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ABSTRACT 

The p r e s e n t w o r k i s p r i m a r i l y d e a l i n g w i t h t h e r e s u l t s 

o f a s u r v e y c a r r i e d o u t i n t h e C h e m i c a l I n d u s t r y o f t h e N o r t h 

E a s t o f E n g l a n d . The m a i n o b j e c t o f t h e s t u d y was t o a s s e s s 

t h e e x t e n t t o w h i c h m a r k e t i n g c o n c e p t has been a c c e p t e d and 

i m p l e m e n t e d b y t h i s I n d u s t r y , 

The e x a m i n a t i o n o f t h e c o m p a n i e s was b a s e d on d a t a 
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2 . D a t a r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s 

3 . S t r a t e g i e s a d o p t e d . / 

4. E x i s t e n c e o f w r i t t e n M a r k e t i n g P l a n . 

5. O r g a n i z a t i o n o f t h e M a r k e t i n g D e p a r t m e n t , 

6. A t t i t u d e s e x p r e s s e d t o w a r d s m a r k e t i n g s t a t e m e n t s , 

\ 

7. D e f i n i t i o n o f t h e t e r m " M a r k e t i n g " . 
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INTRODUCTION 

S i n c e W o r l d w a r I I , a new management p h i l o s o p h y h a s 

e m e r g e d , t h e mos t p o p u l a r name o f w h i c h i s t h e " m a r k e t i n g 

c o n c e p t " . The o b j e c t i v e o f t h i s p h i l o s o p h y i s t h e i n t e g r a t i o n 

a n d c o o r d i n a t i o n o f a l l m a r k e t i n g a c t i v i t i e s , i n a s s o c i a t i o n 

w i t h a l l o t h e r b u s i n e s s f u n c t i o n s , f o r t h e p u r p o s e o f 

m a x i m i z i n g l o n g - t e r m p r p f i t s a n d s a t i s f y i n g c o n s u m e r needs a n d 
• 

v a n t s . 

Some o f t h e b a s i c e l e m e n t s o f t h e v a r i o u s d e f i n i t i o n s 

g i v e n t o m a r k e t i n g c o n c e p t , a r e as f o l l o w s t 

I ) C u s t o m e r o r i e n t a t i o n , 2 ) i n t e g r a t i o n o f a l l e l e m e n t s o f ' 

t h e m a r k e t i n g m i x , 3 ) more e m p h a s i s o n t h e r e s e a r c h , I n n o v a t i o n , 

a n d p l a n n i n g f u n c t i o n s * 

Some o f t h e above e l e m e n t s a r e n o t n e w , t h e y have b e e n 

s u g g e s t e d a n d d i s c u s s e d e a r l i e r i n t h e c e n t u r y . What i s new, 

i s t h e a r r a n g e m e n t o f t h e s e 1 die as a n d c o n c e p t s u n d e r a s i n g l e 

h e a d i n g a n d t h e f o r m a t i o n o f a n i n t e g r a t e d management 

p h i l o s o p h y - t h a t I s t h e " m a r k e t i n g c o n c e p t " . 

S i n c e t h e n a p l e t h o r a o f a r t i c l e s have b e e n p u b l i s h e d , 

a n d many a p e c t s o f m a r k e t i n g have been d e v e l o p e d . I t ha s b e e n 

d e f i n e d a s a w a y o f b u s i n e s s l i f e , a f u n d a m e n t a l o f b u s i n e s s , 

o r a b a s i c n e c e s s i t y f o r r u n n i n g a s u c c e s s f u l b u s i n e s s 

r e g a r d l e s s o f s i z e , t y p e o f I n d u s t r y o r a n y o t h e r c l a s s l f i c a t o r y 

d i m e n s i o n . "The m a r k e t i n g v i e w " , s a y s D r u c k e r ( 1 9 6 I ) , " . . . p u t s 

I n i t s c e n t r e t h e u n i q u e a n d s p e c i f i c p u r p o s e o f b u s i n e s s 

e n t e r p r i s e , t h e p u r p o s e o f e c o n o m i c p e r f o r m a n c e " . 

