierarchy of objectives.
He supports the view that a company may be equally .
~interested in maximizing next year's profits, stabilizing

Hprofits, or in seeking oppordunities for investmentis for the -

."longer term. Therefore the planner must first understand the

company's obaectlves and then derive marketing obaectzves
rffrom those. . |

Argenti (1968). argues that a company has one and-only
'one, permanent, unalterable raison d'etre, namely to make
"proflt. According to hlm, every actlon which a company may
take if it believes that it will improve profits, is & me ans
j.'1ead1.ng to its only obaectlve, and not an objective by itself,
However, profit may indeed be the factor 'to be maxlmlzed
in a particular case, but it cannot be viewed as the sole

" objective. |

Much,of the confusion which. apparently exists about

 objectives can be alleviated by viewing objectives as a whole
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..framework or complex of Maims or ends of action™, and other

\
v

" guiding considerations.(Granger, I964)

- Objectives must be clegr, précise;'ungmbiguous and

|  veri£iab1e.(Argenti,-I969). The most understantable type of
objeetives'are quﬁntitafive objectives, For examslé, a goal
to lower sales cosfs by I0 per cept,'communicates-both
 magﬁitut9 and'ippact, better than “just & gosl to lower sales
costs, | |

According to Pearson (I959), quantitative objective

" - connotes the strength of the gction prograﬁmes that will be

o required to achieve it., Also it-facilitates better measurement

rf progress as the plan is carrzed out,
Foster (I97I), suggests the following:.quantitative
obaectzvess
I. The level of profitability to be achieved,
}_}é.iThé rerurﬁ-on assets managed to be attained.
3. The salés turnover to be achieved over stated time,
4, The anﬁuﬁl rates of growth to be realized.
‘The imporfﬁnce of quantitative ijectives, however, does
;:not 1mp1y that qualltatlve obaectlves are taboo in comprehensive
.marketlng plannlng. Far from it. They are also 1mportant and

t:.useful in the p1ann1ng procedure,

':f'b,_Analysing the situation.

" Once objectives have been defined,'the next step is to
- discover ways'of attaining them., To do this, we have "to form.
: some ideas about what actions of the firm, under what

ehvironﬁenfal conditions, have brought about the present
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.. situation", (Winner, I965):
" The analysis of the present situation involves:
I. Analysis of the. industry and the trade environment,
2, Analysis of the company itself and of the development in
customers requirements, and’

*3, Analysis of the current competitive conditions,

'The.analysis of the environment in which the company

‘operates is one of the basic steps in marketing planning.
..Wnile the external trends cannot be changed by the company,

""" it cen plsn for them and cope with them.

Logan (I960), has suggestéd a four-step procedure for
:donducting the sitﬁation‘analysis: |
'l i.tInveﬁtigations a'widefrange of data that may be relevanf
‘shou'ld be soughf. |
"_é(ECIASSifica$ion= the plgnnér_sorts the data collected
' ;dﬁring the investigation,
3 Geﬁeralizétion:nclésses of data are studied to discover:
.f rélationshipé, . |
.'.4,-Esfimat§-df the §ituation:1causes are sought for the

‘associations discovered in the previous steps,

Thé company's analysis is the analysis of all the trends
.thﬁt reélly count in a business, In that stage one has to
~examine not only the position that the company holds in the

‘market, but the resources available as well and the better

. atilization of them.

‘.Uitimately, regardless of what a company produces, the

': _'demand_for its products will depend, to some degree or other

-
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. on changes in conguﬁer.demand, taste and motivationf The
-feguirements of customers, and changés thereof, must be known
before anything can be planned or produced,

Finally, we ﬁust have an appraisal of what competitors
are doing with their product lines, pfices or distribution, .in
comparison with company's own produc;-line, market penetration
or distribution methods, .

Failure to appraise the competition, and possible substitute
‘productg, often results in overlooking these forces until long
" after they have become a serious threat,

This analysis of the past trends and the ¢urrent

. conditions will give & realistic picfure of the company's .

n“.position in the market place and its.strengthéland limitations
!.and cohsequenfly; of wh;t it cen reasonably hdpe to achieve,

At this stage we can draw certain conclusions about

' .future operating conditions, The stetement of the conclusions

:not only.reduces the danger of planning in a. vacuum, but also
:.-carries the analysis of trends one step further -and fofces

 the plahner to focus their attention on the future shape and

. importance of the key external conditions, (Pearson, I959). It
.lhelps thém.to identif&ithe-futﬁfe conditions and consequently

' to plan better the future of their business; |
At this point when we have examined the present conditions

and the future trends, we have to reconsider the previously'

'~stated objectives and modify them, if necessary, in order to

nake them more realistic and more achievable,
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'. 2;5.'Strategies nceded for the achievment' of ocjectives.

The concept of the marketing mix

The marketing -mix process is an intermediary part
:.of the overall planning process, It is the manipﬁlation and
,“thé appropriate mix.of the elements of.a marketing programme,
iﬁ order to have a profitable operaticn and to achieve the
set:objectives.

- 'The "marketing mix" as a term is used to denote a

-'par%icular combination of marketing variables which are
}_“-confrollable by an cnterprise.and.which are used to appeal to
lc:a narticnlar market segment, (Lipson & Reynolds, I970).
| The name can bc traced to Professor Culiton, wvho in his
.cstudy of manufaéfurers'fnarketing ccsts, in I948, de scribed
the business executivc as a "decider" an "artist" - a "mixer
_of 1ngred1ents" . '

| After readlng Culllton s description, Ne11 Borden (I964)

t-'wrote;-"I like his idea of calling a marketing executive a

't-T"mixer of ingredienbé?'one who is constantly engaged in

”7: fashlonlng creatlvely a mix of marketing procedures and

;":pollcles in: hls effort to produce a profitable enterprlse"
As a concept marketing mix, is a means of organizing in

'7.a meanlngful manner &all of ‘those varlables controllable by

’

,*: the enterprise system that directly influence transactions

:in,thc'marketplgcc.' |

There .is no"uniform.égreenent as to the composition of
fhe marketing mix. _

‘According to Borden (I964), what- is required is : "the
.'list*of the important elements that nake up marketing programmes

(?rcduct planning, pricing), and the list of the forces that
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‘bear on;the.maiketing openotion of a firm, and to.which the °
“marketing manager must adjust in his search for a mix or | |
Pprogramme tnat'can be succesful (conéumers' buying behaviour,
f'thé.tradesf behaviour, competitors' position andxbehaviour,
and Governmental beha&idur).
Frey (I96I), uses two dimensions; the offeriné (product;
| package, and so forth), and tools.(;overt;sing, personal
'jselling, and so forth), Kelley and Lazer, use a threefold
claséification under the product services mix, tne communication
) mix, and the distribution mix. McCarthy (I968), uses a
four-way classification for the mix variables, namely;
product, price, place, promotion.
The four way classification-is also used by Lipson and
1:Darling_(I968). They use four basic components: product, sale,

diﬂtfibution, and communication, and-they break each down

.J _'1nt0 four varlables, =Ft icould _“be -~ said : thai .tHdns

\

contrlbutlon of thls classification is the broadening of each
“; component into a more explicit statement of the SpQlelc
B dinensions which make up the marketing mix, -
The marketlng man 1is concerned with selecting the best
' p0951ble combination of marketlng elements to arrive at a
marketing mix, 1ny01v1ng minimam costs and maximum profits,
. Balance of elements is also of vital significance in the mix’
if wasté is to be reduced. |

The marketing.min must obviously be customer orientated,
. Jand{every step-of'it must be planned with the ultimate
'custoner always'in mind, |

It is obyious that marketing nix is one of the most
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Iimportant steps in marketing planning. The way that a conpany

plans and mixes the marketing ingredients, when building a -

programme to meet its goals, is criticel for its future and

‘for its ability to adopt to the changirg environment,
. _ A

2.6 Marketing planning and Corporate planning;

~ Corporate long-range nlanning ;as been-defined in
" different ways‘and'it appears,'.'thefe'_is ! some
confusion about nhat it is meant by the term.

According to Hargreaves (I969)it is that form of long-range
planning which is applied to a company to maxinize the use
‘of its whole resources and can be defined as:

. “The planning oflthe total'resonrces of a company for the
' achievement-of_quantified objectives within a-specified
'7peried of time™, | | |
| Also'perrini(I968), gives us the following similar
fidefinifion;[ | N
. "It is a systematic attempt to increase the rate of profitable
'-”_growth of an entity in the long rumn™,

" One of‘the best and most understantable definitions is

. that of Foster (I972a)s

,onrperate planning establishes a company's self
identified corporate objectives and targets for a .sufficiently
: :1ong period of time: into the future, These objectives and’
--_targets are based on a realistic assessment of the company's
_available skllls, assets, strengths, weaknesses and
:capabllltles and the competltlon and the changlng environmental

.:ufaotors relevant to 1ts current and 1ntended future business,

I D I
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_,:It indicétes in broad terms the steps Wlth each sector of
;chg businecs must take to achieve the stabted objectives and
integrates these individual steps into an overall plen for
the whqle". |

The corporate plan is prepasred in less detail than the“
marketing plan -and is primarly interested in identifying kéy
targets, obﬁectives, strategies gnd policiss, Its time-scale
Ishoald igeally be longer than that for the markebing plan.
Thus,_while corporate plan and objectives are broaddbrush in
‘nature, setting the 1ﬂned1ate and longer term pur;uone to
which line managers wust work, marketing plans ars shprtér
term, not more tﬁan five years in scale and are much more
detailed.,

The theory is thét, whén the  corporate targets and

policies have been set, the varicus departments wusi get down

Lo muklng detailed plans, covering the na:Lctln , production,

s - peraoulsl, end financisal operations of the company. This

"1nvolves taking the corporate targets and breaking thein down
. into 1Pd1vlav ]l ‘ones for each major dcpartment. Also marketing
. [ %

3_e ocut*ves, after performing a series of depth studies into the

'“product-marxet asctivities and the env1ronrent in waice

1 they

‘operate, then evolve a series of marketin plans (one for each

ng
_yeaf),,which meet both the requirements of the corporate plan

15VE

@

sible in the product-market situation they

it JS difficult to find which odjectives havs

fanv timex

cornoirate 0 adpaltvl

> primary one, from which all the
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ofhers must be derived, but a result of top mapagemenf
discussions with departmental heads,-on what the latter see
can be achieved, given the availeble skills, resources, and
' market opportunities. | |

The general framework of market;ng plannlng, 111ustrated

“in flgure 2, is proposed by Buzzell,’ Nourse, Matthews Jr. and

. Levitt (1972), and shows how markeéting plans relate to
" overall business plans,
The contridbution of the marketing plan to the corporate

plan is very important, First, it make s corporate objectives

L me aningful, Without a direct linkage between corporate

~.objectives and marketing plans, the objectives may be come
.idealisic and impracticable. Second, marketing goals provide

'~ benchmarks for measuring progress towards corporate objectives,

R managers can see how step-by-step achievement of divisional

targets can lead to achieving ultimate purposes, Third, they
'provide a basis for managerial performance appr_aisal. Not only
" 'do they permit managers to see their contiribution to

| oorporate objeotives, but also provide a standard, against

- which their performance may be measured. (Steiner, I969).

. And finally and most important, because the marketing plan

"’lies in -the core of the corporate plan, it helps managers

- focus always ‘on the consumer and its needs and wants, o,



The Marketing Planning process as derived from Company objectives,

FIGURE 2

COMPANY OBJECTIVES & POLICIES

Y

MARKETING OB}ECTIVES

DEFINING ALTERNATIVE
MARKETING STRATEGIES

|

CHOOSING POSSIBLE . CHOOSING POSSIBLE
CUSTOMER GROUPS MARKETING MIXES
SALES TESTING ALTERNATIVE
FORECASTS STRATEGY COMBINATIONS
\'4
DEFINING MARKETIN(I; MIX SUBSTRATEGIES
T ¥ i I 4
PRO[I)UCT PRJICE PL;l\CE PROMIOTION COlSTS
BRAND AT RETAIL RETAILERS ADVERTISING FIXED
PACKAGE AT WHOLESALE WHOLESALERS SELLING VARIABLE
SERVICE MARGINS OTHER CHANNELS POINT-OF-SALE PROFIT
ETC, - ETC. PHYSICAL PUBLICITY ANALYSIS
! DISTRIBUTION ETC. ETC.
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Y

SELECTING THE TOTAL MARKETING STRATEGY
AND DEVELOPING MARKETING BUDGETS.
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Y

CARRYING OUT THE STRATEGY

¥

MEASURING, CONTROLLING,
& REVIEWING PERFORMANCE

¥

-
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Source s Buz.zel, Nourse, Mathews Jr., Levitt "Marketings a

Contemporary Analysis™,
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" 2.7 Existence of Marketing Plan: Benefits,

The contribution of the marketing blan to the company's

. growth can be classified as following:

_- 1. Gives firm direction to the marketing operotion,
inspiring staff to‘achieve ever ihproving resolts.
2.,E11m1nates confu31on and mlsunderstandlng between
executives and departments, especlally if- all departmental :
‘plans are properly integrated with each other,
- 3, Sets targets against which progress can’ be measured;
‘;4.:Examines and suggeots the various ways to reach the

.téréet set, and

-T-_S. Deve lops continuity of thought and action from one year

to-the next. (Foster, I972b).
The central idea of:marketing'planning is to develop
f5marketing objectives that will lead to attainment to the

“;obJeotlves of the firm, and then to device programmes and

. . ‘controls that w111 help to achieve these marketing ob jectives.

" However marketing planning is no guarantee that goals will

" ‘be réached..What it doés is'to eliminate the risk and to

B exploxt uncertalnty in plannlng for the future. And as

'~ﬁ.Drucker (I964) states- "Phe purpose of the work on making

~the . future is not to declde what should be done tomorrow,

Fﬂbut what should be done today to have a tomorrow" .
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2 8 Orpanlzatlon of the Marketlng department.

The change of a- company from productlon-orlented to
 market1ng-or1ented, affects its marketing organizational
gtructure._G.Wills present s this evolutionary viewpoint of

marketing organization as followss

- I, Production bgiantation

Chief Executive
Research & ' )
- Deve lopment . Production o Sales

2.5ales orientation

Chief Executive

L l
RS l
"Research & '

'Dévelopment:]

. Production Sales Director

: P B l
Ly T )

N Market
A S ', . Research Sales Advertising

3, Marketing concept orientation

Chief Executiv9

|
3 S

"Research & - -
Deve lopment Production - Marketing
: ! . : ~ New.
- “mee==a=<=P products
: - ) v . .l
L - Market . ' L .
e ' Rese arch Sales Promotion-
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:.The first form of the o?g#niiationai structure is based .
on the production‘éoneept which relies on demand being
o greéter than supply. At'tﬁis st age goods were pfoduced but
‘there was no guarantee that fhey were based on the right
J'criteria. x

. The -sales orientation structure was the intermediary

step for the marketing orientation.
| As it.was expected the implomentation of the marketing
concept which calls for customer_satisfaction and for |
‘integration and coordination of the marketing department,
Haffected the organlzatlonal structure of the company,

If the marketing concept.is in force, ‘the Chief Farketlng
-IExecutive should be on the same organizational level as
\ﬁ_:the Chlef Productlon Executive and should have full control

 _over all or most of the marketing functlons. Also during
the develqpment of new products the company should considér
' its custom;;s} requirements and try to satisfy its needs

"and wants.

However the ﬁarketing_concept seeks more than the mere .
trﬁnsfef oh authority from Eroéuction or Sales Executives
‘to Marketing Executives..It seeks the explicitly promotion

- of marketing thought throughout the 6rganization, since it
has been defined as Fan attitude within the firm which '
demands absolite customer orientation" (page 8 )

It is necessary then to'distinguish between marketing as-
';"fhbuéht-p?oceés" ahd'marketing as "doing-process", Thus

. whilst the organizational structure of d'cqmpany and its

" actual practice of marketing reflect the extent of the
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1nplemen1atxon of the market;uw concept ( doing- process ), the
degree of acceptability of the concept is lhdlCated by the
managers' attitudes towards marketing and their appreciation

of ideas advanced as the merketing concept ( thought- process ),

In the present ressarch the mailed questiounaire gives
response?s to specific questions indicating the agreement or
disagreement of the respondents. However, a manager'may agree
with/statements wvhich are part of the marketing concept because
he rbcognises this is the thinking current_in progressive companies
but/ for reasons of personal inclination or environméntal

sfrain does not implement these ideas. To discover how fully
.the marketing concevt has been impleménted would have required

depth interviews and observation of the management process

. which was not possible in this study.
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: 2.9. Proposed form of Marketing planning process for use \-

during the research .

The form of the marketing planning process that .
‘has emerged from this review can be. summarised

" as follows:

. I, Estimation of the present situation.
I.a. Deve lopment in customers requirements,
I.b, Analysis of trade= environment,

I.c. Analysis of competition,

2, Data required for establishing objectives and strategies.

. 2,a, Product analysis.
2.b. Market analysis,

'+ 24Ce Sales strategyf

_ 3,-S§igtegies needed for the achievment of the objectivéé.
Mé&keting mix |
3.a; Advertising and promotion plan,
. 3.b., Budget plan.- |

3. Ce P;r‘icing P lan,

'-54.,§_jétence of Marketing plan.

'_“=5,.0rganization'of the Marketing department.

"5.a. St atus of the Chief Marketing Executive.
5.,b. Title of the Chief Marketing Executive,

5eCe Responsibiiitieé pf the Chief Marketing Executivé.

As it has been said (page 33) the examination of the above

‘points will indicate the extent of the implementation of the

.”marketing'concept; however the degregiof accepfability of
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" the concépt will be showed by the examination of the following

 points:

- 6, Attitudes towards marketing statements.

7. Definition of the term 'Marketing'.
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. 3, :BECENT SURVEYS =

Lk search for previous investigations related to the current

© .research was made to determine their implications on it,

- The results of this research are given below,

::I.-ﬁazo'H. "Big business gives big 0.K, to Markéting Management",
:.Sales Management, November I958, pp -33-88. |

The aim of this ‘study was to determine the extent to which
tmembership on the board of directors reflects the adoption

;.of'the "marke ting management" concept by big business,

2. Mansinger G,M, "Total Markctingu Tﬁe role cf the Marketing
:boncept in II2 leadlng Industrlal Organlsatlons" unpublished
j.Ph D. Th631s, Un1vers1ty of Arkansas, I964 '

= The purpose of this study was to determzne the degree of .

‘emphasis given to Marketing, in & number of the leading

y ﬁUnited-Sta%es industrial firms,.

"ﬂ- It waS'concluded that:

a. Almost all the firms had placed greater emphasis on

: ffmarketing, durlng the past ten years.