H o w e v e r , d e s p i t e t h e r a p i d d e v e l o p m e n t o f t h e m a r k e t i n g 

c o n c e p t a s a new p h i l o s o p h y , a n d t h e w i d e l y a c k n o w l e d g e d 
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v a l i d i t y a n d u n i v e r s a l i m p o r t a n c e o f a d o p t i n g t h i s new 

p h i l o s o p h y , the re a r e s t i l l many b u s i n e s s e s t h a t a r e p r i m a r i l y 

p r o d u c t o r p r o c e s s - o r i e n t e d r a t h e r t h a n m a r k e t - o r i e n t e d . A l s o , 

t h e r e i s a l a c k o f s u f f i c i e n t e m p i r i c a l e v i d e n c e o n how f a r 

t h e m a r k e t i n g c o n c e p t i s a c c e p t e d a n d i m p l e m e n t e d i n v a r i o u s 

s e c t i o n s o f B r i t i s h I n d u s t r i e s . 

The p r e s e n t s t u d y i s s p e c i f i c a l l y c o n f i n e d t o t h e 

i n v e s t i g a t i o n o f t h e s i t u a t i o n i n t h e C h e m i c a l c o m p a n i e s o f 

t h e N o r t h E a s t o f E n g l a n d , a n d a t t e m p t s t o t h r o w some l i g h t 

o n t h e m a r k e t i n g s t a t u s o f t h i s i n d u s t r y , a n d t o h i g h l i g h t t h e 

p o s s i b l e d i f f e r e n c e s b e t w e e n c o m p a n i e s o f d i f f e r e n t s i z e . 

A 

\ • • 
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I . THOUGHTS ON MARKETING 

V 

I . I . What i s M a r k e t i n g ' 

M a r k e t i n g h a s b e e n d e f i n e d b y one p e r s o n o r a n o t h e r as a 

b u s i n e s s a c t i v i t y ; as • a g r o u p o f r e l a t e d b u s i n e ss a c t i v i t i e s ; 

as a t r a d e p h e n o m e n o n ; as a f r a m e o f m i n d ; as a c o o r d i n a t i v e , 

i n t e g r a t i v e f u n c t i o n i n p o l i c y m a k i n g ; as a, sense o f b u s i n e s s 

• p u r p o s e ; as an e c o n o m i c p r o c e s s ; as a s t r u c t u r e o f i n s t i t u t i o n s ; 

as t h e p r o c e s s o f e x c h a n g i n g o r t r a n s f e r i n g o v / n e r s h i p o f 

p r o d u c t s ; as a p r o c e s s o f c o n c e n t r a t i o n , e q u a l i z a t i o n and 

d i s p e r s i o n ; as t h e c r e a t i o n o f t i m e , p l a c e and p o s l s e s s i o n 

u t i l i t i e s ; as a . p r o c e s s o f demand and s u p p l y ' a d J u s t me n t ; and 

as many o t h e r t h i n g s . ( M a r k e t i n g S t a f f o f t h e O h i o S t a t e 

U n i v e r s i t y , I965) . 

I n p a r t i c u l a r , F e l t o n i n 1959 d e f i n e d as "a c o r p o r a t e . 

s t a t e o f m i n d t h a t i n s i s t s on t h e i n t e g r a t i o n and c o o r d i n a t i o n 

• o f a l l m a r k e t i n g f u n c t i o n s w h i c h , i n t u r n , are m e l t e d w i t h 

. a l l o t h e r c o r p o r a t e f u n c t i o n s , f o r t h e b a s i c o b j e c t i v e o f 

p r o d u c i n g maximum l o n g - r a n g e c o r p o r a t e p r o f i t s " . M c C a r t h y as 

" t h e p e r f o r m a n c e o f b u s i n e s s a c t i v i t i e s t h a t d i r e c t t h e f l o w 

o f g o o d s and s e r v i c e s f r o m p r o d u c e r t o consumer o r u s e r , i n 

o r d e r t o s a t i s f y c u s t o m e r s and. a c o r a p l i s h t h e f i r m ' s o b j e c t i v e s " . . 

K o t l e r (1972a) a s t h e " s e t o f human a c t i v i t i e s d i r e c t e d a t 

f a c i l i t a t i n g and c o n s u r a a t i n g exchanges '^ ' and JSazur as " t h e 

d e l i v e r y o f a s t a n d a r d o f l i v i n g t o s o c i e t y " . 

What t h e above s t a t e m e n t s t e s t i f y i s t h a t t h e r e i s no . 

u n i v e r s a l a g r e e m e n t on w h a t m a r k e t i n g i s . Each o f t h e c o n c e p t s 

may be a p p r o p r i a t e f o r a g i v e n p e r s o n , a t a g i v e n t i m e , when 

• / 
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e x a m i n i n g m a r k e t i n g p r o b l e m s f r o m a g i v & n p o i n t o f v i e v / . 

H o w e v e r i n I 9 6 5 , t h e M a r k e t i n g S t a f f o f t h e O h i o 

U n i v e r s i t y , i n o r d e r t o r e e x a m i n e and c l a r i f y t h e n a t u r e and 

p u r p o s e o f m a r k e t i n g , f o r m u l a t e d t h e f o l l o w i n g d e f i n i t i o n s 

" M a r k e t i n g i s t h e p r o c e s s i n a s \ D c i e t y , b y w h i c h t h e demand 

s t r u c t u r e f o r e c o n o m i c g o o d s and s e r v i c e s i s a n t i c i p a t e d o r 

e n l a r g e d and s a t i s f i e d t h r o u g h t h e c o n c e p t i o n , p r o m o t i o n , 

e x c h a n g e and p h y s i c a l d i s t r i b u t i o n o f s u c h g o o d s and s e r v i c e s " . 

The b e s t way t o u n d e r s t a n d t h e c o m p l i c a t e d n a t u r e o f 

m a r k e t i n g , i s t o d e s c r i b e and e x a m i n e e a c h o f t h e a c t i v i t i e s 

i t c o v e r s , i n t u r n , as P o s t e r d i d , ( 1972a) , He d e s c r i b e d , 

m a r k e t i n g as t h e "management f u n c t i o n t h a t e m b r a c e s a l l t h e 

c o m m e r c i a l a c t i v i t i e s o f ' a company and t h r o u g h t h e use o f 
I 

m a r k e t i n g r e s e a r c h , s t a t i s t i c a l m e t h o d s f o r m e a s u r i n g demand 

and m a r k e t m o d e l s , i d e n t i f i e s , a s s e s s e s and a t t e m p t s t o 

s a t i s f y c u s t o m e r s r e q u i r e m e n t s t o a c h i e v e g r o w t h and o p t i m u m 
\ 

p r o f i t and s a l e s b o t h i n t h e s h o r t t e r m and o v e r t h e l o n g e s t 
1 

p o s s i b l e p e r i o d o f t i m e . I t s e e k s t o s e c u r e t h e l o n g - t e r m 

s u r v i v a l o f an e n t e r p r i s e b y a c h i e v i n g a b a l a n c e b e t w e e n i t s 

p r o f i t - m a k i n g r e s p o n s i b i l i t i e s t o t h e company and t h e c o m p a n y ' s 
I . . . 

l e g a l and s o c i a l r e s p o n s i b i l i t i e s t o i t s c u s t o m e r s and 

s o c i e t y a t l a r g e . I t s o p e r a t i o n s s h o u l d be. m o d i f i e d by 

c o n s i d e r a t i o n o f t h e w e l l b e i n g and s a f e t y o f i t s c u s t o m e r s ' 

and t h e s o c i e t y i n w h i c h i t o p e r a t e s " . 

So t h e n a t u r e and p u r p o s e o f m a r k e t i n g , g i v e n b y t h e 

M a r k e i t i n g S t a f f o f t h e O h i o U n i v e r s i t y , t o g e t h e r w i t h t h e 

d e s c r i p t i o n o f - i t s f u n c t i o n s g i v e n b y P o s t e r ' , c a n be seen as 

t w o b a s i c e l e m e n t s i n t h e u n d e r s t a n d i n g o f i t s r e a l m e a n i n g . 



1 .2 . M a r k e t in;!?: and S e l l i n g . 