E b, Wide bu51ness experience and some understandlng of marketing.

'*f}jon the part of ‘the Chief Executlve, were necessary requirements

‘”’!for successful 1mplementatlon of the marketing concept.

4

_Ce Flrms ‘in a11 types of 1ndustr1es ‘had adopted the marketing

'concept. In fact TI% of the II2 firms have accepted and

\ 'amiled the marketlng concept.
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':3. Lewis E.H, and others, "Growth of the Marketing Concept in
manufacturing companies", University of Minnesota,-I964..

The aim of fhis study was to examine the.growth of the
marketing concept'in manufac&uring companies, the problems of
‘its impiic#tion and'the'benefits that accrue froﬁ its adoption,
It The study reveals. thats
"A11 the companies investigated reédéniséd the marketing
concept as'broadening the‘markefing functions, but nogpa£tern

seemed to exist as to the exact areas of responsibility that

"‘ﬁ should be assigned to marketing. In other words, an iﬁtegrated

marketing function which included advertising, sales, marketing
: rasearch, product planning, physical distribution and the
" services iﬁcidenfal fhereto, was the exeption rather than the

|
,

rule",

'"4.-Carrol q.c; "Marketing fractices of Furniture Manufacturers .
Tzlin.Arkansa;", unpublisﬁed-Ph.D.Thesis, University of Arkansas,
1965 |
The aim of.this study was to analyse the present marketing

-éctivities\of Purniture manufacturers iﬁ Arkansas, and compare
the se activities with presently accepted markeiing procedures
and with marketing activit;es of lafge, nationall y-known firms
” in the United States. ' '
| It was concluded that the need is urgent for these
manufacturers to recognise fully the impartance of marketing,

. Pirms need to reevaluate their approach to marketing, to

attain the potential growth and profits available,

-
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5 Hise R.,H, "Have manufacturing firms adopted the Marketing
Concept?™, Journal of Marketing July I965, pp 9-I2.
The aim of the study was to answer three questions,

_I)uEave American manufacturing firms really adopted the

\

B - marketing concept?

2) Which basic philosiphies of marketing are being stressed?

3) Which are being disregarded? s '

It was concluded thats

a, To a large extent both large and medium manufacturiné'
"companies have adopted the marketing concept.

'  b, The greater degree of acceptance is found in the customer

orientation of marketing progiammes and in the organisational

structure of the marketing department, particularly iﬁ the

'stétus proiided the Chi;f marketing executive,

‘Ce Large firms are more fully committed to the marketing

- concept than medium ones.

6. Baker and others "Permeation of the Marketing Concep? in
Yorkshire Manuf;cturing Industry", Graduate project,
.i'Management Centre, University of.Bradford, I967.

The aim of this study was to examine the structure of
.markéting organisations and the manner.in which the marketing '
cbncept is embraced in Yorkshire Industry. ‘

The con&lusions from the anaiyses of 335 responses, weres
a. Therelis a distinet lack 8f appreciation of the marketing
concept'in Ybrkshire'Industry{

"be Wider marketing orientation was noted in the Food and

© Chemical industries, whilst the engineering, and to a greater
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T','extent, the Textile industry, showed a lack of marketing .

'“fithe_marketing concepte.

~ awareness in their practices and attitudes,
¢. The larger the firm, both by sales and by number of

. employees, the greater the'téndency to understand and practice

A

¥.7. Carson- D, "Marketing Organisatidn in'British manufacturing
"nfirme" Journal of Marketing, Vol, 32 April 1968, pp 34- 39
The aim of this study was to determine the extent to

which the marketing concept had been enopted by British

' manufacturers in the United Kingdom, ™with. specific regard as

" to whether and how British firms have applied the marketing
W’cencept in their home market, compared with the performance
- of American firms in-the Unated Statesy |

' The study concludeds
a. The unified marketing organisationrhas been widely adopted

“';'by a sample of British manufacturers, in recent years, even

though the concept hes been modified to accord with traditionsl

. British practices.

B b. "Britain has shown that the basic concepts of the unified

lmarketing organisation are inherently universal, rather than
:'parochially American, confirming what has been learned earlier

in Japan, Cermany, Italy and elsewhere.' | . ' L .

B 8. Saddik S.M.A, "Marketing in the_Wool Pextile, Textile

o Machinery, and Clothing Industriesb;-Ph.b. Thesis, University
of Bradford, 1969. | |

The aim of this stud& wass

“:i) 76 assess the exient to which the marketing concept has been
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accepted and implemented,‘and

. 2) To identify the factors associated with acceptance and
l_implementation or otherwise.

It concluded that:

a., The marketing concept is far from. being fully\aceepted and
.implemented in the industries e xamine d.

. b, The only fact where g substantial- compatibility with the

' marketing concept is found, is the type of organisation

 .l'strnctures used. In all other areas of marketing , most

- . companies have not fully applied the marketing concept. .

9. Konopa L.J,,and Calabro P,J, "Adoption of the Marke ting

. Concept by Large Northeastern Ohio Manufacturers", Akron
Business and Econonic Review, Spring I9TI. .

i The purpose of this study was %o report some findings
-2  regarding the adoption of the marketing concept'by large
manufacturers in'Northeastern Ohio. In other words to explore
the relationship between the ma jor marketing executives and
'-'the chief sales managers of large menufacturing companies in
| 'the Northeastern Ohio,region.

The conclusions drawn from this study weres

a.a. Most large manufaoturlng establlshments 1n Northeastern Ohio

‘are still production rather than marke}ing oriented.

I

" - b, Survey results and interviews with executives show that

‘there is a tendency in many manufacturing companies to v1ew
"sales management as synonymous with marketzng management, since

. they asszgn all of the marketing tasks t0 the sales manager,

el In IO% 'of the esteblishments the- president, executive vics
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: fpresident and general manager hanole marketing tasks along
with their primary responsibilities,

This study, like several others conducted recently, tends
- to support_the-premise that the adoption of the marketing
.concept'currently is more in tne reain;of fiction than fact,

(Vizza, I967)

I0. McNamars C.P, "The present status of the Marketing Concept"
. Journal of Marketing, Vol, 36, January 1972, pp 50-57.

This study attempted to reveal the extent to which the
merketing concept has peen,accepted and implemented by U.S.
xrbus1ness firms,
| The two maJor hypotheses that were tested in the study,

weres

- I) Consumer goods corporations have tended to accept the

'i"marketlng concept to a greater degree than have 1ndustr1a1

“corporations,
;"{ 2) Large corporations have tended to accept the concept to

'a'greater\degree than have small and medium size corporations.
The flndlngs of the study clearly supported the above
:hypotheses. Also it was concluded that:

"Phepre is a movement toward the adoption and implenentatéon

of the marketlng concept in Amerlcan 1ndustry. However, the
ev1dence suggests that total marketing control does not

exist in consumer, 1ndustr1a1, large medium size or small

companies".
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II. Hayhurst and Wills G, "Organizational design for marketing

3f-'future", University of Bradford, Management Centre, I972.

- The purpose of the'study was to explore the extent to
which British manufacturing industry had accepted the marketing
-concept and the extent to whicﬁ-the;customer had been placed
'flrst in the orientation of bus1ness strategles and policiesy
The: study concluded that the senlor managers in a great
'-many of the most important companies have an adequate gwareneés
‘of the needs of the markefing concept and havq shaped their
activities into pﬁtterns which to a certain extent refléct the
'aivefsity and sqfistication of the pattern of tasks required.
glwhen accepting this concept. Also it has been found thgt

-éoﬁhiStication in terms ‘of acceptance of the marketing concept "

strongly to size of combany - whether this be measured in

~terms of turnover or number of employees - and to the principaI'

nature of 5usiness activity.

From the previous research it emerges that most of the

‘studies were carried out in the U,S. and were concerned with

" attitudes in the United States. Only four of them were

' carried out in the United Kingdom, and all-butionerrevealed a
.'1a6k of appreciation of the marketing concept, in the
"inVestigated jdustries. This underlines the need for more
résearch in.thig area in the United Kingdom, and the pre.sent
st#dy is only one contribution, which would possibly be

'-folloﬁed by others,
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4 ,BASIC CHARACTERISTICS OF THE CHEMICAL INDUSTRY R

. 4.1 Definition of the chemical industry.
One of the problems to be faced,'iﬁmediately, when one
considers the chemical industry, is the definition of it.

' Indeed, "chemical industry™ is one of the most heterogeneous

.. in the world., It lacks the simplicity of other industries where

:Tthe bond may_be a common single product, such.as steel, or a
comhon single service such as rai; transportation, Its.
products range from large Qélume commodities, manufactured in

" units of 'several hundreds of thousands of tons annual capacity,
to-sfecialties produced at the rate of just a few fons, or
even pounds, per year, (CIink;nbeard and Erdely, I970).

Also, the boundaries of the industry have always been

" diffuse because its common bond is a broad and complex

.'technology, The industry is typrled by intricate product
_relatlaships, proprletary processes and intra-industry and

L'lnter-company marketing of much of its output, (¢iragosian, ed.

In the book ™ The structure of Amerlcan 1ndustry "y Kahn
“'descrlbes the chemical 1ndustry, as followss |
| '" The chemical industry is the domain of a number of
:;companies which history and business usage have marked &s &
- fairly distinctive group, because employing & predominantlyl
T-chemlcal technology they have supplxed the basic chemicals
used in 1ndustry. The membershlp of the chemlcal 1ndustry
;(or industries if you will) is not stable and there are many
:‘part time members; but there is & deflnable 1nterdependent

~t'_group'which is worth stdying as such ™,
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The companies constitﬁting the chemicalindustry,,range
in size from the multi-billion. pounds giants to the small
.specialised firmé. Also, fery-few of them supply the chemical
industry only., Most also supply related-ﬁrocess industries
~'(e{g. the petroleum industry), end many supply t;chnologically
‘related equipment agd systehs to & wide range of industries

.(e.g.'sewage and effluent treating pIant and equipment),

. J(Trowbridge, I970), Chemical companiés are also expanding
_ P

into other industries and non-chemicals companies into
'E_chemicals. Thus the classification of the chemical industry
is not easy,. due to the fact that it is really 30-40 different
'-tbuSLness. '
| Prowbridge (I970) has proposed the following grouping:
I, Producers of raw mat;rial for fhe chemical industry, e.g.
mines, acids etc. |
l2,-Producers of baéic chemicals, e.g. chlorine, ammonisa,
.caﬁsticxsoda etc,
::.3; Produceréiof intermediate-chemicals, e.g. xylene, benzene,
ethylene etc;- |
4, Produc;qs:of end chemicals, e.g. plastics, pharméceuticals;
paiﬁts, fertilisers etec,
5. Producers of chémical industry finished goods, e.g.
| rubberwére and'plasthwa;e, synthetic fidbres, construction,
materials etc.
'.6.¢Serv1ce producers for the chemiceal 1ndustry, e.g. fuel
and powver, dlstrlbutlon etc.

7; Related process industries, e.g. food and beverage

,_proces31ng, pulps and paper, clay, glass etec,
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4.2.Mérketing and the chemical industry

fhe chemical indusiry of the early 1920's, was a research
'  oriented group and has had'no trouble selling the'producfs

. conceived by fhe research laboratories, Later on, following the

general trend, the chemical industry began to change from a

-~

"-jreseareh-oriented group, to a production-oriented group, and

still later to & marketing-oriented industry,
These changes have come about as the result of many factors

such as the inadequate capability in finding customers'for

" new or existing products, the rapid maturity of old products,

the coﬁpetition from foreign producers, both at home and abroad,
-and the.accelerating rate of technological change,

Hoﬁever, many chemical companies were already using some
'._féatures of the m#rketiné concept,-dften in an uncoordinated
.fashion, without applying the namé. (Everson, 1967).

During the 60's, a more systematic approach to the total

marketing 365 began, and companies were adjusted to meet the

j-,."-needs of the market,

Some of the-important elements for the application of
”“the princﬂﬁstﬁﬂw_marketing concept, ares |
”I, A realization that marketing is a '"way of life* within a

| company. marketiﬁg'is no longer the sole prerogative of.
one.department, and othe£ functions have important roles to
'piay in an expanded business outiook,

2, The.-systematic planhing of marketing activities,

.13{ The restfucturinglof_organizafions to provide market

::ofientétion;-where this can be most effective,

: 4; The recognition that external infiuencqs require varying
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appliéations of the marketing mix. The segmentation of
.mafkets necessitates specialized products and specialized
marketing tactics,
5, An increased interest in research and deve lopment in the
‘marketing process, with emphasis on experimentation to
stimulate-innovation. (Everson, I967),

One of the most important application of the marketing
edndept in the chemical industry, is that of properly welding
Research and Devalopmen% on the one hand and Marketing on the
other. The study of Hull, (I969} has shown that the
establishnent of = marketing department within a cﬂemical
company caunses the new department to come intp conflict with
Research and Development over new ﬁroduct planning, Each

department seeks %o contrel the decisions taken . by.

3. . ) : . . . . ’ .
the “other, Whereas it may not be desirsble for
marketing to : . control the research programmes, it

mist have an important and influential voice in new product

.'development. (Hull, I969).

.in an artcle appéaring under thé title "Inncvation and
ST _ _ _
fhe bhemica1 industry" {Spiegelberg, 1970), Dr. Davis,
éénefai ianager of I.C.I. referring to the Ygap" between.
laéofétofiéé and the market said:

| .ﬁi-think that the célebrated dialogue "why cap'% you
'maks what we can sell", "why can't &ou sell what we can meke™,

>

ig s thing of the past. I believe that marketing and research

R
w - .
(5]

partnership, Jjust as recearch and production is a

partnership.

E ]

w14 like to say that the. constructive alliance -.

inative research and good marketing is yet as.Fell




rr}frapid growth to continue. It seems almost & rule that the

o petfochemicals,-perhaps double the average, so for individual

":terms of sales. (King, I970).

47— | ‘

developed as it ought to be. & rather special breed of
marketing égople are needed in the research field, Qho are
f not'preoccupied ﬁith selling today}é goods in today's markets,
but who are aware of the constraints in today's markets, and

of the ways in which those constraints can be puéhed aside ",

'4.3-The chemical industry today.

' rhe chemical industry has been growing rapidly for a long

‘‘period of time, and there is every reason to expect this
- chemical indusfry in any country grows at twice the rate of
. industry generally, and in the U.K, the rate for the chemical

industry is about 7% coﬁpounda It is much higher for

chemlcal companies, the growth rate will be between 6- 12% in

This growth is the result of the introduction of new

”-;produbts, the development of mass markets by holding down the

\

" selling price, and the ability of the imdustry to expand,

" through research, tﬁe end uses of existing-productso
Some interesting figures about the.position of the chemical
'.industry in 1972, (latest ;vailgple data) are given in a -

' statistical'survey, appearing in the January 1974 issue of

com Chemlstry and. industry ™.

" In both I97I-I972, the chemical 1ndustry was the fourth

.largest sector of the economy, on the bas;s of gross value

output ‘behind the composite food drlnk and tobacco sector,
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-_ vehic1e production and mesﬁanical'engineering.

In.I97I, grqss outputlof fhe‘Chemical industry accounted,
i as in I970, for 8.2 per cent of the total value output of
U.K. manufacturing iqdustiy. In I972, this share of total

'6utput had risen marginally to reacﬁ 8.4 per cent, By

"'comparlson on a net output basis, 1n all the last three

annual censuses, the Chemlcal and allled lndustrles, accounted

for 9.2 per cent of the total net output of manufacturlng

'ﬁ'flndustry.

Accordlng to the latest census statlstlcs, in 1972, the

T Chemical industry had the second hlghest growth in gross .value

" output (II.2%) after paper, printing and publishing (I2.2%)"

As far as the Chemical industry of the: N.E, of England is

g fconcerned the only available data are that it is one of .

'7the biggest in thls area, and it employs 410713 people, or

. the 4.II% of the working populstion.




~49.

5.THE SURVEY

5¢I. Objective

The objective of the present study was to examine how
far have the North Eastern Chemical companies acéeﬁted ;nd
;mplemented the marketing concept, as shown by the analysis

of the following pointss

I, Estimation of the present situation,
"_2.:Data required for establishing objectives and strategies,

3, Strategies adopted.

4, Existence of marketing plan,

5. Organization of the marketing department.
"6, Attitudes expressed towards marketing statements, and

~Te Definition of the term 'Marketing! giveh by the compay.

v 15;é. Methodoloéical problems

The'mefhodolégibél problems of éuxvey: fall into three
- bésic categoriééé |

- From'Whoﬁ to.collect the information,_

-'jb; What methods to use for collectlng lt and

::c, How to process, analyse, and 1nterpret . (Moser, I958)

So- the first step in every survey is always to deflne

.'Frfhe population to be covered. In this case, this task was

" not vefy difficult, since it was decided to restrict the'study'f

“""to the N.E. area of England. However, this geographical

delimitation was only the beginning. The definition of

'-ipopulatlon also involved the flxlng of limits, other than

I' mere1y geographlcal Agaln, in thls cagse, this was partly done,-

.:fwhen 1t ‘was, d601ded to examine only the Chemlcal industry,

- ;and this'because of -the wrlter's Pharmaceutlcal ‘background,
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Aother limitation was that on}y those Chemical companies
were examined with Head Offices in the N,E. of England., This
was due to'the aséumption thaf only those companies with Head
Offices in the above stated érea, wére likely to have a
marketing department, while other c&mpanies in the N;E.
Chemicél industry, had their markgting department located
"@lsewhere, i
The second step was to find out'what methods to use for

collecting the needed information, The first thought was to
uée a combinatioﬁ of interviews and mail quéestionnaire, But
due to the unwillingness of the companies to colaborate with
the study, in the case of interview, it was decided to
concentrate in postal qﬁestionnaire. The main reason for this
unwillingness, appeared:to be the'confidential nature of

the investigated area,

TS 1 Aﬂvanfagés and disadvantages of questionnaires

The use of méil questionnaire has been widely condemned

| ;fffbr.some years on account of the diffigulty'of securing

.. adequate iesponsa.'However;-thiS'method has some advantages
-ﬁfas,well as-some Qisadvantages.

. In the.starting words of Jshoda et al (I95i), "que stionnaires
:ican be sent through the mail, interviewers cannot", The mail |
1_questiohnaire is generally quiéker and cheaper than other
 methods, and requires less skill to adﬁiniéter than interview,

" Howewer a mail questionnaire is not necessarily a cheap

" 'method; the response to it, especially with a sample of the




zi_general population, mey be so .low:, that the cost per
.completed qdestionnaire is highér than with an interview sample.
Mail-queetionneires also heve something to commend thenm,
r-iwith questiohe demanding & considered rather an immediate
answer,
Aeccording to Selltiz et al (I9655 the impersonal nature
f.of questiohnaire - its standardizeduwording, order of questionms,
and instructions for'recordfng responses - ensures some
funiformity from one measurement situation to another,
Another advantage of questionnairee is that reSpondents
may have greater confidence in their anonymity, and thus feel
freerxr to expre ss views they fear mlght be disaproved. In the
; present ﬁuestionnaire the final stage, with definitions and
‘dgttitudee towards someamarketing statements, fell within -
_lthis category. |
" Finally another characteristic of the questionnaire, is

"$hat it may place less pressure on the subject for immediate

- response.