Some m e n t i o n s h o u l d be made h e r e on t h e r e l a t i o n b e t w e e n 
I 

m a r k e t i n g and s e l l i n g . V/hat many p e o p l e t h i n k , i s t h a t t h e y 

a re t h e same, o r r a t h e r t h e same a c t i v i t y . And t h i s was 

n e a r l y t r u e some y e a r s a g o . M a r k e t i n g was l i t t l e more t h a n 

s e l l i n g i n t h e t h i n k i n g o f mos t b u s i n e s s m e n , d u r i n g t h e f i r s t 

p a r t o f t h e t w e n t i e t h c e n t u r y . The Job o f m a r k e t i n g d e p a r t m e n t 

was t o move g o o d s w h i c h h a d b e e n d e s i g n e d and p r o d u c e d b y 

t h e p r o d u c t i o n d e p a r t m e n t - g o o d s w h i c h were o f t e n d e s i g n e d 

w i t h l i t t l e c o n s i d e r a t i o n f o r t h e e n d u s e r . (Weeks & M a r k s , 

1969) . 

T o d a y t h e d i f f e r e n c e b e t w e e n m a r k e t i n g and s e l l i n g - is 

more t h a n s e m a n t i c . S e l l i n g i s g e n e r a l l y c o n c e r n e d w i t h t h e 

p l a n s and t a c t i c s o f t r y i n g t o g e t t h e consumer t o exchange 

w h a t he h a s ( m o n e y ) f o r wha t t h e e n t e r p r i s e has ( g o o d s o r 

s e r v i c e s ) . M a r k e t i n g i s p r i m a r i l y c o n c e r n e d w i t h much more 

s o p h i s t i c a t e d s t r a t e g y o f t r y i n g t o have wha t t h e c o n s u m e r 

w a n t s . 

" S e l l i n g f o c u s e s on t h e n e e d s o f t h e s e l l e r , m a r k e t i n g 

on t h e n e e d ^ o f t h e b u y e r . S e l l i n g i s p r e o c c u p i e d w i t h t h e 

s e l l e r ' s n e e d t o c o n v e r t h i s p r o d u c t i n t o c a s h ; m a r k e t i n g 

w i t h t h e i d e a o f • s a t i s f y i n g t h e n e e d s o f t h e c u s t o m e r b y 

means o f t h e p r o d u c t an<3. t h e w h o l e c l u s t e r o f t h i n g s 

a s s o c i a t e d w i t h . c r e a t i n g , d e l i v e r i n g and f i n a l l y c o n s u m i n g 

i t . ( L e v i t t , 1960) . 

C l e a r l y m a r k e t i n g i s w i d e r and more i m p o r t a n t t h a n s e l l i n g , 

w h i c h o n l y f o r m s a p a r t o f t h e w h o l e . I t i s n o t c o n c e r n e d 

w i t h s e l l i n g t h e o u t p u t o f a g i v e n i n p u t o f c a p i t a l . 

/ 
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e q u i p r a e n t , m a t e r i a l and l a b o u r , b u t w i t h so a d j u s t i n g t h e 

i n p u t t h a t t h e o u t p u t c a n p r o v i d e a c o n s u m e r s a t i s f a c t i o n . 

I t c a n be s t a t e d t h e n t h a t t h e more m a r k e t i n g - o r i e n t a t e d t h e 

company i s , t h e l e s s t h e n e e d f o r s e l l i n g w i t h i n \ i t . 

i , 3 . E v o l u t i o n o f t h e m a r k e t i n g c o n c e p t . 

M o d e r n m a r k e t i n g h a s t w o d i f f e r e n t m e a n i n g s i n t h e m i n d s 

o f p e o p l e . " One i s t h a t o f s e l l i n g , i n f l u e n c i n g , p e r s u a d i n g . 

I t i s s een as a d a n g e r o u s t e c h n o l o g y , p e r s u a d i n g p e o p l e on 

b u y i n g t h i n g s , t h e y e i t h e r do n o t wan t o r w h i c h a r e b a d f o r 

t h e m . 

The o t h e r meaning^^ w h i c h u n f o r t u n a t e l y i s w e a k e r i n t h e 

p u b l i c m i n d , i s t h e c o n c e p t o f s e r v i n g and s a t i s f y i n g human 

: n e e d s . 

T h i s c c i n c e p t , was f i r s t i n t r o d u c e d i n t h e U . S . b u s i n e s s 

t w e n t y y e a r s a g o , and soon a t t r a c t e d t h e a t t e n t i o n o f 

m a r k e t i n g e x e c u t i v e s a n d e d u c a t o r s . 

I n i t i a l l y , t h e m a i n c h a r a c t e r i s t i c o f t h e A m e r i c a n economy 

was t h e i n s u f f i c i e n c y o f g o o d s and s e r v i c e s and t h e q u e s t i o n 

was how t o i n c r e a s e t h e o u t p u t . The g e n e r a l t o n e o f t h e p e r i o d 

Was one w h e r e t h e demand e x c e e d e d t h e s u p p l y and t h e p u r p o s e 

o f m a r k e t i n g b y t h e n was how t o s o l v e b u s i n e s s p r o b l e m s 

r e l a t i n g t o d i s t r i b u t i o n . O b v i o u s l y c o m p l i c a t e d m a r k e t i n g 

t e c h n i q u e s were n o t e s s e n t i a l f o r t h e e f f i c i e n t p e r f o r m a n c e o f 

t h e e c o n o m y . The m a j o r i t y o f t h e c o m p a n i e s i n t h i s p e r i o d were 

p r o d u c t o r i e n t e d . 
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By t h e e a r l y 1950's a new b u s i n e s s e n v i r o n m e n t e m e r g e d , \ 

f o r c i n g b u s i n e s s management t o change i t s d i r e c t i o n f r o m 

p r o d u c t i o n t o c o n s u m e r o r i e n t a t i o n . The b a s i c p e o p l e ' s 

n e e d s f o r f o o d , c l o t h i n g , and t r a n s p o r t a t i o n h a d \been 

s a t i s f i e d and t h e q u e s t i o n now was w h a t o t h e r n e e d s t h e y 

m i g h t h a v e . At t h i s p e r i o d t h e i n c r e a s e o f t h e l e v e l o f 

p r o f i t s t h r o u g h a c o n t i n u e d c o n c e n t r a t i o n on t h e p r o d u c t i o n 

p r o c e s s , was. d i f f i c u l t i f n o t i m p o s s i b l e . 

As t h i s became i n c r e a s i n g l y o b v i o u s , t h e management 

p h i l o s o p h y o f p r o d u c t i o n o r i e n t a t i o n , w h i c h had d o m i n a t e d t h e 

f i r s t h a l f o f t h e t w e n t i e t h c e n t u r y , was p u s h e d a s i d e and 

b u s i n e s s t u r n e d more o f i t s a t t e n t i o n on s a t i s f y i n g t h e needs 

o f t h e c o n s u m e r . 

At t h i s s t a g e t h e c o n c e p t o f m a r k e t i n g has been c h a n g e d 

t o t h a t o f " a n a l y s i n g , o r g a n i z i n g , p l a n n i n g and c o n t r o l l i n g , 

o f t h e f i r m ' s r e s o u r c e s , p o l i c e s and a c t i v i t i e s , i n o r d e r t o 
\ 
\ 

s a t i s f y t h e n e e d s and w a n t s o f c h o o s e n c u s t o m e r g r o u p s a t a 

p r o f i t , ( A r t h u r , : . & S c h a e f e r , 1972) . . 

By t h e n a p l e t h o r a o f a r t i c l e s , ' on t h e m a r k e t i n g c o n c e p t 

and i t s i m p l e m e n t a t i o n , h a d a p p e a r e d i n t h e b u s i n e s s 

l i t e r a t u r e . A l l o f t h e m f o c u s e d o n t h e consumer- and h i s w a n t s . 

T h e y p o i n t e d o u t t h a t " i f m a r k e t i n g i s t o p r o g r e s s , e x e c u t i v e s 

must b r o a d e n t h e i r image o f i t , and t h e y must come t o t h i n k , 

o f i t as a f i e l d o f k n o w l e d g e a b o u t human w a n t s and t h e i r 

S a t i s f a c t i o n , n o t j u s t as a melange o f p r o d u c t t e s t s and 

s e l l i n g o p e r a t i o n s " , (Newmann, 1957) . O r , "management must 

t h i n k o f i t s e l f n o t as p r o d u c i n g p r o d u c t s b u t as p r o v i d i n g 

c u s t o m e r - c r e a t i n g v a l u e s a t i s f a c t i o n s . I t must p u s h t h i s i d e a • 

• • / 
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a n d e v e r y t h i n g i t means and r e q u i r e s - i n t o e v e r y nook and \ 

c r a n n y o f t h e o r g a n i z a t i o n " . ( L e v i t t , I 9 6 0 ) . 