The maln limitations of mail questlonnalres, as stated by

~

‘Moser (I958) are as follows- _ .

First, the method can- only be conszdered when the questions
are simple and straightforward to be understood with the help

of the printed instructions and definitions.

Secondly, the answers to a mail questlonnalre have to be

" accepted ae final, unless rechecking or collection of the

questlonnalres by interviewers cean be afforded.
Finally, with a mail questionnaire, there ls no

-~

opportunity to supplement the respondent's answers by

observational data.
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'-a15¢4 Type of questionnaire used .
The questionnaire was a standardized one, because questions -
wore presented with exactly the same wording and in the same

order, to ensure that all respondehts wera.replying to the

. same questions.

The structure of thé.questions used was of £Wo types; the
| “"open-ended" questions and those witi "fixed-alternative
answers'",
'A'"fixedialternative",(or "closed"’ question, is one which

13 the gespbnses of the subject'arellimited to stated alternatives,
On the bthér hand; the "open-ended" question:is designed to
1f permit a free response from the subject,.rather'than o;e
"limited to stated alternatives. ,
_Sélltiz et all described the advantages and disadvantages
'”;fof nelosed" and "opeh-ended" questions as follows:
_ ,"..; A clogeﬁ question may help to ensure that the answers
-ij:are givén fn a frame of reference that is relevant to the

_.purpose of thé“inquiry'and-in.a form that is usable in the

o analysls.\ |
coe Sometlmes the prov;sﬁon of alternatlve replies helps
j:fto make' clear the meaning of the question.
eoe A 31m11ar functlonzof alternative responses is to’
. meke clear the dimension along which answers are sought.
.;. Finally, the "closed-question" may require the
.frespondent himself to make a Judgment about his attitudes,
"rather than leaving thls up to the coder. This may or may

not be d931rable, dependlng on the nature of the question,

' Most of these advantages of flxed alternative questions
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have, however, corresponding disadvanteges., Une of the major:

-drawbacks or'the cloeed;question=is that iﬁ may tforce a
“. statement .of opinion on an_issue about rhich the respondent
does not have any opinion. 
..s Even when a respondent has a=cIear opinion, & fixed
alternative questlon may not give any adequate representation
of 1t, because none of the choises correSponds exactly to
'his position, or because they do not allow for qualification,
eoe Omission of possiole elternative responses, may lead
Gflto bias, Even when & space is provided for "other" replies,

most respondents limit their answers to the alternatives

o provided".

| From the above stated advantages and disadvantages of
‘open and closed questions, it is apparent that the two |
differ in the purposes for which they are appropriate, Closed
' ldﬁestions ate more efficient where the possible alternetive
'replies are #nown, limited in number, and clear-cut. Open
- ;ended questions are called for when the issue is complex, or

‘when the molevant dimensions are not known,

The‘Hayhorst aod Wills etody relped_the pre sent research
“into the Chemical.indusfry by serving as a guidelire. It was
deoideo to.ﬁse their questionnaire since it had been tested -
and proved to be a successful and therefore a pilot survey .

was not nece ssary. Also one could compare results with ‘those

 fa1ready published and find if any differences existed.

The correspondence amongst the examlned points and the_

questlons which covered them is glven be lows’

N
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Estimation of the present situation,

I.,a, Development in customers requirements.

‘Ouestion: Studies of market changes.

I.b. Analysis of trade environment,

' guestionss; Assessment of market pttential,

. Determination of market characteristics.

I.co Analysis of competition,

" Questions: Research on competitor's products

2,

. Studies of present producis versus competition,

Data‘required for establishing objectives and strategies,

. 2,8, Product analysis.

' ggestlonSs Studies of acceptablllty and potent1a1 of

new products.
Product testing.

Packaging research and de sign.

. '2.b, Market analysis.

'7}'Qgestibn- Market share analysis,

2.c. Sales strategy. . : - ‘

ggestlonSs Sales analyels.

Sales forecasts.
Effectiveness of methods of paying salesmen,

. Effectiveness of special offers,

Media studies.
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" 3, Strategies adopted (Marketing mix).
' 3.8, -Advertising and promotion plan,

Questions: Est ablishment of sales,quotas;

Establishment of sales territories,

Methods of promotion uééd for selling the'products.

5ebe Budget plan,

" Buestions: What proportion of gross sales’revenue did your

_total promotional expenditure represent in the
‘last financial year? |
On what basis do you determine the- amount to be
spent on aavertising?
3.c. Pricing plan.

ggestlon- On wnat method do you generally fix -your prices?.

"4.-Ex1stence of marketing plan,

ggestlon- Does your company have a written-down marketing
plan"
‘ " What are the principal headings of your current

marketing plan?

l¢5.:0rganization of the Marketing department,

Setle Status of the Chief Marketing Executive.

ggestlon- St atus of the Chief Marketlng Executlve in

relation to the Chlef Production Executive.
S5ebe Title of the Chief Harketing Executive,

ggeotion: Precise title of the executlve with main

respons1b111ty for marketlng.
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5.c. Responsibilities of the Chief Marketing Executive,
ggestlon Degree of resronslblllty of the Chief Marketing

Executlva over the various marketlng functions.

6 Attltudes expressed towards marketlng statements,

Questlonss "The marketing man's Job is simply to sell what

' -the works produce",
"Our main task is to increase sales volu@e.
Profits will follow naturally".’ |
"A well made product will sell itself™.
"Diversification policieé should build on
existing company resoufcesh.
wprovided we succed in selling a planed level
:_of prbduction, we should not be too concerned
with trends in the total market ",

"In our type of business we know the market .

atoo well to need marketing research"

Te Deflnltlon of. the term 'Marketlng'

ggestlon What do you understand by the term 'Marketing'?

4
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5.5.Sample

- The . re se arch covered a universe of all the Chemical
companies with h;ad offices in the N.E, area of england,

" (The North East area consisted of: Northumberland, Durham, -
”.tand forkshire North.Riding). |
| Kk list of the companies includiné in the Chemical industry,
'.according.fo the Department of Trad;mand Industry Standard
Industrial Classification, is given in Appendix IV.

‘A list of the Chemical companies in the N.E. of England

. was obtained from "Buyers Guide", "Kompass", the "Yellow

-prages of Telephone Directory", and the Department of Trade

r'apd-Industry" of Newcastle upon Tyne, and consisted of I72
;companies. o

From them 40 ddmpanres had to be excluded from the mailing

':7llist, either bécause no reliable aﬁresé pould be found, or .

they had their Head Offices in an other area.

A

. 5¢6. Methodologzy and Analysis.

A'quegtionnaire (Appendix I) and an appropriate cover

' _letter (Appendlx II) were sent to the remalnlng I32 Chemical

companies, The letter ‘was addressed to the Managing Director
:-and explalned the purpose of the survey and contained an
.assurance that the information prov1ded would be treated as
._confldentlal

Fourty one (3I%) of the companies approached replled Of
‘these 3I completed and returned questionnalres which were .
ompleted

fusable. anee companles explalned that they had not ¢

the questlonnalre because they were very small and
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.conseqﬁently they had no marketing department., Also a letter.

was received from seven firms which refused to complete the

.~ .questionnaire. The main reason for that refusal was concerned

' with the time and the efford involved. y

The analysié héé taken into.consideratibn the effect of
- 8ize and the orientatibn of the company i;e. industrial or
consumer,
.Companies were classified by sales volume and by number

ﬂof people employed, into three catégories: *large', 'medium’',
-.'and '*small?, As '15;ge' have been characterised those

" companies with gross sales revenue over £ 50 millions per'
"year, and with 5000 and’over employees, As 'medium', those
companies with gréss sales reveﬁue £ I million - 50 millions

 and with 250 - 4,999 employees. Finallj as 'small® have been

' characterised those companies with gross sales revenue less

.. than £ I million and with less than 249 employees.

Fourteen of the 3I companies examined in the present
pesearch have been classified as 'medium', I7 as 'small' and
'only 2 asY'Iarge'. For the convenience of the analysis the

:twollarge companies have been jncluded into the 'medium!'

' .category.

Both groups have been examined accérding to the points ,
,giveﬁ in page 53 and have been characterised according to
the results as 'Very good', 'Good’, 'Réasonable' or 'Poor'.
:(see Appendlx V). .

Also the companles have been grouped according to thelr

orlentatlon in Industrial and Consumer and both groups have

been subjected to $he ' same analysis.
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Finally the total sample has been subjected to a deeper -
" analysis and a comparison has been méde vetween the present
results and those given by previous res€arches. Also a
'comparison'has been made between the two size groups.

During the analysis thé chi-squafe teét has been used for -
the identifica&ion of possibie relat;onsiwithin the groups

"and between them, The list of the reiafions examined is

':'cdnf#ined in.Appendix VI,
| -:;n'somé instances the chi square test was applied where
"*the.rgle of indgpqndance'of response was not strictly
'-.‘.'Qb'.se:'rv‘ed. Nevertheless it was felt that the best was

”éufficiently robust to use to indicate trends.
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6. RESUETS OF SURVEY

The results will be given'as:follows:

Large and Medium companies

‘Small companies .

Industrial and Consumer companies

All companies

Each of the above group will be examined against the

" following dimensions:

Estimation of the.present situation,
Data required for establishing objectives and strategies.
Strategies adopted

Exlstence of marketlng plan.

’Organlzatlon of the marketing department

'Attltudes expressed towards marketing statements.

Deflnltlon-of the term-'Marketlng o

Loe




A) LARGE AND MEDIUM COMPANIES : \

. .Number of companiess I4 (2 large, I2 medium)
.'Nature'of business activitys II Industrial companies

. 3 Consumer companies

. I, Estimation of the present situation,

According to the findings of the present study II out
:ofﬁthe 14 companies (79%) carry out all the nece ssary market
“reséarch activities for the anal&sis of thé environment and
- the idenﬁificaiion of pgssible changes in the trends of their
customers, ' - ;

From the remaining.three companies, one has been
-uchﬁra;feiiséd as 'good' and the ofher two as 'reasonable',

1

Table I ﬂEﬁiipgtipp of the present situation

\ - Very good Good = Reasonable Poor
“Number offﬁ.: o ‘
.:'-,_comp'a.ng'.es. v IT I - 2 - _
L T SR C

2, Data required for establishing objectives and strategies

" Nine out of the fourteen companies under consideration



are within the 'very good' category, which means that they

carry out the necessary research for the establishment of

their objectives and strategies., Four have been classified

. as 'good' and one as 'reasonable!',

Table 2 Data required for establishing objectives and

strategies
Very good Good Reasonable Poor
Number of )
companies - 9 4 I -
% : 64 29 7 -

From the analysis of the individual companles 1t appears
that v1rtua11y all the large and medium size companies have
"a sales forecasting plan. In addition 1t has been found that
lmost of them have carried out research concerning the
analysis of their product range, the analysis of their
| ~pos1tlon in the market or the ana1y51s of effectiveness of
the varloué promotional methods they use (table 6), show1ng

an appreciatidn_and implementation of further marketing

activitida;

3, Strategies adopted

Ten out of the fourteen large and medium companies (72%),
'héve Been characterised as. 'very good', one as 'good' and

three as 'reasonable’ as far as the strategies used are

. concerned,

Table 3 Strategies adopted

'Verz good Good Re asonable Poor

' jNumber of -
companies - Io I .3 -

% . 12 7 o1 -
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The analysis of the individual companies revealed that =

"~ eleven or 79% of the large and medium companies use more

‘. than two prpmotional methods. (Table 4), These results support

the previous conclusion that most of the medium and large

"companies can be characterised as 'very good' concerning the

': strategies they use.

jfTable.4; Number of methods of promotion used

. One

—" Two.
'Three
-Four~

Pive

Six

Hdweve% the analysis of the individual companies also

- promotion. It has been found that the majority of the

Number of
companies

.2

S D W N H

14

T
14

22
14
29

"_ revea1éd a ﬁeak point concerning the money allocated to

bompanies\(Ii3 or 79%) spend less than 3% of their gross -

sales revenue on their promoiion,

:'Table's Proportion of gross sales revenue gllpcated to

promotional expenditure

' ¢ of sales revenue

Belova% .'

1% - 2.9%

3% - 4.9%
5% = I0%
i._Ovér T10%

.Non'réply :
. /I ) .

Number of
companies

6

H H = o\

45.'

36

~N 3 = =3
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The estimation as to what proportion of gross sales
‘revenue should be. allocated for promotional activities is
& difficult task, _:=-v.. Withowtsfurtheriinformation: om .:

-

- @xpenditure:onthe' various types-of -promotion it -isuriot .

-

gﬁéﬁﬁ&blégtof@ékeﬂany;cdhmentj TS ANLE-N o RTC A S S

The following table shows the extent to which large and
'{ medium companies carry out the nece ssary marketing research

‘in order to be able:

:i  a) to analyse the environment in which they operate,

b) to deve lop objectives and strategies, and

'c) to select the appropriate strategies to meet these objectives.

Table 6 Carry out marketing research activities

_ S o . Number of
Marketing research -activities companies %

Studies of market changes - 9 64
Asse ssment 'of market potential I3 93
Determination of market characteristics 10 11

" Studies of present products versus

:-7?“fcompetit15# a . 12 86
” fResearch on“éompetitors préducts _ B . I2 86
- Product analysis _f o ' . , - 10 | 11

Sales analysis - : S _'. I3 93;
Establishment of sales quotas . | - 6 43
 Establishment of sales territories S 64
T rEffectivene§s of'methods of paying
sale smen | “ | ? 36
Effectiveness of special offers.' e 2 14
'_'Médié studies - .-. o : 5 : 36

'Markét share'analysis.- ' - ' N 0 | 79
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The above table supports the previous concluéion that
large and medium companies can be characterised as either
'‘very good' or 'good' concerning the three first steps of
the analysis.

The onily neglept&d functions according tc the above
analysis are the following: "Effectiveness of special offers"
and "Media studies', However these activities seem to be
not applicable to most of the large and medium companies

, :
éiﬂce 79% of them (II out of the I4) are menufacturers of

b

./ s m
industrial goods,
/

An effort hos been made, using chi square 0 discover
possible rclations amongst the functions carried out by
the companies under considerafion. . A- relation has been
identified between the estimation of the present situation,
the collection of data and the strategicse adopted. It has
been found that those companies which are 'very good'! cr
. 1'good! in estimating tbe present situation are also 'very
good! or 'good! in ecdilecting data and establishing objectives
anéd strategies., The sq@e reléﬁion has been identified between
the collection of data.and the strategies used. The results
show thet the effective collection of data about the market is

closely associated . with the deve lopment ¢f marketing strategies.

CL oy 2

Tt suggests that executives spend time thinking about the

(=]

sttainment of overall objectives via marketing strategy so

that the relevant information may be collected.
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4, Existence of wriiten-down marketing plan,

The eiistence of o writt cnndown_marketing plan has
been reported by I2 out of the 14 large and medium
companies (85%

The chi square sanalysis revesled g felation between the
existence of the marketing plun an¢ the company's ability

lata, and esctablish

foR

“to analyse thé environment, collect
objectives and strafegies. I has.been found that companies
wiﬂnamérketing plen are within the ‘'very good' or ‘'good!
category concerning the above steps of the analysis, while
companies wiﬂmuﬁa.mafketing plan have been classified as
éither 'reasonable! or 'poor,

Finally the chi squafe:analysis showved no relation
between the existenceof & written-down marketing élan and
the status of the Chief Markebting Executive, or the

attitudes expressed towards marketing statements.

“tment,

I-\

5. Organization of the Lar’ctlug dena:

From the analysis it emerged that the majority of the large

and medium companies (II or 7 9”) have their Chief Marketing
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Executive in a position equal to that of the Chief Production

. BExecutive,

Y

' Table 7. Status of the Chief Marketing Exe cutive

(Y
1
‘

Number of .
Status " companies S %
 Higher - I
-Equal . II - 19 -

Lower : 2 ' T4

This me;ns that all but two of the examined large and
hédium_companies have a marketing‘organizational structure
" which is compatible with the requirements of the marketing’
“'_concept..(page.jz );

The most common titie.founa amongs¥ the large and medium
size companies was that of-'Marketing Director'.‘(Tablg 85.
"Z:Hayhursf_and'Wills“results support the above finding. (page II3).

\

"~ 'Table 87'$£§;e pf,Chi?f_Mapketing_Execuﬁ;vq- o

Number of

u:-ziilﬁ.' - H1  B ' companies - %
1.31Marketing\pirect6r'ft - ':' I 36
H".;Sales pifeétor - | f“;-.."lh_2 . . .. 14
'ff?Marketing.Managef‘H R - | I I4
' Sa1és'Manag9r _' L 2 o 14

R Commercig1 Director _ R ¥ ’
- Séles'& Marke%ipg Diiector S 7
"_}Sales-& Commercial Director ' I ’ | 7

The following table comprises the clgssification of the

".results concernings




' a).the degree of control of the Chief Marketing Executive - °
over the various marketing'functions

'_b) the abtitudes of the Chief Marketing Executive towards
-marketihg etatements, and

.¢) the degree of understanding the me aning of the term

'marketing'.

Table 9 cla531flcat10n of the results concerning:

ReSponSLbllltles, Attitudes,, Marketlng deflnltlon

VYery good | Good Reasonable Poor
. , % % % %
Responsibilities 7 21 - 43 29
" pttitudes : | 50 29 21 .
Marketing definition 7 29 - 43

The distribution of the degree of responsibility of the
Chief Marketing Executive within the large and medium

companies ;s given in the following table:

Non -
N 7 '.5-6 fall  3-4 full 2 full - reply
... Number of , : - |
. companies \ - 2 3 . 6 - . 2 | I
£ T4 2T | 43 14 7

The above results show that only in five out of the fourteen

'cbmpanles -~ -the: Chief Marketing Executive has a 'very good'
or '5ood' control over the marketing functions, or that he is

: responsible for at least five out of the ten marketing
activities, The majofity of the companies reported to glve

-hlm full respon51b111ty only for three or four functions, and

'consequently have been classxfied as 'reasonable' This can
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be seen as a weakness in the overall implementation of the

marketing concept which calls for integration and coordination

of the marketing department, (page I0 )

A comparison of the present data with previous findings

is given in the following tables;

"Table II .Responsibilities of the Chief Marketing Executive

Present Data

' , Responsibility

Marketing functions Full Shared Nil.