I n an a r t i c l e a p p e a r i n g i n I 9 6 0 , u n d e r t h e t i t l e "The 

M a r k e t i n g R e v o l u t i o n " , R . J . K e i t h s a y s , w i t h r e f e r e n c e t o 

t h e P l l l s b u r y c o m p a n y : 

" . . . I f we were t o r e s t a t e o u r p h i l o s o p h y d u r i n g t h e p a s t 

decade as s i m p l y as p o s s i b l e , i t w o u l d r e a d t "\'iQ make and 

s e l l p r o d u c t s f o r c o n s u m e r s " . 

T h e m a r k e t i n g c o n c e p t was a g r e a t s t e p f o r w a r d i n w e l d i n g 

t h e f u n c t i o n s o f b u s i n e s s w i t h t h e i n t e r e s t s o f c o n s u m e r s . 

The b u s i n e s s p i - o f i t s became t i e d t o how w e l l t h e company 

succede d i n ' p i e a s i n g and s a t i s f y i n g t h e cus tomer , ,^ A c c o r d i n g 

t o D r u c k e r " w h a t c u s t o m e r t h i n k s he i s b u y i n g , wha t he 

c o n s i d e r s as ' v a l u e ' i s d e c i s i v e - i t d e t e r m i n e s wha t a 

b u s i n e s s i s , w h a t i t p r o d u c e s and w h e t h e r i t w i l l p r o s p e r " , 

(1963). ^ 
T h u s , c o n s u m e r s a t i s f a c t i o n , became t h e e s s e n c e o f t h e 

. m a r k e t i n g c o n c e p t . 
. \ • , . • • • • • 

Some o f t h e b a s i c e l e m e n t s o f t h e v a r i o u s d e f i n i t i o n s g i v e n 

t o m a r k e t i n g c o n c e p t , a r e as f o l l o w s : 

a ) . C u s t o m e r o r i e n t a t i o n , b ) I n t e g r a t i o n and c o o r d i n a t i o n o f 

t h e m a r k e t i n g a c t i v i t i e s , c ) C u s t o m e r ' s s a t i s f a c t i o n a t a 

p r o f i t . 

So t h e d e f i n i t i o n o f m a r k e t i n g c o n c e p t as i t emerges f r o m 

t h e p r e v i o u s d i s c u s s i o n i s more t h a n a mere l i s t o f t h e 

a c t i v i t i e s i t c o v e r s , i t i s r a t h e r a d e f i n i t i o n o f a t t i t u d e 

w i t h i n t h e f i r m w h i c h demands a b s o l u t e c u s t o m e r o r i e n t a t i o n , . 

/ 
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I t i s a m a n a g e r i a l p h i l o s o p h y c o n c e r n e d w i t h t h e o r g a n i z a t i o n 

a n d t h e c o n t r o l o f t o t a l company e f f o r t f o r t h e p u r p o s e o f 

s a t i s f y i n g c u s t o m e r s i n w a y s c o m p a t i b l e w i t h t h e p r o f i t a b i l i t y 

o f t h e c o m p a n y , \ 

M a r k e t i n g must be seen as a way o f t h i n k i n g , a way o f 

a p p r o a c h i n g and s o l v i n g p r o b l e m s , as an a t t i t u d e w i t h i n t h e 

f i r m t o w a r d s t h e s a t i s f a c t i o n o f i t s c u s t o m e r s . 

The d e f i n i t i o n o f m a r k e t i n g w h i c h a c c o m p l i s h e s t h e 

above r e q u i r e m e n t s and w h i c h h a s b e e n u s e d d u r i n g ' t h e p r e s e n t 

r e s e a r c h i s t h a t e x p r e s s e d b y K o t l e r (1969b) t 

"The s e n s i t i v e l y s e r v i n g and s a t i s f y i n g o f human n e e d s " . 
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1.4 . Implementation of Marketiiifi; concept; problems s.nd b e n e f i t s , 

The implementation of the marketing concept, was a very 

big c h a l l e n g e , but the change from a product ion or s a l e s 

o r i e n t e d compoaiy to one that i s marketing o r i e n t e d , was not 

a s imple one, ])ue to the v a r i o u s changes r e q u i r e d i n the 

o r g a n i z a t i o n s t r u c t u r e , management was confronted with a lot 

of r e s i s t a n c e . F e l t o n ( 1959) , argues that "even among those 

companies which have embraced the concept, there are those 

that do not recognise c e r t a i n o r g a n i z a t i o n a l weaknesses v/hich 

impede p r o f i t a b l e f u n c t i o n i n g i n t h i s area" . He groups the 

b a s i c f a i l i n g s under f o u r headings , the f o l l o w s : 

a , . Lack of comprehension of the h i g h l y p r o f e s s i o n a l marketing 

job n e c e s s i t a t e d by today ' s competi t ive market, 

b. Unsound o r g a n i z a t i o n a l s t r u c t u r e , 

c . Lack of top execut ive a b i l i t y , 

d, Overconcern with p e r s o n a l aggrandizement. 

However i n t o d a y ' s market where more goods and s e r v i c e s 

are produced that concuraed, the r i g h t implementation of 
i t 

market ing ^'consept i s more than a n e c e s s i t y , i s a matter of 

s u r v i v a l . 

The b a s i c elements of the marketing concept are the 

s a t i s f a c t i o n of the customers at a p r o f i t and the e f f e c t i v e 

c o o r d i n a t i o n and i n t e g r a t i o n of a l l the a c t i v i t i e s w i t h i n the 

o r g a n i z a t i o n . F irms that have f u l l y understood the marketing 

concept can p l a n t h e i r marketing a c t i v i t i e s i n a be t t er way. 

They focus i n t h e i r customers needs and waiits and they s e l e c t 

those f that the company i s best equipped to s a t i s f y . T h i s 

p r o c e s s he l j^them to s e l e c t c o r r e c t market t a r g e t s and to set 
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r e a l i s t i c and c a r e f u l l y de f ined o b j e c t i v e s . 

The s a t i s f a c t i o n of consumers becomes the economic and 

s o c i a l j u s t i f i c a t i o n f o r the f i r m ' s wel fare and e x i s t e n c e , 

and t h e r e f o r e , a l l r e s o u r c e s i n the o r g a n i z a t i o n must be 

mobi l i z ed toward unders tanding and s a t i s f y i n g customers' 

demant. 

Under the l i g h t of the marketing" concept the f i r m must 

"adjus t a l l i t s a c t i v i t i e s to the needs of the customer or 

p o t e n t i a l customer" (James, 1972 ) , and change' i t s a t t i t u d e s 

to become • consumer-or ienta ted , "V/hat i s important i s 

not so much to do t h i n g s r i g h t but r a t h e r to f i n d the r igh t 

t h i n g s to do", ( D r u c k e r , 1964) , So the development of new or 

improved products which /are i n accordance with customer needs 

and a t t i t u d e s , not only minimizes the number of .new products 

f a i l u r e s , but a l s o reduces the need f o r persuas ion through 

a d v e r t i s i n g , and makes s e l l i n g e a s i e r . I t i s understood that 

s e l l i n g i t s e l f i s most s u c c e s f u l when i t i s concerned with 

products which are compatible with customer requirements . 

F i n a l l y , s ince change i s the b a s i c c h a r a c t e r i s t i c of any 

market , the r o l e of marketing i s to a n t i c i p a t e and adapt to 

t h i s change. The major b e n e f i t to a f i r m which has r e a l i z e d 

the f u l l e s t p o t e n t i a l i t i e s of the marketing concept and has 

implemented i t c o r r e c t l y i s t h i s a b i l i t y of convert ing the , 

e n v i r o n m e n t a l changes to i t s advantage. The adaption to the 

e x t e r n a l change with i n t e r n a l change, with the view to 

cont inue to s a t i s f y customers p r o f i t a b l y and e f f i c i e n t l y i s 

what the marketing phi losophy i s r e a l l y a l l about. 
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2.MARKETING PLANNING 

2 .1 The need f o r p l a n n i n g , 

• ' I f you don't know where do you want to go, - any road w i l l 

l e a d you t h e r e , '̂ T h i s quotat ion f r o m . P r o f e s s o r L e v i t t , 

c o n t a i n s much t r u t h . I t i s r a t h e r d i f f i c u l t f o r a company to 

s u r v i v e and p r o s p e r f o r a long t i m e w i t h o u t some sor t o f 

p l a n . 