% % %

Sales forecasting 64 29 -

Marketing research ' - 50 36 - . -
Advertising & Promotion | 72 I4 ;'

Overseas Marketiﬁg. ;' | 36 .- 36 T

Pricing : .21 79 - -

 Physical distributionm = 2I 36 T

- Packeging \ _ ‘T -50 -

."_Marketlng Siaff Salection 72 . 21 -
' _‘New Product Plapnlng | I4 9 -

. public Re}ationsi ' o 7 79 -

\

Not
Applicable/
No response

%

7 .
14
14
21

36

Table I2 Respons1b111tles of the Chlef Marketing Executive

~ _Seddik

; Respon31b111ty N.&/

. Marketing functions Full Shered . Nil N.R.
.- Sales forecaéting % 39. 55 4 2
..;iMarketing rese arch. . % 40 42 " 8 | '8
' Advertising:& Promotion ¢ 42 42 | 7': 7
Ovéiseas Marketing % : - - - -
| .Pr;clng | % 33 'SII 15 I
. Phys1ca1 dlstrzbutlon % I8 .'”31 | 49 2

_McNanars

Full &
Shared.

88



Table I2 contd,

Saddik _ McNamara
Responsibility  N,A/ Full &
"Full Shared Nil N.R. Shared
Packaging % - - - - 36
Marketing Staff i
Selection % 43 51 .5 I ' -
New product planniné % I9 69 10 2 58
Public relations % 55 45 - - = 21

In spite of the previous mentioned.weakneés, the
| comparison between the present dafa and Saddikfs results on
the medium British Textile'companies; shows that medium
Chemical companles give more full responsibzl;ty to their
Chief Markoting Executive, The same conclusion derives from ‘
the compaiison of the present data with McNamara's findings
concerning 494 medium Americéan:- companies.

It is wofth noticing that while in 55% .of the medium
Wool rextile and Clothing companies, Chief Marketing
| Executive h;s sole resbonsibility.for the function of Public
Relations, in fhe majority of the.examined companies he shares
the responsxblllty for the above function. This is probably
T'due to the fact that while all but three large and medium

companies are manufacturing indusirial products, Wool Textile

.'and Clothing companies are manufacturing consumer goods,

. _ I . .
"6. Attitudes expressed towards marketing statements

The majority of the examined companies (II or 79%) have

"expreSSGd.'Qery good! or 'good' attitudes towards the
'”Jmarketing stétements. An effort has -been made to discover
'how fér the attitudes expressed correspond with the degree of

.:.responsibility'given to the Marketing Executive in the various
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functional areas., However the chi square analysis gave no

- firm conclusion,

‘7. Definition of the term 'Marketing!',

As far as the definition of-Markéting is concerned only
orie out of the fourteen large and meaium companies has given
-'_a ‘very good! definition. Four mofé 2omp;nie§ gaﬁe a 'good' one

" ‘and the remaﬁninglnina have either misunderstood the meaning
F_'of the term or were unabl& to define it,

Also no relation has been found between the attitudes

. expressed towards marketing statements and the degree of

o understanding of Marketing. This means that Chief Marketing
"Executives could have a favourable attitude towards markeiing

.étatements.but not understand the meaning of the term.

‘I
3\

' CONCIUSION

From the above analysis concerning 2 large and I2 medium

.Chemical éqmpanies.the following results have been emergeds

i'Table'Iﬁl Lafgg_gngmMeéium companies: All the results

Very good & Good Reasonable & Poor
-Nﬁmber of =.": % - Number of %4
. companies : companies '
 iEstimation ; : 12 86 | 2 14
' Data required - . 393 I T
Strategies adopted '_' I . 9 3 21
" Responsibilities 4 . 28 10 72
ttitudes . - - . I 193 21

Marketing definition 5 T 36 . 6 43
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Existence of larketing plan

Kumber of

companies 3
Yos _ 12 86
Yo 2 14

Status of Chief Marketing Executive

Nunber of

companies %
Higher I -7
Equal IT 79
Lower _ 2 T4

It can be concluded then thab:
I. The majority of the large and-medium companies are tvery
éood? in analysing the environment in which they operate, in
 gathering the necessﬁry_data for the deve lopment of objectives
and sfrategies and in establishing the right strategies for
the achievement of these cobjectives,

The iny weakneés i&entified at this stage ‘concerns the

rother small proportion of gross sesles revenue allocated to

promotion.

2, The enalysis concerning the organization of the marketing

department revealed the following strong and weak points:

K. Stroug points shout the large and medium companies.

it ¥}

a) The s jority (86%) of the companies heve a written-down

- marketing plan.

b) In most of the compeanies (79%) the Chief Marketing

L
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Executive is in a position equal to that of the Chief
Production Executive,
c) The majority of companies (79%) have a favourable view

towards the various statements about marketing,

B, Weaknesses of the lérge and medium companies

a) The majority of companies (72%)-give their Chief Marketing
Executive full responsibility for only a few marketing
functions, | | |

b) The majority of companies (64%) have given a 'poor':
definition of the term 'marketing' or were unable to give
any definition, |

Phis is puzzling since they were able tg classify correctly
the majority of statements on marketing.(Table 9). Managers

do not. seem to relaté their knowledge of'the marketing

concept to the day-to-day activities of fhe companye.

However‘apart from these weak points the analysis showed
’:that the examined large and medlum companies are, broadly
-gpeaking, in agreement w1th the general requirements for the

-implementa%ion of the marketing concept.

Flnally,'us1ng chi square analysis, the following

,relatlon has been establlshed: Companies with wrltten

© down marketing plan have been claSSified as either 'very good'

3}'.or tgood'! concerning their ability to analyse the environment, .

" collect the necdsgary data and qstablish appropriate objectives
 ,§nd strategies, while companies without written marketing
plén have been characterised as '‘reasonable' or ‘'poor'

 cqncerning the above steps..
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B) SMALL COMPANIES

Number of'compaﬁies: I7
Nature of business. activitys I4 Industrial companies

3 Consumer .companies

I. Estimation of the present situation

The present study revealed that the majority of the small
companies (8 or 47%) are within the 'poor' ‘category and only

6 of them (35%) have been characterised as 'very good!'

Table T4 Estimation of the present situation

_ ‘Yery good Good Re a.sonab le Poor
Number of : _
comp anies 6 2 I 8
% - 35 12 6 47

This means that most of the small companies do not carry
out enough research for the analysis either of the trade

environmentior_ﬂﬁithe identification, of the market trends,

2, Data required for establishing objectives and strategies

' .The examination of the ability of the small companies to
carry out research for coliecting +the necessary information

in order to establish their objectives and to develop their

.strategies, revealed that 5 out of the I7 companies are 'very

good' and an other 5 ‘poor',

Table I5 Data required for establishing objectives and

strategies
Very good Good ‘Reasonable _ Poor
.Number of ' -
' companies _ - 5 4 3 .5

% 7 % | 24 ‘_ is 29
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3. Strategies adopted

Table I6 Strategies adopted

Very good Good Re asonable Poor

- Number of
companies : 9 I 4 3

% 53 6 25 . 18

. The above table comprises the classification of the small
companies in various categories according to thé strategies
.thfy use, It is worth noticing that the majority of émall
chpanies have beén classified as 'very good', while in the
case of the "éstimaiion of the present situation" and the
eollection of the required data", the majority of companies
have been classified as rather 'poof!.

However 'the analysis of -each company revealed the
fdllowiﬁg weak points amongst the small companies:
a) io out of the IT7 cowpanies under consideration use one or
two promotional methods., (Table I7)
. b) I4 out of the I7 small companies spend less than 3% of
tﬁeir gross éales.;evenue to promotion and teking into
sccount that the gross sales revenue of a small company

does not exceed the £ I m,,this amount can be considered

as inadequate. (Table I18).
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'Table I7 Number of methods of promotion used N

Number efﬂ ‘
_ .- companies _ %

one . 6 5

Two 4 o ; 23
Three 2 12
. Pour 3 N - I8

Five ' 2 ;I2l

six- - - -

.'_Tabie I8 Proportion of gross sales revenue allocated to
promotiqﬁai_expenditu:e

Number of

%,of sales revenue ' companies %
Cmelow I 9 53
18- 2.9% | 5 29
\-' 3% - 4% . -
5% - 10% I 6
LOyer 10% : ' I 6
‘Non reply , ' I 6

A
However it could be argued that the above weaknesses are
"the results of the size and of the 11m1ted me ans available
. within the small companies.

The following table shows the extent to which small
y marketing rese arch act1v1tles

companies carry out the necessar

3'_in order to be able:

'i' a) to. anslyse the environment in which they operate,

b) to develop obaectlves and strategles,'and

"c) to select strategles to meet these obaectlves.
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Table I9 Carry puj_marketing_reséarcﬁ actifitiep

Number of

Marketing research activities - companies %
Studies of market changes - '. 4 | 23
Assessment of market fotential . 9 53
Determination of market characteristics v 8 . 47

Studies of present_products-versus

competition - - Io 59
Research on competitors products , II - 65
‘_Product'analysis | | | . I0 59
' sales analysis | - | T 13 76
* Bstablishment of sales quotas | : 6 ‘35
Establishment of sales territories - 9 53

Effectiveness of methods of paying

29

sale smen 5
:n{LEfchtiveness of.speciAI offers 5 18
“‘Media studies 5 29.
8 47

_ Seven out of the thirteen marketing research activities
-';are carrled out . by less than a half of all the small companles.'
To some extent this was expected as small companies due to the
llmltatlon of thelr resources could find themse lves unable

to carry out adequate marketing research It is possible algo

R.ﬂ_that most of them have not establlshed yet a marketing

research aepartment end use external agencies to help them in
éarrying'ouf some of the activities.

Finélly the promotion 6of the products has been proved to
be inadéquafe, i.e. they use'only ore or two promotional ‘

:fmefhdds and they spend léss_than_B%_of'their gross sales
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revenue to pfomotional activities, This can be partly
explained when one conciders :
a) that I4 out of the I7 small companies are manufacturers
of industrial goods, and
b) the limited means available due té the size of the company,
Even so, this inadequate promotion together with the
‘limited number of marketing research activities carried out

‘can be viewed as two weak points in the overall marketing

planning:process.'

The chi square test has shown a strong relation between
thetestimation of the present situation', the 'collection of
the'necessary_data'-and the'adopted stratégies'.

 So it could be concluded that companies which have been
chéracterised as'very goo&' or 'good' in either the
‘estimation of the environment in which'they operate or the

“collectionkof data have 'very good! or 'good' strategies too.

'.u:4. Existence of written-down marketingz plan

The existence of a written-down marketing plan has been

| reported onl& by 8 out of the I7 small companies (47%), while

*  the remaining 9 have no written plan at all,

Howéver the chi Square:test established a strong relation
-between the exiétence of a written m;rketing ilan and:
a) the*estiﬁation‘of the present situation,
b) the collection of data, and
 c) the adopted strétegies.',
 ps it was expected, the majority of the companies with

' ﬁritten'mﬁrketing pian have been characterised as 'very good!




-79=-

or 'good' in terms of -the estimation, the analysis and the
collection of information about the environment in which they
dperate and the establishmenﬁ of objectives and strategies.-
Companles within the 'poor' category, concerning the above
act1v1tles, reported to have no wrltten marketing plan,

Also another relationship has been found between the
exisfence of written marketing plan ;nd the status of thg
Chief Marketing Executive, as wéll aé the attitudes expressed
towards the marketing st atements, It has been found that the
ma jority of the sﬁall companies with marketing plan have
expressed favourable views concerning the various marketing
statements, while the majority of companies without a
marketing plan have expressed attitudes which have been
characterised as either 'reasonaPle' or '‘poor',Also it has
been established that the higher thé status of the Chief
~ Marketing Executive the more_iikeiy“ for a company to have

'a written marketing plan.

'5. Organization of the Marketing department

In IO out of the I7 small companles the Chief Marketing
‘Executive assumes a higher status than that of the Chief

-Productzon Executive,

Table 20 Status of Chief Marketing Executive

_ Number of
Status . . companies %
Higher S (¢ - 59
Equal T4 B 24
. Lower 2 B 8 &

Non'feply I - 6
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This can be explained when one examines the title given
to the Chief Marketing Executive within the small companies,
It has been found that the most common title amongst the

gmgll companies was that of the Managing Director.

Table 2I Title of ﬁhief Marketing Executive

Title
.Managiﬁg'Diréctor )
'Sales Director

General Manager
Ma;keting Manager -

Salés Manager

- Sales & Marketiné'Managei

~Marketing Director

Number of
companies

8
3

o oH H -

47

-

I2

O O O O

The majority of small companies have their Managing

'  Director réspohsible for the Marketing department, Hayhurst
. and Wills findings support the above statement,
' Phe following table gives the relation between the title

"' and the status of the Chief Marketing Executive within the.

small égmpaniéé.

Table 22 Relation between bitle and status of Chi

-_.Managing Director
.8ales Director
-General Manager
Marketing Manager

‘Sales Manager

e Saies & Marketing Manager

Marketing Director

Executive

Higher -
T

ef Marketin

Equal Lower
- I
2 I
I. -
I -
I -




The folléwing table comprises the scores concerning:
a) the responsibilities of the Chief Marketing Executive,
ﬁ) the attitudes of the Chief Marketing Executive towards
marketing statments, and

¢) the definitions given for the term '‘marketing’'.

Table 23 Classificatipn_pf_the.xehpits concerning:

Responsibilities, Attitudes, Marketing definition

Very good Good Re asonable Poor

4 & % . %

Re sponsibilities _12' . 41 I2 _ 35
Attitudes o 35 - I2 29 24

_ Marketing definition '.- 29 I2 35

Finally the distribution of the degree of responsibility
~of the Chief Marketing Executives within the small companies

- is stated in the following table:

By Table 24 Respons1b111tles of the, Chlef Marketing Executive

Non
T full . 5-6 full 3-4 full 2 full reply
.Number of\
companies 2 6 - 3 5 I
% . 12 .35 , I8 29 6

In just over half of the small companies the Chief

5' 1Market1ng Executive has a 'very good' or tgood' control over'

" the marketlng functions, and in 35% of them (6) his control

has been characterlsed as poor'

When the small companles are broken down accordlng to the

."deéree of responsibility given to thelr Chief Marketing

."'Executlve it appears that he has full control over seven or

| ';more_out_éf-the ten marketing functions,_only in two
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comp anies énd in another six he is full responsible onl& for
5-6 marketing functions and shares the responsibility for the
rest with othe¥ executives, In three companies he has full
control over 3-4 functions and in the rest five, he is the
only responsible for two or less activities.,

Hence it can bé concluded that Ii'out of the If small
companies (65%) are at the midpoint ;f the integration of

their marketing department.

The following tables comprise a comparison amongst the
present data and the results of Saddik and McNamara,
concerning the responsibilities of the Chief Marketing

Executive within the small companies,

Table 25 Responsibilities of the Chief Marketing Executive

Present Data

_ Responsibility Applggible/

Marketing Functions Full Shared Nil No response
% % % %
~Sales forecasting 6I 28 - 5
Marketing research - . 39 50 5 6
Advertising & Promotion 50 50 - _ -
OvefseaslMarketihg ' 61 IT 6 22
. Pricing | 56 33 IT -

Physical distribution ’ 6 44 44 ' 6

Packaging 6 6; II 22
 Marketing Staff selection 61 39 - -
new”p?oduct planning 33 50 6 Ii
Publié Reiations . 33 50 6 ' IT
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Table 26 Responsibilities: of the Chief Marketing Executive

Saddik licNamarsa

R Responsibility N.4a/ Full & -
Marketing functions - Full Shared ©Nil N.R. Shared

;:Sales forecasting = % 40 - 53 3. 4 . . - 84

'._Mﬁrketing re se arch % 42 35 7 6 75

'-:Advertising &1Promofion % 43 47; C 6 4 -
Overse as Marketing | % -  | - - - -

' -1Pricing | | % 27 63 . IO - 55.
Physical distribution % 16 ‘ 39. - 42 3 | -
Packaging % - - - = .26
ﬁarketing Staff selection % 34 46 9 5 . | -

lNew,pfoduct planning %.-28 58 9 5. 45

‘public Relations ;’% 59 41 - - 27

Ffom the above téble it can be‘concluded that the exaﬁined
ismall companies give to their Chief Marketing ﬁxecutive more

':_respons1b111ty for the varlous marketing functions than the

‘,-small firms, of. the Textlle Industry examined by Saddik, or'the

..498 small American companies examined by McNamara.

6. Attitudes expressed towards marketing statements

It has been found that 8 of the I7 small compenies (47%)
. expressed 'very good' or 'good' attitudes towards the ‘
marketing statements, whiie the majority of them expressed

- . either tre asonable! or 'poor' attitudes.

. 7, Definition of the term 'Merketing'

| Most of the deflnltlons of Marketing given by the ma jority

f the small companles were elther Treasonable!' or 'poor'.

. ../_



The chi square analysis revealed a relation between the
degree of responsibility of the Chief Marketing Executive
‘and the attitudes expressed towards the various marketing

:stwﬁments. As it was expected the se companies which give
“their Chief Marketing Executive fu11§st responsibility in
-the functional afeas have expressed more. favourable attitudes
“than the companies which give less responsibility to their
e#ecutives.

| Alsé an effort has been made to identify any relation
'between these attitudes and the marketing defirition given

. by the compaﬁies. However, nb'firm conclusion can be drawn

' from this analysis. -

'CONCLU SION

The results of the above analysis concerning the I7

[}

" emall compenies have been summarized in the following fable:_

Table 27. '§mélih§omp§nies; All the results

.

“ ' . .Very good & Good Reasonable & Poor
v Number of - "Number of
o . "' . companies = % companies . %
Estimation v 8 - 417 - 9 53
B Data required , :9 . 23 8 47
'Strategies adopted I0 59 7 41’
" Responsibilities : 9 53 8 47
Attitudes ' 8 47 9 53
8 47

'._Marketihg-definitionfﬁ 5 ' 29



Existence of Marketing Plan

Number of

companies - %
o Yes s 47
e 9 53

| Status of Chief Marketing Executive

“Number of .
_ l'-:-companies : %
. 2-Higher : _' 10 59
'i Eqﬁa1 S 4 = = 24
" Lower . 2 . II
Non response E: 6

It can be concluded then that small companies are at the
.'midpoint of the implementation of”the mérketing concept. Also.
.'iduring the-analySis the following weaknesses have been |
" laentifieds’ |
é) The limited.number of marketing research activities carried
out, and
.b) fhe ina&equate.prométibn of the’ . products,

Flnally,'us1ng chi Square analysis, the follow1ng

4
\

' .re1ations have been identified:

;g I, Companies which have been characterised as either 'very

'good'lor tgood! in estimating the present situation, showed
'__a'better ability.in gathering the necessary data for
:_establlshlng objectives or selecting strategles, than those

'_companles which have veen characterlsed as 'reasonable! or

-'poor'
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; 2. Those companies witﬁ written-down marketing plan havés

a) expressed more favourable attitudes towards marketing
statments,

b) their Chief Marketing Executives in higher status, and

¢) carried out most.of the necessary:markéting re search
activities for analysing the envi%onmpnt; establishing

objectives and selecting strategies,

These results are compared with those derived from the

data on the medium size firms in part D.



C) INDUSTRIAL AND CONSUMER COMPANIES

Industrial compénies: 25 (I4 small, IO medium, I large)

Consumer companies: 6 (3 small, 2 medium, I large)

The classification of the cémpanies according to the nature
of their business activity, showed that vhile 25 of them were
manufacturers of industrial goods oniy 6 have been classified
as consumer goods companies,

Due to this limited”nuﬁber of companies within the
consumer group and thus to the inability of drawing any firm
conclusion, the results of the examination of the above

groups are presented in a summarised form.

Table 28 Industrial énd Consumer companiess All the results

Industrial (25) Consumer (6)
Very Reaso Very Reaso.
. good Good nable Poor good Good nable Poor
: % % % % | % % % %
Estimation 60 I2 4 24 33 - I7T 50
Data required 44 32 I2  1I2 50 - 17 33
‘Strategies' adopted 68 8 .I2 I2 33 - 50 =
.Respdnsibilities 8 36 28 28 17 I7T © IT 50
Attitudes | 44 24 24 8 33 - 33 33
Merketing definition 8 ~28 ~ 8 40  IT 33 - 33
\

Existence of Marketing plan

Industrial Consumer
(B=25) (B=6)
% L
_ Yes 68 50

NO 32 50



Status of Chief Marketing,Exéputive'

- Industrial - Consumer
(B=25) (B=6)
. | % %
Higher 36 ' 33
"Equal- - 52 ' 33:.
' Lower 8 | 33.

Thé comparison between the industrial and the consumer
group shows that the majority of the industrial companies carry
: out the necessary marketing research activities for the

-éstimation of the present situafion the collection of the
'_neceésary dafa and the establishment of strategies while less
than half of.the Eonsu@er companies fall into this category,.

. Nevertheless it has.%een found that maﬁufacturers of
cdnsumer goods tend to give more responsibility to their Chief
" Marketing Executive than the industrial companies and that
'i-théy have &efihed the term 'Marketing more satisfactory.

X breakdown of the industrial and consymer goods companies
;according.to théif size and a comparison of the different

‘groups is given in the following tables:

.-aTablelé9 Industrial companies (25)

Large. and Medium(25) ~ Small (T4)
Very Reaso Very Reaso
Good Good nable Poor Good Good nable Poor

-';- Estimation . 482 9 - 9 43 14 7 36
..Da£a required = % 55 36 9 - 36 29 14 .21
 Strategies sdopted # 73 9 I8 - .64 T T .21
Rosponsibilities ' % 9 27 45 I8 .7 43 T4 36
Attitudes % 45 '36._ I8 . - 43 17 29 14
',:Mafkéfingfdef; 4 18 I8 - 55 o= 36 14 29

C g 1e 27 - - . 4 T4 o 29

' .Marketing plan
: o



-89«

1

Table 30 Consumer companies (6)

Large and medium(3) f Small (3)
Very Reaso : Vefy Reaso
_ good Good nable Poor - good Good nable Poor
.f,Estimation' - % 67 . - . 33, - . - - = I00
:1:_Data'required C -% T00 - - -: - - - 33 67
-'Strategies édopted % 67 --' .- e | - -  T00 -
_ .';Résponsibilities-. %" - - | 33 6? .35. 33 - - 33
' ttitudes  wg 67 = 33 - - - "33 61
-i:Marketing def. | % 33 .67 - e - - - 6T

Marketing plan % - - - 67 - - - -

It has been found that medium and large size companies of
both groups are mqre marketing oriented than smaller size
'icompaniesr

However from the above analysis it emerged that while most

-J-_’qf the industrial companies have been classified within the

" probably be within the number and the size of the examined

"5‘very géod; or ‘'good' category, only one third of the consumer
:F{goods companies fall into this category. This means that
-"_manufactu;eré of ihdustrial goods are marginally ahead of the

"Consﬁme:.éfoup in’ the implementafion of the marketing concept,

_ Tﬁé onl& re ason resp;néiﬂle for these results which are
complete ly incompatible with what the literature suggests could
B consumer goods companies. In fact only 6 out of the 3I examined

companies were manufacturers of consumer goods and from them

© 3 were small, one large and two medium size companies, It is

.'obvioué then that the ‘limited number of consumér: goods
.ﬁcompahieé.within'the examined population ﬁrevents one of

'drawiﬁg.éhy firm conclusion. about them.
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D) ALL COMPANIES

'ﬂNumber of companiess 31

'ﬂ._Naturé of business activity: 25 Industrial companies

6 Consumer companies

_ It is the purpose of this section to make comparison with
'fother studies, and examine some items in greater depth,

- Hence the amalgamation of the data.

" I, Estimation of the'present situation -

.The'analysis of the present situation is one of the most
'; important steps in the overali pfocess of marketing planning.'As
it has been said (page 23) it 1nvolves the follow1nn pointss
a) Analysls of the Industry and the Trade environment.
'_b) Analysis of the company it self, and
c) Analysis of. the.current competitive conditions.
From the present study ‘it emerged that the majority of the
' examined companles have been c1a331f1ed as either 'very good' or

'good', concgrning their ability to analyse the environment,

-"Téble 31 Estimation of the present situation

/ .
Co .Yery good = Good - Reasonable Poor
. Number of L L o
.- companies S IT 3 3 8
% ' 55 . 10 25

’

This me ans that 20 out of the 3T companies carry out most

.:_of the necessary market research activities associated with
:the anaiysis of the competition or the identification of

f:ifoésible changes in the requirements of their customers,

- The extent to whlch those act1v1tles have been carried

out,:as well as a comparlson between the present results




__anaﬁﬁéyhurst and Wills findings are given in the foliowing

"tables

. Table 32 Carried out Market Research Activities for the

Hayhurst
: . and
Marke t Research activities - ~ . Present Data Wills
oo % %
.Studies of marke changes 39 , 58
Assessment of market potential ' . .68 o 74
" Determination of market characteristics - 58 . 69
'Studies of present products versus |
competltion : 74 80
' Research on competitors products ' 78 66

The more neglected ectivity, as it emerges:from the above
‘table, is the "study of market changes". This can be
. considered'as o wegkness concerning the importance of tkhe

" above activity.
: o _
"From the comparison emerges thatl Chemical companies do

Inot carry pet the above activities to the same extent as the
.fcompanieeyexamined by Hayﬁurst and Wills, However taking
into aceount the facts thats I) 94% of the examined cempanies
are small and medium size, and 2) that 8I% of thea deal with
| indﬁstrial products, the extent to which the above market
research activities are carried out can be cohcidered as
'nadequate.

Differeeces associated'with the. size of companies are
~ very big. So while I2 out of the T4 large and medium companies

~ have been claesified as 'very good' or 'good' (86%),(Table I)
T.concerning the above actiVities, only 8,(47%) of the small

'-;companies ‘are Within this. category. (Table 14)
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It can be concluded then that large and me dium companies
carry out the above activities to a greater extent than small

‘size companies,

" 2, ‘Data required for establishing objectives and strategies
Another important step in the marketing planning process

is the collection -of the necessary data for the establishment

.. of objectives and strategies,

”;.Table 33. Data required for establiéhingrobjeptivegland

strategies-

Very good = Good .Re asonable Poox -

Number of - .
companies - ‘' .: ' I4 - 8 4 ' 5

% . . 45 26 I3 .16

The analysis revealed that 7I% or 22 out of the 3I
':f examined companies carry out sufficient research for the

‘acgumulatioh 6f_the'requi;ed data.

“ pable 34 Carried out Market Reseerch activities . for

'\ . gstablishing objectives and strategies
‘ ' : ' " Hayhurst
o . § : and
. Market Research activities. - - present Data - Wills
n'V'Packaging research and design. : 29 ' 40
+' Studies of acceptablllty of |
-new products : _ N 78
" Product testing _ S | 42 50
:-ﬂ_Saleé analysis - i S _ 14 89
- -Sales forecasting- ' g : 100 100

:“fEffectlveness of methods of |
-paylng aalesmen e ' - 29 53




 Table 34 contd.

Hayhurst'

and

Present Data- Wills
% %
Effectiveness of special offers 6 . 22
Media studies . : 22", 38

Analysis of effectiveness of .

channels of distribution el 51 48

' Market share analysis 65 - 80

'Packaging research and design', 'éffectiveness of special
offers!, 'effectiveness of methods of paying salesmen' and
'media studiés' are the most neglected activities as it
emerges from thé above table,; Again this can be explained
when one conciders the nature of the business activifies of
- most of the examined companies, since 25 out of the 3I are
. jmanufacturing industfial prbducts.

Compariéon between the present results and those given
bu Hayhgrstxand Wills':eveales that Chemicél companies carry

lout the above market research activities to a lesser extent
l-'than the B;itish cohpanies examined by them, This is probably
due to the 'small size of the Chemical compahies.

3 Finally:it has been found that the extent to which the
”above activities are.éarriqd out increases with the size 6f
| firm, (Tables 6, I9) |

However it can be concluded that the majority of the
éxaﬁiﬂed Chemical bompanies carry out most of the neceséary
research for the:accumulation of the.réquiréd data for setting

their objectives and establishing their strategies.
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3 Strategies adopted : |
| Thé step which follows the establishment of the objectives
concerns . the appropriate mix of the eléments of marketing
plan, in order to achieve strategies suitable to meet the
objéctives set. The four main elements over which a company
builds its strategies ares product, price, promotion, and
place., (page 25). i

‘The following analysis deals with two of the mentioned
elements: price and promotion, Product has been discussed in
the pre#ious section (2),
| The examination of the Chemical companies according to .
the strategies they use revealed that the majority of them
(2 out of the 3I, or 68%) have been cha#acterised as either

'very good' or 'good',

" Table 35 Strategies adopted .

o
\

Voo Very good Good Reasonab le Poor
Number of. - ' .
companies oo I9 2 ' . 7 3
% S 61 7T - 22 10
_\. . ~ - . * .
' specifically the analysis has as follows:
-la) Prico: Methdds-used for fixing the prices
-ff Pable 3§ Basis for fixing prices ,
o - ' Hayhurst
. : * and
Present Data Wills
_ % %
. - "Cost-plus" modified by '
"' market conditions - = 58 S 66

" Market conditions ' - | 35 _ ' 24
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Pricing, as airéady has been said (page 26 ), must be
considered as an important step in the formation of the
- strategic plan, Alsd, the way in which a company determines
its prices has often been taken as an iﬁdicator of the degrée
of its marketing orientation, Traditionally, prices were
determined on, the basis of "cost-plué". However a marketing
oriented firm has to conside¥ the eo;ditions that obtain in
the market as an important element of its pricing plan{

From the results of this study emerges that slightly more
than one in three firms consider their pricing system td
depent on market conditions, and more than a half of all ihe
firms report that their prices are a result of establishing
the cost and then modifying their calculations by an
assessment of market cgnditions. (Table 36)

The fact that an important majority of the companies
 gdjust or fix their'prices according to the conditions

dominated ih the market, indicates the progress that has been
- made in the area of pricing within the examined Chemical
-c°mpanies.\
Some re'search étudies have trieﬁ to elicit; more reliable
l informg%ion cbncerning the business pricing policies. Two
of -the more important are:
1; 1.:Thq Brookings study of pricing in big business, and
12. The University of Kentucky study of pricing decisions in
small business,

The first was based on a series of interviews with top

g ﬁanagement of a representative group of. large-scale

.. enterprises engaged in primary production, manufacturing and
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distribution, The éeneral conclusion of this study was that
large companies generally have n-f_gabg'm"f} pricing policies,
| The Kentucky stﬁdy covered eighty-eight individual firms

with from one to two employees to more than 200, ?he&
cohprised a variety .of industriés including manufacturing,
.retailing, and service industries, 6ne of the conclusions
of the study was that most of the eo;panies did not adhere
strictly to the full-cost approach to pricing, but shoved
more flexibility. | |

Phe results of the present study concerning the basis
for fixing prices in the larger and small companies (Table 37)

support the above results,

' mgble 37 Basis for fixing prices:Analysis by size of company

Size - . . large & Medium Small
. ' B=I4 B=17
‘Basis : % %
| "Cost-plus" Z 8 : 6
- "Cost-plus” modified '
by market conditions ' 58 64
Market cquitions ' 33 30

Finaily‘comparison'betﬁeen the present data and those
" stated by Hayhurst and wills (Table 36) shows that a larger

proportion of Chemical companies use as a starting point of

'1their_pricing policy the market conditions.
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_b) Promotion: I, Number of promotional methods used

Table 38 Number of forms of promotion used

Present data .Hayhurst & Wills
s %
ome . 23 e 12
Two o 16 't.' - 25
Three. S t. 25
Four o I9- _ 31
Five ) 13 : 4:

Six . I3 -

According to the above table the majority of the examined
companies (I8 or 58%) use three or more methods %o promdfe

_their products., However the fact that I2 out of the 3I

 com§anies (39%4) rely only on one or two promotional methods
" can be seen as & waaknéss. |
The.aifferénce between the results of the present study
.-ﬁnd those given by Hayhurst and Wills could be attributed to
the fact that.most of the examined companies are dealing with
indusi:iangomds;fon‘which-tﬂgy;use_{ewg;jpramotidnal methods.,
The'ﬁnglysis of the findings by the size of company is

shown in the following table:

Pable 39 Number of forms of promotion used by size of company

Number of forms of promotion used

size - T 2 . 3 4 5 6
| L'Large & : '

Medium (B=I4) I I 2 3 2 4

Small (B=I7) 6 4 2 .3 2 -

Phe above table shows that while the majority of small
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companies (I0 out of the 17 or 58%) rely only on one or two
"promotional methods only 2 out of the I4 large and small
companies (I6%) fall into this category. Thus on;e again the

E complexity of the company's tasks increases with its size,
‘Phe conclusion emerged from this part 6f the analysis is
 that while,thé majofity-of the examiﬂed companies use three.or
more-promotional methods, there'is-ségll ;n imbortant minority
of companies which rely only on one or two. methods, |

However it has been found that the larger the company the

more likely the use of more than three promotional methods,

2, grégo;tion.of gross sales revenue allocated to promotional

expenditure

‘.lTable'40 Proportion of gross sales revenue allocated 1o

promotidnal expgnditppg

% of G.S.R. - . Present data . Hayhurst & Wills
- .o . .% . %
Below I% - ' 48/ = -, 25
1% - 2.9 . 32 . - " . 23
3% -'4.9'. l -3 19
" 5% - Io% T 15
over I0% 3 9 .
Non reply 7 -

The decision as how much of the gross sales revenue to
-:fallocaté on promotional expenditures is one of the mosi
difficult in the mafketing area. According fb'the findings,
'almoét all of the examined firms spend less than I0% and as

_many'as 83% or 26 out of the 3I, spend less than 5%, However

. as. the use of several types of promotion Was strongly related
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to the sizé of the firm, the amount allocated to promotion
was expected to increase with the size and the firm's total
activities. No.such conclusion can be drawn from the existing
data, It appears then that the prportion of gross sales
-revenue does not increase although the amount of mone y
available to spend will ée higher beéause of the higher gross
'lsales revenue of fhe larger compan&.“ |

Fiﬁally éomparison with Hayhurst and Wills findings

findicates the tendency amongst the Chemical companies to. spend

-_ -less than I% of their gross sales revenue to promotion,

3. Basis determining the amount to be spent. on advertising
Another difficult decision is the basis on which marketing
hanagers will determine the améunt to be spend on advertising,
Joel Dean hés identified five possible ways in which
'advertising;budgets are determined:
a) The perc;ntage of sales approach bases the qdvertising'budget
“.on a fixed percentage of sales, either past or expected future .
sales, This provides;é convenient working formula, but in
.tergs.of eéonomic.theory it has little or no foundation Secause ‘
past 6r‘presépt sales volumé§ have nothing to do with the cost

or worth of expanding sales further,

- 'b) The 'all-you-can-afford' approach can be criticized: (i) °

‘-begaﬁse present profitability and a high degree of liquidity
";are not necessarily related to potential benefits likely to-
.lbe achieved thréugh advertising; (ii) liquid resources have
many péssible uses both within and outside the business and

other things being equal they should be employed where they
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'?yeld the highest return end not blindly and arbitrarily
earmarked for advertising or any other purpése without regard
%o the expected return, | |
¢) The return on investment approach acknowledges that
advertising increasqs immediate sales and, at th; same time,

" contributes to the éoodwill of the business by increasing
i'future earning power, ...Tﬁis does gof ﬂowever, get over

the difficulty of idéﬁtifying which of a business's cash

-flows are attributable to advertising, and the dilemma posed

,:Fby the quotation: "I know half the money I spend on advertising

- is wasted, but I can never find out which half", is not
:easily résolved. |
- d) The. "objectives and task" approach opérates on the prihciple
6f first defining advertising objecfivés, second out lining
.'specific-tasks ﬁeceséary to attain the objectives and third
.détermining the cost of attainment.
e) The comﬁgtitive parity approach bases the firm's
.advert1s1ng outlay on what other firms in the Industry are
spending. . Such an approach however prov1des no criterion by
" ‘which the costs and beneflts of additional advertising may be
evaluated,
The present analysis showed that only 7% of the exaﬁined
'companies based their deciékon;of:'how-huch to spend on ‘
| advertising, on the analysis of neéds. Neverfheléss this
: together with the fact that 36% of the_comﬁanies are basing
‘;their calculation on expected future sales shows that a
‘considerable number of firms have left aside the old contests

of 'spend what you can afford' or 'the same every year' and
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'foilow the trend toward ﬁhé

implementation of the marketing

concept., Unfortunately the total amount spent con prometional

activities was found to be inadequate, (page 98). The

- companies fail to appreciote the function of promotional

activities for increczsing sales,

m

This is an example of

the

companies responding favourably to the marketing concept (though

proce ss)_ but inadequaly implemeniing it {aoing process) -since less

thgn.5% of -gos.r, is sReni on all forms of prqmotion.

Table 41 Basis determining advertising appropriation

Percentege of expected sales
Percentage of past sales
Percentage of profit
Analysis of needs.

Same each year

Nothing specific
Cost-effectiveness

*Other

-Nd reply

. Bayhurst

Present data & vills
% %
36 59
I3 iT
13 7

7 19 .

3 -
3z -
‘ 3 _
10 -
I2 24

Comparison with Hayhurst and ¥ills results indicates that

.

‘ a higher proportion of compdnies examined by them base

decision on the analysis of needs,

The conclusions concerning the

L]

overall analysis o

strategies adopted by the wxamined companies can be

supnarized as follows:




" I, Most of the North Eastern Chemical companies consider the:
" conditions obtaining in the market when fixing their prices,
2, Most of the Chemical companies use three or more promotional
l'methods. However there is an importént proportion which rely
on. one or two methods. In spite of the fact that most of the
examined companies are manufﬁcturingjiﬁdustrial goods, this

~ can still be seen as a Weakness, - |

3 The other weak point concerns the amount spent on
promotional activities. The fact that 26 out of the 31 firms
spend. less $than 5% of their gross sales revenue to promotion
can be explained wheﬂ we consider the size of the examined
companies and the nature of their business activity.

- Nevertheless it can be regarded as an important weakness,

4, There is & trend amongst the examined companies to base
theif decision‘concerning the amount to be épent on
'fgadvertising on the analysis of fheir needs, However the

majority of them are still following the old- methods.

The abové mentioned conclusions reflect a satisfactory
staxe concernlng the strategles used by the Chemlcal companies.
.Nevertheless the 1dent1f1ed ‘weaknesses po1nt to the fact that
_there is s considerable number of companies which are in a

transitional stage from the traditional methods to the new

’

marketing oriented concept,



.. However only I3 out of these 20 companies-were able to state

. Companies with ‘ ' Companies without
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4, Existence of written-down marketing plan,

- The existence of a written~-down marketing plan has been

reported by 65% or 20 out of the 3I Chemical companies,
the contents of their marketing plan, and from these I3 plans
-only 7 have been characterised as'very good' or 'good!'.,
‘Table 42 Marketing Plan

‘;/Allthe compa‘nies (B:BI)

Marketing plan (20) marketing plan (II)

Marketing plans .Marketing plans

~ without headings (7, 35%) _.‘ with headings (I3, 65%)
. o _ 'Very good! 'Poor!
4 ' and .'Good'
(6, 46%)
(7, 54%)

From the ;bove table-it is obvious that the majority of
:comp#nies w;th marketing plans were either unable to report
-the spebific features of their plans or have reported some
- headings which were far from what one should expect to find

- in a marketing plan. (page 34 ).

The ideﬁtificétion'of éome bésic characteristics amongst

"~ the given headihgs and the grouping pf them together is g;ven

in the following'table. Also én attempt has been made to- |

"compare the findings of the present research with those

: statedlby'Hayhurst'and Wills wherever this was possible.
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Pre sent Datél

Hayburst
The I3  All the and.
-companies .companies Wills
% % : %
. : Trade .forecast . 8', 3 - : -
. Analysis of . - :
~.. the present Commercial plan = 8 . 3 -
situation - I '
* Competition I5 7 -

: Sales forecast 54 23 -
Data , . : '
required for Market analysis 31 I3 -

.- objectives &' .
. strategies .. Product analysis 38 I6 II
~Objectives 23 Io L 27
) :Strategies - : 8 3 . -
. Strategies . ‘ : _ :

. - Promotion 31 I3 25
adopted v _ .

E o Finance © 23 I0 C I2
Organization & .
Organization Training of the 3I I3 -

Manpower

' The_differences.in-the results concerning the t'objectives!
-:_and'the promotion' is an indication of the inefficiency of
the plans used by most of the Chemical companies, Only 3 out

"of the I3 firms consider thg 'objectives' as an element of

";Z'their marketing plan,

However the most important difference concerns the
- identified contents in the marketing plans of the Chemical
companies and the companies examined by Hayhurst and Wills.

-- This ecrucial .question "what should be in a marketing plan"

'_ was the subject of a research conducted by Hart in I973.

During this research about I20 marketing men were asked to

list the main headings they would inc¢lude in a marketing
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'strategy; The_resulté of his research as welllas a comparison :

with the findings of the present study, are given in the

following fable;

should appear in

a marketing strategy

Market research
Sales pfomotion
 Product information
. Price -
- Distribution
Bﬁdgets

Competition

Product development

Selling'strategy
Corporate p;ans
"I'selling platform
:'Service |
;\Sales targets
B Re sources
Production
l'_Mbasuring results
" Marketing nix
Test marketing
Cprofit
" Piming

Branding

~ Hart

82

80 -

40
40
37
30,
2
28
26
22
21

20

. 20

14

12

I2
10

10

10

Present data
31
31
38
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The diécrepency'between the present data and those given .

by Hart is mainly due to the fact that while in the pre sent

- research respoﬁdents have indicated what they actually do im

practice, in Hart's study respondents have been encouraged

.to indicate the subject headings in En academic s;nse. Also,
most of the gompanies examined during the present study were
manufacturers of industrial producfsm;hilé those examined.by'
‘Hart wére mainly manufacturers of consumer goods, and
'_cohsequently they gave more emphasis to different péinté.
However what emerges from the above table is the &ifficulty
~in the generalization on a paltern ?oncerning the contents

of tﬁe'marketing plan, as théy depend strongly on the nature

of the business and on the size of the company., Nevertheless

' there are some features such as: analysis of the environment,

'settlng of obaectlves, development of strategles and
'organlzatlon of the marketing department, which should appear
in every marketlng plan irrespective of the nature and the
E size of the company.
'Howaver theilimifed number of marketing plans available
‘for examination (I3 only) prevent us from drawing any
.geﬁéralized Eonclusion on this subjects

Ae it was expected the chl square analysis showed a strong
- relatlon between the exlstence of the marketlng plan and the .,
flrm s size. Thus while both the two large companles and I0
out of the I2 medlum - 85% of all the large and medium - had
"a written marketing plan, only 8 out of the I7 small companies
1(47%) reported its existence. It has been established then

that the larger the compény the more-possible the existence

of a written marketing plan within it.
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Also an attempt has been made to identify any relation
‘between the existence of a written marketing plan and the
‘firm's nature of business activity. However no such a relation

 has been found from the analysis of the existing data.

The above analysis revealed that there is still a
considéréblg number of Chemical companies.(II, or 35%) which

have no marketing plan and also that some firms which claim

" .. %o have such plans were unable to report any specific feature

ﬁ'about then,

‘Phe above could be explained taking into account the fact
‘that most of the examined companies are within the smallest-
size category and as already has been shown the existence of
._a writien marketing plan;is strongly related to the size of
the company;'ﬁowever the lack of marketing plan still remains
as one of the most important weaknesses in the implementation
of the marketing concept within the Chemical companies.

" It is the. author's view that it is not enough for a
company to have:a sales forecast plan, or a promotional plan;
or t6 carry out a piece of market research, What is necessary
‘_is the existence of & written marketing plaﬁ which "will give
firm'direction to the marketing operation, will eliminate
‘confusion between executives and departments, will set targets
‘for the measufing of progress" (page_Bo ) and will integréte'

and. coordinate all the activities towards the achievement of

_ifs objectives and targets.



" 5: Orgonization of the Marketing department

It is known that the marketing concept calls for integration
and coordingtion of the various marketing functions, However.
it can be argued that whilst the marketing concept is good
commonsense there is no need for.it fo be accompanied by the
presence of a formally unified strgctpie._This is particularly
obvious in relation to medium and sm;il size companies.

The present study revealed that the majority of the
- examined companies are at £he midpoint of the integration of
- their marketing department., The analysis comprised the
' examinatioﬂ of the organizational status of the Chief
_-Marketing-Executive and his responsibilities, If the marketing
concept is in force he should be on the same level of the firm's
‘;féanizational chart as the Chief Production Executive, and he
;houlﬁ have full control over the most marketing functions
( see page 32 )

'_The finéings of the present study satisfy the first
'-requirement.'ﬂs_far as the second is concerned, it has been
 Hfound that\Chief Marketing Executive has_at-least shared
control ové;\most of the marketing functions. (Table 45).

_Algo the chi square analysis revealed a significant association
befween the status of the Chief lMarketing Executive and his
control over the marketing functions; higher status means

more control and less status means less.control.

With fegard to what extent the Chief Marketing Executive
controls all marketing functions, all the companies have been
classified into three orgenizational groups:

Pirst group: Thé Marketing Executive has full responsibility

. for all or at least most marketing functions,
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" Second groups: The Markeﬁingngxecufive has_full-responsibility
for a few marketing activifies and shared responsibilitf for
"all or-most of the others.

| Third group: The Merketing Executive has full or shared

“ responsibility foifafew marketing functions and no influence
ofer 511 others, i

The results of this examination ére given in the following -

'-1 tables

Table 45"Infqgration of marketing activities under the

Chief Marketing Executive

Large & 11
Medium Small companies
% %
First group ! 2T 41 32
Second group 72 64 58
Phird group 7 6 7

The analysis revealed that 7 (41%) of the small companies

- have their Chief Marketing Executive re sponsible for most of -

‘“: the marketing functions while only 3 (2I%) of large and
mediﬁm companies fall into this qatégory. What can be assumed
ié thatulargg and medium si?e cohpanies having a larger and
"more complex marketing department found necessary to alloqate
" the responsibility for the %arioﬁs marketing functions to ,
more than one person. The fact that 72% of the large and
medium  size companies found to have their Chief Marketing
.Executive at least partly involved in most of the marketing
functions, supports the above made assumption,
K comparison'of.tﬁe present results concerning the

' . responsibilities of the Chief Marketing Executive with

" previous findings is stated in the following table.
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The present findings agree with Hayhurst and Wills results

‘and to'some-extent with Mann's and Saddik's. The only

significant difference’indicaied concerns the function of
packaging for which Chemical éompanies tend to give.less full

_responsibility to their Chief'Marketing Executive than the

- other companles. (Hayhurst & Wllls, Mann, Hise). The possible
reason for this can be sought in the fact that most of the

'.companies examined in the present study are manufacturers of

industrial goods and consequently the function of packaging

”_T“is not very important to them,

Table 47 compares the status of the Chief Markeiing

o Executive in the Chemical companies, in the companies

examined by Saddik (Textile Industry) and in the companies

. examined by Hayhurst and Wills,

" pable 47 Status of the Chief Marketing Executive

b : Hayhurst
Status. . Present data Saddik & Wills
R - A . % %

" Higher. 36 . 36 . 25
Bqual =~ 48 . 52 60
lower - 13 - Io 10
Non reply 3 2 -

T

- The fééults of the present study agree with Saddik's

: 'findings and to some extent with those of Hayhurst and Wills,

 Finally the title given to Chief Marketing Executive has

- been-examined and compared with Hayhurst.and wills's, Saddik's

-~ and Mann's results. (Table 18)




"Pable 48 - Title of Chief Marketing Executive

* Managing Directdf

"~ . Marketing Director .

__Sales Director

' Marketing.Managef f
- Sales Manager
Commercial Director

" Others

Preéent Da

%
26
19
16
I0
I0
3
16

ta

Hayhurst
& Wills

%
14
25

30

9
8

2 .
I2

Saddik

. 39

30

Mann

36
4

23

28

The above comparison shows no relation amongst the results

~of the different studies. Nevertheless it is worth noticing

- the fact that in both the Chemical industry and the Textile

industry (Saddik) the most common title found was that of

Managing Director. When we break down the results according

to the firm's size this relation is more obvious between

:. the small firms,

Teble 49 Title of Chief Marketing Executive

"~ Analysis by size of company

3

Hanaging Directo;
.Marketing Director
_Sales.Director
Marketing Manager
sales Manager
Commercial'Direcfor

- Others

"Prosent data
Large &
-Medium

%
36
14
I4
I4

7

14

%

47
6
17

I8

Small

Saddik

Medium

#
36

6
28

‘Small

%l
45
4

27
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Hayhurst and Wills in their study have. found that'the

. title of Managing Director was more frequent in the smallest

'.size-companies while that of Marketing Director was more
"frequént in the larger companies, The present resylts agree.
with the above findings. |

However the absence of the titlei&f Marketiné Director
" within the small companies does no% ;ecessarily mean that

the marketing functions are not carried out,

The concluéions concerning the organizational struclures
of the Chemical companies with previous research findings

are as follows:

. I, Carson's conclusion on marketing organization in British

- manufacturing firms was %hat: "Despite some doubts and

misgivings the.unified mexrketing organization has been widely

adopted by . a sample of British manufacturers in recent years
The conc1u31on drawn here dlffers from the present study -

since it was found that most of the companies are at the

' midpoint of the integration of their marketing department,

2,Hise, reporting on marketing orientation in American

" manufacturing firms concludes that:

a) Both large and mediunm ménufacturiné firms have adopted th?
marketing concept;

b) The greatest_degreé of accep%ance js found in the customer
orientation of markéting programmés and in.the organizaﬁional
structure - of the ﬁarketing department, particularly in the 
"status prov1ded the Chief Marketing Executlve.

The present findings are .similar %o Hise's conclusion,
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3 McNamara in his study of "the present status of the Marketing
'.Concept in I492 ﬁmeriéan companie's" (including 44 Chemical and
‘ellied products companies), found that "the majority of the
companies are at the midpoint of the integratipn-pf their
marketing department'. |

The present findings agree with thé above conclusion -

-~

(Table 45)
4. Mann in his study of Yorkshire industry finds that most
companies do not givé full responsibility for physical
" distribution and pricing to their Chief Marketing Executive,
The presént findings agree with this conclusion, (Table 46).
"He also finds that where the term 'marketing' is used in
| thé title.of Chief Marketing Executive, they have more
‘responsibility than otherwise. '

Again the présent findings ere in accordance with this :

conclusion.' (Table 50)

‘pable 50 Responsibilities of Chief Marketing Executive

classified by title

Marketing Dir./ Sales Dir./  Other
Manager . . Manager Titles

FullSharedNilZFullSharedNilLFullSharedNil

3

_ . % % % % % . % % s %
Sales forecasting 38 ° 50 I2° 89 IT - 59 25 -
‘Marketing Research ‘ 63 I2 25 56 33 II 33 59 =

.-Advertising & Promotion 75, 25 - 67 22 II 42 -50 8
Overseas Marketing 50 38 I2 45 II II 67 IT 8

‘Physical distribution 57 25 37 II 34 33 - 59 33

Packaging ' 12 88 - - = 45 22 8 59 8

i "Public Relations I2 88 - 22 61 - 26 50 8
' New prod. planning 12 88 - II 67 II 59 25 -
Pricing o5 75 - 22 67 I 59 33 8

Markefing'Staff'seleﬁ. 63 37 .- 56 44 - 67 25 8"
. . : L /" . . . i
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5. Saddik in his study of the British Textile Industry finds
. thats “

" a) Most companies have integrated marketing organizations
‘which are .compatible with a marketing orientation generally,
.b) Larger measure of responsibility by the chief‘Marketing
Executive over marketing is associatéd with highér status and
to a lesser extent with a larger siéé of'company.

The preéent'study revealed a trend amongst the examined
companies towards the integrated marketing department..ﬂlso
"the chi squ are analysis revealed that.the responsibility of
- the Chief Marketing Executive is mainly associated with his

'sfﬂus.

6.lFina11y both Saddik,and Hayhurst and Wills found that
‘a)_In the m;jority of the companies the Chief Marketing
fExecutive is at.ieaét parti& involved in most of the marketing
functiong.t
b) In the majority of companies -the Chief Marketing Executive
- is in a positiﬁn equal to Chief Production Executive.
| ‘The present findings give igimiler conclusions. (Tables
45, 47) | ‘ |

- Pinally it can be concluded that tme results of the presentf

'study agree almost w1th aXl the previous findings. This is

’

. an encoureging sign as it stresses” that the organlzatlonal
structure of most of the examined Chemical companies follows
the general trend of marketlng orlentatlon which has oeen

jdentified within the British companies from prev1ous research

studies,
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6., Attitudes éxpressed towards marketing statements

The majority of the examined companies (I9 out of the 3I,
.'or 6I%), have expressed either 'very goéd'-or tgood' attitudes
towafds the marketing statements. ;
The analysis of.the data by size- of company iﬁdicates a
- significant- relation between the -size of the company and
:_the expressed attitudes, As it Qas expected larger companies
appeared to be more marketing oriented concerning their
:.,attitudes, than smaller size companies. |
Another.identified relation concerns. the expressed
.iﬁaftitudes and the organizational status of the Chief
_‘Marketing Executive. Thus it has been establishéd thaf the
‘higher the status the better the sttitudes expressed
:'towards_marketing, and so the more marketing oriented the

. company.

| f‘inall\y the exisienc'e of awritten down marketing plan jis
_found to have a significant~relation with the attitudes
.poncéining.fhé'marketing statements., It has been found then
I'that the majority of companies with marketing plaen (I4 out
; of thelI9,For 74%), have e;pressed better views than the

- companies without ‘marketing plan.

TPhe.actual data concerning the responses to the various:

statements as well as a comparison of them with previous

" findings is given in Appendix VIL.
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Tpe present data are in accordance with Hayhurst and Wills
"results while they ﬁostly disagree with those stated by lann,
This discrepancy is more obvious in the:first and third |
statement in which Yorkshire manufacturing companies indicate
a product oriented attitude while Ch;mical companies a
marketing oriented one.(page 5 ) '

The only marked differences bét&éen fhe Chemical companies:
'and Hayhurst and Wills's sample are seen in the responses to
"statements two and five. ﬁighty four per cent of the Bfitish
‘companieé'disagree or strongly disagree that "a well made

product will sell itself", while only 64% of the Chemical

' companies take this viewpoint, This means that there is still

- a minority (26%) amongst the Chemicﬁl companies which follows
. the old concept of product orientation, Also 80% of the
'l_dhemidal companies agree or strongly agfae,that ndiversification
:_poliéies sp0u1d build on existing company resources" whereas
.~ohly 62% of ‘the British companies agree. It can be said then
that'Chemiéél companies have expressed the appropriate
'nattitude ydward the above statement since most of them are
;within théfsmallést size categorf;
Th; coﬂélusioﬁ drawn fbfm.tﬁié part of the analysis is
that most of the examined;North Eastern Chemical coﬁpanies
k 2hav§iadopted the  marketing concept and that according to this
'-criferibn can be characterised as marketing oriented.
From the comparison of the presént results with those
of Hayhurét and Wills, it has emerged thaf'Chemicalicompanies
are iﬁ agreement with the companies examined by them, This
'paint'is'interesting as the companies covered in the present

researéh were only_Bf and medium to small size, whereas



Hayhurst and Wills examined 2400 large dompanies.

Finally three relations have been established during the

above analysis:

a)
b)

6)

.

The larger the company the better the attitudes expre ssed,
The higher the status of the Chief Marketing Executive

the bvetter the attitudes expressed, and

.Companies with written-down marketing plan have expre ssed

better attitudés than the companies without marketing plan.

Definition of the term 'Marketing!'

Twenty five out of the 3I compeanies (80%) reply to the

question "what do you understand by the term 'Marketing'?

. Phe classification of these responses has as follows:

‘Table 5T Marketing definitions

Very good Good Reasonable Poor No reply

Number of _ .
companies = . 2 . 9 2 : I2 6

70

g 6 29 .. 6 39 20

The majority of the companies have -been charecterised as

‘reasonable! or 'poor' and only II out of them gave 2a

_satiSfactory Te sponse. - 0

The’ data have been subjected to chi square analysis

o :aimed at dlscoverlng ‘how far the given definitions corréspond

. with the attitudes expressed toward marketing statements or

with the size of the cqmpény, or even with the nature of its

business activity;'However no firm conclusion can be drawn

from this esnalysise.



An attempt has been made to-summarize the given responses

"'into.some groups. The following table comprises these

general headings as well as a compérison with Hayhurst and

- .wills results, wherever this was possible. However the

~ actual replies are contained in Appendix III.

Table 52 Definition of the term }M;;keting[

-_Summary of definitions

Profit maximization

Satisfaction of customer needs
profitably

Satisfaction of customef needs

: Product promotion

_Having'the right goods in the right

place at the right time at the right
price, the'4 Rs '

'Selling

‘Deve lopment, distribution and
se lling of products

Good business practice
. Market research

"Exploration of outlets for
existing and future products

" No response

As it emerges from the above compﬁrison_there is yvery little

Present
Data

%
I6

I6

3
Io

I0

I0

20

Hayhurst
& Wills

%

I9
14

I3

agreement between the results of the present study and

"those stated by Hayhurst and Wills.
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_Sixteen ﬁer cent of the eiamined companies, that is
the largest group of respondents, refered to "satisfaction
of customers needs profitably" and an additional three per
cent refered to "satisfaction of cusiohers needs", This
could be seen as an.evidence of progress of the examined
chemical companies towards the understanding of the meaning
of marketing, However the majority of the examined compenies
failed to give a satisfactory definition of the term 'marketing'.
Ten per cent of the chemical companies defined-mérketing
as "froduct promotion" while only five per cent of Hayhursf
and Wills's sample gave tﬁis definition, This could mean
that the examined companies, due to their small size,
" congider their products as separate entities and psy more

attention to them,

The conclusion drawn from this pért of the analysis is
that only 29% or 9 out:of the 31 companies'gave satisfactory
definitions of marketing which were "gatisfaction of customer
needs profitably" or the 4 Rs, or the "satisfaction of customer
.needsﬂ. The majority of the examined companies have confused
marketing with its technigues. For example, "selling" is
part of marketing but not its purpose (page 5). "Product
promotion" is a technique used in marketing, the same applies
to the "development, distribution and selling of products",Also

-ﬂmarketing research" is only a tool of marketing used for the




i

identification ol the customer's necds in order to satisfy

them., Finally "profit meximization®™ is part of

and satisfying of human needs", (page 9)

So without an undexrsbtending of the real purpose of marketing

the purpose

of marketing but within the constraint of "sensitively serving

which demands customer orientation within the firm, it is

possible that these teools may not be used effectively,
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7. SUMMARY'AND CONCLUSION

The examined companies have veen classified into two groupss
the 'very good and good' and the 'reasonable and poor' group,
'concerning the points: ‘
i,‘Esfimation of thé present situation,
f;2.-Data requiréd for establishing objectives and strategies,

- 3. Strategies adopted,

4. Existence of marketing plan,

' 5. Responsibilities of the Chief Marketing Executive,
.6, Attitudes expressed towards marketing statements, and

7. Definition of the term 'Marketing'.

. Table 53 All the results (B = 31)

Very good .& Good _ Reasonable & Poor

Number.df S 4 .Number.of %

. o companies companies

' Estimation . ". '_ 20 65 | II 35
© Data requived 22 7T 9 29
:ﬂ -Strategies adopted 21 68 10 32
_ Responsibilities . 13 42 I 58
| Attitudes R 61 I2 39
‘Marketing definition 11 35 14 45

. 'Existence of Marketing plan

~ Number of

_ companies %
Yes. . 20 65

NO, IT 735




._From the analysis of the above poinis it can be concluded
“that the majority of the examiped Chemical companies have
'.aécepted and implemented the marketing concept.

The results of an oﬁinion study by Steiner (I969),
covering: 250 Executives in 200 ofga?izat;ons can be viewed
- a§ supporting the above conclusioq. Steiner's study revealed
that aﬁongst the most important facfors rated by the ﬁ#nagers '

was “service to cusfomers", "knowledge about market", and
“Wyigor in sales organization", It was found that the re were
diffeiences in emphasis between industries and better long
'lrange'planning'in cooperating the marketing function was
 vieﬁed as of strategic importance in fhe Chemical Industry.
The analysis'aléo reVealed the following weaknesses

.. amongst the examined companies,

I, Inadequate promotion,
a) 39% gf the companies rely only on one or two promotional
methods (Table 38). | o
b) 83% of tgé companies spend less than 5% of their gross
sales revenue on promotion (Table 40),
' .¢) Most of the examined companies base their decision
concerning the amount to be spent on advertising on some

old methods such as “past sales™ or"profit" or the "same

each yéazf". (Table 41)

I2. 35% of the examined companies have no written-down

marketing plan. (Table 42),

3. The majo'ity of ‘companies were unable to give a satisfactory

definition of the term 'Marketing'.. (tables 5I, 52).
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The present sfudy has however demonstrated that most of
the examined companies are aware -of the operational needs of
: the‘marketing concept and have formed theif.activities in a
. wéy which reflécts the pattern required when accepting this

concept, ;

In addition it has been found that the acceptance of the

_:marketing concept and the application of it in operational

- ‘terms is strongly related to the' size of the company. It has

been established that largexanﬁ medium size companies are
.'ahead-in the implementation of the marketing concept than
smaller companies, concerning the followiné points:
I, Estimation of the present situation,
2, Data required for esthblishing ovbjectives and strategies,
-3, Strategies adopted,
4, Existence of written marketing plan,
5. Attitudes expressed towards merketing statemenmts, end
6. Definitions of the term 'Marketing'.
Though it could be argued that marketing concept is more

usefulltoxlarger size companies, & research coéonducted by

" Barksdale apd Darden a#d covering the opinion profile of I99
o Presidénts} 205 Marketing Directors an& I98 Educators, on the
marketing concept and its contributions,'revegled thats
fiﬁExecutives and educators agreed alm&st unanimously that the'
‘marketing concept is equaliy valid for large and small firms.

Some respondenté pointed out that there is often greater

re liance on short-run strategies in smaller companies, explaining

that problems of immediate survivael may preclude implementation

.'iOf the.éonéept._others expressed'theioﬁinion that the



-I25-
- marketing concept is more importah% for smaller firms than
larger organizations™,

Neverthe le ss the analysis revealed & trend amongs the
_smaller compenies towards the marketing orientation, since
most of them have been characterised'as being at the
'.midpoint of the_implementatioﬁ of the marketing concept.
.The chi square analysis revealed.the existence of two
" separate groups amongst the examined companies, concerning
the three first step of the analysis, (page 60). As a pasis
of distinction between those groups has been taken the

existenceé of written-down marketing plan, since the examined

" points are part of the marketing planning process.(page 34)

As it was expeéted'compénies with written'marketing plan were
either 'very good' or 'good' in analys;ng the environment, -
.collectihg information for establishing objectives and
setting strategies to meet these objectives. On the other
‘hand compaﬁies without marketing plan have found to be either
-'reasonable} 6: tpoor' concerning the above poin?s. .
| Also gohpanies with written marketing plan have expressed
better attzi.t'udes towards the narketing statements than

' éémpanieé without marketing plan.- -

- The existeﬁce of the above mentioned gfoups is more
.":fépparent-withip the.émaller size ;ompanieé. (page 86 )
Finally it is worthwhile noticing.that the above
conclusions cover only the medium and small Size Chemical

'-:dompaﬁiés of the N.,E, of Englaﬁd, since onl&'two large.

companies completed the questionnaire.
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+Instruction

" Please put a circle round the number which most closely agrees with
your answer. '

" Questions 16, 17, 18, 54, 55, 76-86 require a figure, while questions

15, 22, 37-39, 43, 47, 53, 96, 97 require a note.

1. Could.you please state the precise title of the executive with
main responsibility for marketing {Chief Marketing Executive).

Sales Director 1 \
Commercial Director 2 .
Marketing Director 3
Managing Director 4
" Sales Manager 5 .
Marketing Manager 6 )

Any other (please specify):-

2.. For which of the following functions has the Chief Marketing
" Executive full responsibility, .shared responsibility or no

- responsibility?
: .' . : - . Not
. Full Res- Shared Res- No Respon- —
s —— R appli-
ponsibility ponsibility sibility cahle
3. Sales forecasting 1 ' 2 3. 8
4. Marketing research 1 o2 3. 8
5. Advertiéipg and | .
' promotion DR | . 2 3 -8
6. Overseas Marketing 1 2 3 8
7. Pricing - ‘' S S 2 3. 8
8. Physical distribution 1 = - 2 3 8
9. Packaging I U X 3: g
10. . Public Telations 1 ’ 2 - 3 8

" 11.. Marketing staff

selection and -

training B 1. . 2. C 3 8
12, New product planning 1 2 3 .

13. ‘Does your Company have a written-down organisation chart?

Yes 1 | No 2




14,

15,

.16,

17,

18.

. 19.

20.

21,

‘22,

=I57-

In relation to the Chief Production Executive is the Chief
Marketing Executive:- E

O0f equal status? 1 Of lower status? 2 of higher status? 3

"What are the titles of the personnel report1ng d1rect1y ‘to the’
Ch1ef Marketing Executive?

How many people are employed in the marketing area?

How many of the total. employed in the market1ng area are
full-time marketing executives?

_'How many of the total employed in the market1ng area are members
of the sales force? :

S
Do any marketing executives have written-down job specifications?

Yes® 1 T No 2

: If yes, ‘is it general company poligy to have written-down job

spec1f1cat1ons for all company execut1ves?

Yesl 1 No 2

Do you break your marketing activities down
(a) according to products in your range? Yes 1
(b) according to geographic area? Yes 1 No
(c) ‘according to custbmers? ' ' Yes 1 No 2

(d) according- to any combination of the
above?

'.(e) In any other way? (Please specify) . = Yes 1 No 2

Yes 1 No 2
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Many firms use external agencies to assist them in carrying out a
. part or all of a number of marketing activities. Will you please
.say whether you use external agencies either partly or entirely in

respect of the functions listed:- -

Od§§§§%%£11y Entirely Not:used a g%E}iate
23.  Display/Pack Design 'l 1 2 : 3 -9
24. Advertising I 2. .3 9
25, Mafketing Research o 1 2- 3 , 9
26." Public Relations - - 1 2 . 39
- 27. Tfansport 6f finished -~ ' ] | - - :
: ~ goods . o1 2 3 9
28. Sales operation 1 | 2 3 : .9
29, Customer'cre&it | 1 2 | 3 9

'30,1 Has the Chief Marketing Executive ever attended any educational
' courses in marketing either before or after joining your company?

Yes 1 No 2

Which of these methods of promotion do you employ to sell your products?
(For all promotional methods used, we should be grateful if you could
indicate the approximate proportion of the promotional budget that each
represents). % L :
' ' + % of Total
Promotion

' ' ", Used " Not used
.'31; Personal selling

. 32. Above the line advertising
33. Below the line advertising
34, Direct mail '

35. Exhibitions

36. Public relations
' Any other (please specify):-

P S T T o T
N N N NN NN

37.
38,
39, | Y
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'40..-Apprbximate1y what proportion of gross sales revenue did your total
~ promotional expenditure represent in the last financial year?

" Under 1% 1 1%-2.9% 2
3%-4.9% 3 5%-10% © 4

Over 10% 5

-_41;2 On what basis do you determine the amount to be spent on advertising?

-

_Percentage of past sales 1
Percentage of expected sales
- Percentage of profit '
© Other (please specify)

' 42. On what basis do you generally fix your prices?

"Cost plus" . . : 1
"Cost plus" modified:by.market'-

- conditions 2 .
Market conditions ' 3

Any other (please specify):-

43, What are the major factors considered in selecting the channels
.of distribution you use? : -

44, “Which of the following distribution channels do you use?

Wholesalers:- 1
Retailers 2
Direct to users 3
Agents/Brokers_' 4
Other 7
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45, For what periods ahead does your company develop forecasts for
Itotal company sales? . .

Less than one year

1 year and less than 3 years

3 years and less than 5 years
S years and less than 10 years

(7. T S TR S

10 years and over

46. Does your company have written~down marketing plans?
' Yes 1 No 2

(If &es) For what periods?
. ~ Less than one year
i year and less than 3 years
3 years and less than 5 years
5 years and less than 10 years

LA - 7 I S .

10 years and over

47. What are the principal headings of your current marketing plan?

48, Wh1ch senior executives participate in the preparat1on of your
market1ng plans?

‘Chief Executive
Chief Marketing Executive

Chief Production Executive 3
- Head of Research and Develop- -
. ment __4 :
" Chief Finance Executive ' 5

" Others (please specify):-




49.

' 50,

51.

52..

53. .

54.

U85,
' - geographical area?
" (If yes). What percentage of your new products are tested in this

-I41-

Do you ever carry out any marketing research activities?
Yes 1 No 2

(If no, please proceed to question 89).

- (If yes). Does anyone in the company have full-time responsibility

for marketing research? .

Yes 1 ~ No 2

-

(If yes). What is his/her precise job title?

(1f no, proceed to question 53)

* Market Research Manager
Market Research Officer 2
Any other (please specify):-

Does he/she have a written-down job specification?
' Yes 1 No 2 '

How long has: the company had someone respon51b1e for marketlng
research on a full-time basis? ' :

FEess than one year
1 year and less than 3
3 years and less than S

5 years and less than 10

i & NN

10- years and over
To whom is the senior marketing.researcher responsible in your

company?

What was the total cost .of marketing research act1v1t1es in your
last financial year?

Have you ever tested new products by marketing them in.a restricted

way? o -
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" Which of the following marketing research activities were carried out
. either.by your own personnel or an external agency during 19727

Not  Internal External Both

I“$6.' Studies of acceptability and

potential of new products 1 2 3 4
" 57.. Studies of present products o
' . versus competition - 1 2. 3 4
'58. Packaging research and ; L - ,
design . 1 T2 3 "4
59. Research on competitor's _
- products 1 2 3 . 4
60.  Product testing, blind .
product tests 1 -2 3 4
61. Assessment of market potential 1 - T2 .3 4
62. . Determinatibn of market _
characteristics 1 -2 3 4
63. Market share analysis f B | 2 3 4

64. Studies of market changes
(geographic, age-distribution,

“etc.) - 1 2 . 3 4

 65. Sales analysis 1 2 3 4
66. Establishment of sales quotas 1 2 3 4
67. Establishment of sales ]

"~ - territories K 1 -2 3 4
68. Studics of effectiveness :

- of methods of paying salesmen. 1 2 3 4

- 69. Analysis-of effectiveness of ‘

' channels of distribution o1 2 -3 4
70. Distribution cost studies 1 2 3 4
71. Test marketing -. _ 1 2 .3 4

" 72. Retail audits 1 2 -3 4
73. Measuring effectiveness of

special offers 1 2 3 4
74, Copy research 1 2 3 4
4

75.. Media studies ' 1 2 3

¥
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What proportion of your total marketing research expenditure went on
specific areas of marketing activity last year?

'-'__76. Product = s

7;77."Ma¥ket p | 5
78. Sales including distribution | % :' |
79. Advertisiﬁg and promotion | %
80. Otheré ' % -

We have examined your marketing research activities in terms of the .
data they generate. '
~ Could you now please, describe the most important techniques you use in
terms of expenditure on each as a proportion of your total research
expenditure? :

81. Qﬁalitative Research = . %
82, - Trade/Retail Audi;s !

k :83; Customer Panels f' %
84, Continuous Surveys “l' %
-85. - Ad hoc SurQeys L

| 86.. Experimehtation %

Others (please specify):«

- 87, - - R

Below are a number of statements which'have been made about some

aspects of business activity. : _
Please indicate the extent to‘which you agree or disagree with each

" statement by circling the appropriate response.' A space is provided - .
for any comments you may wish to make: : .

'89. "The marketing man's job is simply to sell what the works produce'.

Strongly égree . (1)
Agree ) - (2)
Undecided -3
Disagree ' (4)
Strongly disagree . (5

- Further comment:
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' 90. "Our main task is to increase sales volume. Profits will follow
" naturally". _ : .

~ Strongly agree (1}':
" Agree | (2)
Undecided - (3)
Disagree , (4)
Stfongly disagfee. . (5)
Further comment: . : Sk

91.. "A well made product will sell itself".

Strongly agree - (1) -
Agree (2)
Undecided ' - (3)
‘Disagree - B (4)
Strongly disagree ;  (5)

" Further comment:

92. "Furﬁher increases in profitabiiity will be attained mainly by
- more efficient production®.

Strongly agree ' (1
- Agree (2)
‘Undecided . ‘;,.(3)
Disagree _ - (4)

Strongly disagree . (8

. Further comment:_
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'93. "Diversification policies should build on existing company

-resources'.

Strongly agreé ' (1)

.~ Agree ' ' (2) ) [
Undecided - (3) : \

_ Disagree . ' (4) ‘
Strongly disaﬁree I ~(5)

- Further comment:

- 94,

8s.

"Provided we succeed in selling a planned level of production, we
should not be too concerned with trends in the total market".

Strongly agree (1)
"Agree | ) : (2)
Undecided ¢ )
Disagree . L W
Strongly dis@gree (5)

'Further comment:

' In our type of business we know the market too well to need

marketing research".

Strongly agree ‘ (1)
Agree o (2)
Undecided ' (3)
‘Disagree 5 (4)

Strongly disagree ' (5)

Further comment:
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96, What do- you understand by the term imarketing?"

97. ' What implications do you think developments in marketing will
. haxe for the way you organize your activities in the next 10
to 15 years?

CLASSIFICATION DATA

L98."$iie in terms of total number of people employed.

Up to 249

250-499 people

500-999 people

1,000-2,999 people

3,000-4,999 people
5,000 and over

AUV H NN+

99. Size in terms of Gross Sales Revnue during last financial year.

Below £1 m. . 1
_ £1 m.-4.9 m. '

£5 m.-9.9 m. 3

£10 m.-24.9 m.

£25 m.-49.9 m.

£50 m. or over

AN HLWNUN

100.. Nature of business activity

Manufacture of Consumer Products 1
Manufacture of Industrial Products 2
Distribution 3
Services ' ) 4

THANK YOU FOR YOUR HELP

/ -+ . " ALICE MYRIANTHIS,
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APPERDIX II

THE LETTER



POSTGRADUATE STUDEN

. AJ ;%)_j\/

DURHAM UNIVERSITY BUSINESS SCHOOL

30 Old Efvet Durbham 'ﬂ'éﬂegmﬁmme 5266 Extension |

Vo : _ .~ 22nd June 1973
. Dear Sir,

I am undeftaking research into those Companies in North East England
which are part of the "Chemical Industry"*. : .

The objective of the research is to enquire into the state of
" Marketing in the industry. :

~ I am seeking your assistance by asking if you will cooperate with
this work by studying the enclosed questionnaire and in response to each question
putting a ring round the number which most closely corresponds with your answer.
In a few questions you are asked to put a figure. C ’

As you will see,the questionnaire is confidentiale "Your reply does
‘not give your name. The only general indication of your Company is via the
‘Classification data:numbers employed,gross sales revenue,nature of business
activity. This cannot be translated into Company identity. -

‘I recognise ‘that there are many questions and that this will take up
"some of your valuable time. However,I am sure you will recognise that the
-results of this work could have an important bearing upon the development of. -
-organisations in the chemical industry and I therefore seek your assistance.
In return I will make available to you a copy of my analysis and conclusions
. based on the evidence obtained.

\
]

H_I enclosela‘stamped and addressed envelope for your reply. -

N

Yours faithfully,

Mrs oA.MaMyTla-nthls .

# "Chemical Industry" as defined by the Department of Trade & Ifidustry Standard
Industrial Classification No.271:279 . '

General Chemicals _ Dyestuffs & Pigments

Inorganic chemicals (including inorganic gasses) Fertilizers

Organic chemicals (including organic gases) , Polishes

Other chemicals - ' ' - . Pormulated adhesives
Pharmaceutical Chemicals & Preparations : - Explosives,fireworks
Toilet Preparations ' : , Formulated pesticieds
Paint ' Printing ink

Soap & Detergents : : _ Surgical bandages
. SynthetiF Resins & P;astic Materlals_& Synfheth Bybber Photographic chemical matera.
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DEFINITIONS OF MARKETING BY

MARKETING EXECUTIVES

—
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i

Responses to questions "What de you understane by the term

'marketing' ? '

I, The overall function of advising ﬁow,to develop,
distribute, and sell a product or service..

2, Selecting those consumer needs or wants we are'prepared
40 satisfy because of their profitability to tﬂe company,

3, Creation of a product to fill a feed in the. market place

at a price compatible with the need but m&ximieing
- profitability to the manufacturers.

4, Making maximum profit from the bﬁsiﬁess.

SQ Offering of goods or services to'a_potential or established

market and supfling the most suitable product/%ervice for
-.that market at a profit.

" 6, Marketing services aie en aid to Sales/Technical personnel
in promoting products. |

" Te. To supplyla producf/service for which there is a demand,

ever thougﬁ the demand may be latent, and present it in a

 menner which achieves sales-and satisfies the demand.’

8- Everything that is not concerned w1th,productlon and
: finance, It 1ncludes elements of R. & Doy d1st1but10n, mone y
- collection etc.

9, The balaﬁcing of the.cempany's needs to sell, with the
e'eustomers' needs to buy,,a;d the manipulation of all aspedts
' of these needs to make the most effective use of the

eompany's.resources and so bring about its objectives of

wﬁich the major.oﬁe is usually profit.

I0. Ieeﬁtifying market sizes growth and trends,
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i)

II. The provision of good quality products to meet customer
~demand - at the right pricé - available at the right time - and
._providing a reasbnable/@ood prbfit return-to the supplier/
_mahufacturer. To sﬁch.products must be added a proportion

"-whichlare designed to‘innovate new methods/%echniques.“In

other words, products to develop for the next generation of sale

‘ I2, Using the assets, skills etc.'ofjthe'company to achieve |

maximum profitability and create & sound basé-.and market'growth

in the areas of business, to achieve these targets.

I3, What the market products are, both existing and potential,

 what the compeny podition is in relation to the narket, end

the way in which the company sales are to be promoted in oidér

to realise the meximum profit for the company.

:'I4 The co-ordination of all activities involved in the

| profitable operation of existing products, and the 1aunching
"of new products to cover researched gaps in the market,
"15. Supplylng the needs of our chosen markei in order to

maximize our share ‘and maintain our budgeted percentage of

-profit.

. 16, Full scale of selling from wholesale accouhts down to

small shopkeepers.
.:I7. De fining a product demand and then obtainiﬁg a product
to fulfil that demand profitably. L o
© 18, Getting the right proauct to the right place at thq'right

- time;at the right price, st the tight profit.

I9, Sales and dlstrlbutlon.

20, Determlnlng a customers requirement and meeting that

' requirement.
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2I, Good business practice

22, Essehfiéliy the planniﬁg of capacit} sales level and
_ price; to aéhieve.most satisfactory profit and growth situation;
"23. Exploration of possible outlets for existing products, .
Ekploration of possible outlets for future producés.- ‘

Study of economic distribution etc.

24, Knowing your customers and makithsuré that non can supply

-. the'right product at the right price worthly.
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APPENDIX IV -

COMPANIES INCLUDING

' IN. THE CHEMICAL INDUSTRY
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The Chemical Industry according to the Department of Trad€

end Industry Standard Industrial Classification, (No. 27I-279)

includes the following companies:

. . I.'-

2,
3
a4

 5.
.

-

Ceneral Chemicals: ' -t

‘a, Inorganic chemicals (including inorganic gasses)

b, Organic chemicals (iné¢luding organic gasses)

‘c. Other chemicals
Pharmaceutical Chemicals and Preparations.,
Toilei Preparations,
Paint,
Soap and Detergents.f

Synthetic Resins and Plastic materials and

7.Dyestuffs and Pigment s.

8.
. 9°
 ?10.
II.
I2,
13,
14,

15,

Fertili%ers.

Polishes.,

Formu lated Adhesives.
Explosives, Fireworks.
Formﬁlatéd pesticides.
Printing ink,

Surgical bandages.

Photographic Chemical material,

Synthetic Rubber,




APPENDIX V

SCALE USED DURING -

THE ANALYSIS




I.Estimation of the preéent situation
2.Data required for establishing objectives and strategies

3, Strategies adopted

Scales
'VYery good' -z response to 4 or more qyestions
" 'Good! s'reSponse to 3 questions

'Reasonable': response to 2 questions

'Poor! response to I question,

" " 4,Responsibilities of the Chief Marketing Executive

| Scale:
- Full responsibility :-;2 points

_ Shared responsibility : I point

'Very good'\ :. 7 full I7 - 20 points

" 1Good! ‘5.6 full  I4 - I6 points

“.3-4 full  I2 - I4 points

' 'Reasonable?,
_ _ X

. 'poor! %_'} 2 full o}

I2 points

5.Attitudes towards marketing, statements

Scale for statements 1,2,3,4,6,7.

_Strongly-agré& . ¢+ I point
Agrée\ ==2 pointé
.Undecided :+ 3 points

g Disagree : 4 points -

Strongly disagree g 5 points




‘Scale for statement

Strongly agree : 5 poihts
Agree : 4 points
- Undecided : 3 points
- Disagree ;.2 points
Strongly diség¥ee s+ I point ' C -
- 1Very good' ", 30 - 35 points
'Good! : 25 ; 30 points
' 'Reaéonaﬁlef":.20 - 25 points
'Poor! ,_- :. 0 - 20 poinfs
/
A



APPENDIX VI

RELATIONS EXAMINED BY

' GHI SQUARE ANALYSIS .:
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COI SQUARE TESTS

I. Estimation of the/ Data requiied for establishing
- present situation objectives and strategies

a) Medium and Large compenies.

~-Very good Reasonable

& Good . & -Poor’
Very good . - I2 I I3
& Good
Re asonable - 0 _ I oI
& Poor
I2 2 I4
5 14 ( I2-o)2 2,0I6 - ,
X = = - 6.46 P - significent”

 I3xIx2xI2 T 312

" - b) Small csmpanies

S 3 _ Very good ‘Reasonable
' ' & Good & Poor
Very good T . 2 9
- & Good : '
'Re asonable ' I 7 1 8
-& ‘Poor
8 9 It

17 (49-2)% 37,553,

. X¢ = = - T.24 P = significantt
. 8%x 9° 5, 1684 -
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2, Esfimatiqn of the / Strategies adopted
" present situation

a) Medium and Large companies

10x7xT0x 8

" Vexry Good Reasonable
‘& _Good & _Poor
" Very Good I2 R I3
& Good
Reasonable 0 I I
& Poor
I2 2 I4
i T4 (12-0)2 . 2,016 . )
X = = -=.6 +46 P - significants
I3xIx2xI2 512 :
b) Small companies
Very good Reasonable
& Good & Poor
. Very good 8 "2 10
&-Goqd \
Re asonable 0 7 7
& Poor
8 Io I7
o 562 diurs
X2 2B _53,.,51_2 . 9.52 P - significants
B 5,600
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3, Data required for establishment / Strategies adopted
objectives and strategies

" a) Large and Medium companies

Very good Reasonable ' ,
. & Good & Poor
Very good II , I I2
& Good ' M ’ '
Reasonable I - I 2
& Poor
I2 2 I4
o, T4 (11-1)2 I,400. L
X° = 5 = = 2,43 P - significant:
. 122x 2% 576

b) Small companies

Very good Reasonable
& Good & Poor
Ve%y good 9 I I0
& Good
Reasonable .0 7 7
& Poor '
9 ] 8 I7

, 17 (63-0)2 67,473
X = =

~ TTox7x8x9 5,040

- I3.38 P = significant-
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4, Responsibilities of the
Chief Marketing Executive

a) Large and Kedium companies

/ Status of the Chief Marketing
Executive

Very good Reaconable
‘& - Good. & Poor
- Higher 4 8 I2
i & Equal
Lower 0 2 2
4 I0 14
14 (8-0)2 896 |
x2 = = -] 0093 P - NeSe
I2x2x10x4 960
b) Small companies
Very good Reasonable
& Good & Poor
Higher 9 . 5 I4
& Equal
Lower 0’ 2 2
9 7 I6
2 4 .
16 (18-0) 5,18 o _
x2 - = - - 20,93 P = significanis
I4x2xTx9 I,764
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5. Responsibilities of the
Chief Narketing Executive

a) Large and Medium companies

/ Attitudes expressed towvards
marketing statements

Very good Regsonable
& Good & Poor
Very good - 3 8 1I
& Good : : .
. Reasonable ‘I 2 3
"& Poor
4 10 14
5 I4 (6-8) 56
x - - : - 0.04 P 2 No S,
' IIx3xI0x4 1320 . '
'_'b) Small companies
Very good Reasonable
& Good - & Poor
Very good 6 2 8
. & Good
Reasonable 3 6 9
&_Poor
.9 8 I7
12
Y 17 (36-6) 1,700 R
) S 0 = - 2,95 P - significants
8 9 _576 ' -
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6..Attitudes.expressed toward/ Marketing definition

marketing. statements .

a) Large and Medium companies

5x8xTx6 1,680

Very good Re asonable
& Good & Poor
Very good 4 I 5
& Good ' :
Reasonable - 5 0 5
‘& Poor
9 I 10
5 .
5 10 (0-5) 250
x 1 - = ::"I.I . P = g Se
5x5x9x1 225 | :
;‘_b) Small companies
. Very good Reasonable
N & Good & -Poor
Very good . 3-‘- "2 5
& Good :
.~ Reasonable 37 5 8
-~ & Poor
6 7 ,13
° . . ‘ 2 .
., I3 (I5-6) I,053 |
X = = =. 0.63 P = n,.S.
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7. Existence of written / Estimation of the present

marketing plan

a) Large and ¥edium companies

situation -

Very good Re asonable
. & Good & Poor
Yes I0 2 I2
No 0 2 2
I0 4 I4
X" 2= = = 5.83 P = significant’
I2x2x4xI0 . 960 '
b) Smgll companies
. Very good Reasonable
\ & Good & Poor
“Yes T 2 9
No , )
I T 8
8 9 I7
17 (49-2)% 37,553 -
X° = - = - 7,24 P o significant.

92x 8° 5,184
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8, Existence of marketing / Data required for establishing
objectives and strategies

plan -

a) Large and Medium companies

Very good

Reasonéble

‘& Good & Poor
Yes IT . I 12
No .
I I 2
I2 2 I4‘
14 (II-1)2 1,400
x° - - = 2,43 P o significant.
12%x 22 576
b) Small companies
: Very good Re asonable
& Good & Poor
Yes 7 I 8
No
' 2 7 9
9 8 I7
17 (49;2)2 37,553 - :
x2 - - = 7.24 P = significants
- 82x 92 5!I84 '




9. Existence of written / Strategies adopted

marketing plan

-I67~

a) Large and Medium companies

Very good Re.asonable
- & Good _& Poor
Yes I0 I IT
Yo I I 2
II 2 I3
- 13 {I0:1)®2 1,053 .
X2 = — = = 2,17 P = significant’
' IIx 2 484 : :
b) Small companies
Very good Reasonable
' & Good & Poor
‘Yes 7. I 8
No 3 6 9
10 7 17
2
17 (42 -3 25,857 y )
X2 = ! (' ) = _——l————:' 5,13 P = significant(.
8x9xTxI0 5,040 '
/
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-’

- I0., Existence of written / Attitudes expressed towards

marketing plan narketing statements

a) Large and Medium companies

Very good _ Reasonable
& Good & Poor
Yes 9 3 I2
No 2 | 0 2
IT 3 T4

14 (0-3)2 126

x2 - - :.“0015 P = 1,8,

I2x2x3xII 792

b) Small companies

\ Very good Reasonable
E_ & Good & Poor
Yos 6 . : 2 8
Yo 2 7 9
8 9 17

2 :
-4 24,548
x2_= 17 (42-4) = 2 = 4,75 - P o significant:

82x 92 5,184
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II, Existence of written / Marketing definition

marketing plan

a) Large and Medium companies

Very good Reasonable
- & Good & Poor
Yos 6 5 II
No I I 2
7 6 I3
L, 13.(6-5)2 I3 .
X© = = = 0.0I4 P = n.s,
IIx2x6x7 - 924 :
b) Small éompanies
Very good Reasonable
' & Good & Poor
"Yes ' 4 2 6
No 2’ 5 7
6 7 I3
13 (20-4)% 3,328
x2 - = = I,88 P = n.s.
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I2, Existence of written / Size of company .

marketing plan

All the companies

-;g;ge & Medium ,\ Small
Yes . I2 ) 8 20
No ' 2 9 I1
14 . IT 31
, . 3T (12x9 - 2x8)% 262,384 o
X = - = —= 5.0 P = significantd
' 20xIIxI7x14 52,360

I3, Attitudes expressed towards / Size of compﬁny

merketing statements

._All the companies

\
\

Small

Large & Mediunm
Very good - | - IT ' 8 I9
3 -& Good : :
. Reasonable | 3 9 12 '
& Poor .
14 1 I7 31 i

174,375
54,264

31 (99-24)2

- = 3.21
T9xI2xITxI4

P ~cignificanty
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I4, Attitudes expressed towards / Status of the Chief Harketing
marketing statemnts Executive .

a) Large and Medium companies

Very good Re.asonable
- & Good & Poor
- Higher | 10 .2 I2
& Equal | : :
Lower I - I 2
II 3 14
v 2 :
2 14 (10-2) 896
Xt 2 = e I.I3 P = NoS...
' . I2x2x3xII 792 :
b) Small companies
Very good " Regsonable
\ & Good & Poor
Higher 9 6 15
& Equal . :
Lower d 2 2
9 8 I7
2
18-0 08 .
-x2 = 1 ) = ki = 2,55 P = significants
' I5x2x8x9 2,160
/
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APPENDIX VII

-

RESPONSES TO MARKETING STATEMENTS

BY MARKETING EXECUTIVES
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Table I Attitudes to the statement:"The marketing man's job

is simply to sell what the wgrks produce "

Response to sfatemenf
Strongly agree

Agree

Undecided

Diéégree

Strongly disagree

No response

Present data

%

Io

39
45

Hayhurst
& Wills . Mann
% i
I I8
8 45
I 6
31 -23
55 - 8
4 -

Table 2 Attitudes to the statement:" A well made product

Response to. statement
Strongly aé;ég
. Agree Y
IUhdecided
_J'Disagreef
.'Strongly disagree

No response .

will sell itself"

Present data
%
3
23
1
32.
52

Hayhurst
& Wills Mann
% %
I 3
I0 54
2 3
61 93
23 7
4 -
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Table 3 Attitudes to the stateméent:"Further increases in'

_n;ofitability will be attained mainly by more

'Response to statement

Strongly agree
Agree.

Undecided
" Disagree

Sfrongly disagree .

. No response

efficient production"

- Present data

%
10
29
16
22

22

Haynhurst

& Wills

%
4
30
7
41

I2

Hann

%
54

- 5T

Io

Pable 4 Attitudes to the statement:"Our main task is to

Profits will follow natursally

increase sales volume,

\
\

Response to statement
- 8trongly agree .

Agree

- Undecided

‘Disagree
"Strongly disagree

" No response

.Present dat a

%

1
I6

32
42

Eayhurst
& Wills

»
3

14
4
43
33

J
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Table 5 Attitudes to the statement:"Diversification policies

should build on.existing company resources"

Hayhurst

Present data & Wills
_Response to the statément ' % . %4
Strongly agree _ - 6 : 5
Agree _ 74 57

Undecided : , . 3 : . I3
. Disagree 6 17
'Strbngly disagree' . - 2
No response o ‘ 10 6

- Table 6 Attitudes to the statement:"Provided we succed in

seiling a planned level of production, we should not

be too concerned with trends in the total market" .

. Hayhurst
ﬁ : Present data & Wills
Response %olthe statement % o % |
- strongly agree i o .3 -
" Agree _ ' ’ 3 | 4 :
:'Undegided S . - 3
Disagree .. ;: 61 | & 55
Strongly disagree - : 26 _ 34
. Coe )

No response | . T
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Table 7 Attitudes to the statement:"In our type of business

we know the market too well to need marketingz research":

Hayhurst -
Present. data - & Wills
Response to the statément %-' A
Strongly agree _ - 6 : -
Agree | . I0 | 8
Undecided (VI 7
Disagree 55 ' 52
Strongly disagree 13 29

No response 6 . 4