However, the need f o r p lanning today i s much stronger 

than e v e r before . The complex management t echn iques , the r a p i d 

i n c r e a s e i n the r a t e o f t e c h n o l o g i c a l change, the human • 

r e l a t i o n s problems, and the enormus bulk of in format ion needed 

to be cons idered f o r a r i g h t d e c i s i o n , are some of the problems 

w i t h which top management i s confronted . As competit ion moves 

f a s t e r and c a p t i v e markets become l e s s s t a b l e , companies are 

beginning to r e a l i s e that the need f o r c l e a r r e a l i s t i c 

p l a n n i n g i s o f g r e a t importance . Th ink ing through o b j e c t i v e s , 

and s e l e c t i n g the appropr ia te s t r a t e g i e s to achieve them, i s 

not o n l y v i t a l f o r the growth and p r o f i t a b i l i t y of a company 

..but may even be n e c e s s a r y f o r i t to s u r v i v e . 

P l a n n i n g e x p r e s s e d i n simple terms , i n v o l v e s d e c i s i o n s 

•"today" on what to ~- do . "tomorrow". Or i n o ther 

words, p lann ing i s dec id ing i n the present what should be 

done, to attempt :t,o- achieve, a .stat.ed .position-i^^ f u t u r e . 

P a y o l ' s (1949) w r i t i n g s , provide a convenient 

s t a r t i n g po in t when we seek to def ine the world ""^planning'". 

He e x p r e s s e s p l a n n i n g as a process 1 

'OThe p l a n of a c t i o n i s , at one and'the same t ime, the 

r e s u l t env i saged , the l i n e of a c t i o n to be fo l l owed , the 
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s tages to go through, and the methods to u s e . " 

For F a y o l , p lann ing me ant j '"both to a s s e s s the fu ture and 

make p r o v i s i o n f o r i t , " T h i s d e f i n i t i o n has been accepted by 

many w r i t e r s , 

T e r r y ( I 9 6 0 ) , i n h i s ^ 'Pr inc ip les o f Management", d e f i n e s 

"planning" as t "The s e l e c t i n g and r e l a t i n g of f a c t s and the 

v i s u a l i z a t i o n and f o r m u l a t i o n of pro'posed a c t i v i t i e s , b e l i e v e d 

n e c e s s a r y to achieve d e s i r e d r e s u l t s , " 

Scot t ( 1 9 6 5 ) , d e f i n e s "planning" as f o l l o w i "Planning i s 

an a n a l y t i c a l p r o c e s s which encompasses an assessment o f the 

f u t u r e , the de terminat ion of d e s i r e d o b j e c t i v e s i n the context 

of t h a t f u t u r e , the development of a l t e r n a t i v e courses of 

a c t i o n to achieve such o b j e c t i v e s , and the s e l e c t i o n of a 

course ( o r c o u r s e s ) of a c t i o n from among these a l t e r n a t i v e s , " 

P l a n n i n g may a l s o be viewed as an ex tens ion o f the 

input -output theory , developed by P r o f e s s o r W a s s i l y L e o n t i e f 

of H a r v a r d ! '"Most p lann ing i s the attempt to e x e r c i s e such 

f o r e s i g h t wi th r e s p e c t to the a n t i c i p a t e d outputs of an 

o r g a n i z a t i o n so that the i n p u t s can be u t i l i z e d wi th maximum 

e f f i c i e n c y , 

The great c o n t r i b u t i o n of p lanning to bus iness management, 

i s tha t i t he lps to minimise the r i s k and to cope with the 

world of change. The unstable environment i n which every 

e n t e r p r i s e o p e r a t e s , makes p lanning much more d i f f i c u l t , but 

i t a l s o makes i t much more n e c e s s a r y . I t i s w e l l known that 

I'the f u t u r e does not happen, i t has got to be made to happen,'" 

(Armstrong, 1975) . And bus iness p lanning i s based on the - • 

b e l i e f , t h a t , even though the f u t u r e i s u n c e r t a i n , one can do 

something to make i t b e t t e r than would otherwise be p o s s i b l e . 

•I. 
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2 ,2 Market ing P l a n n i n g . 

One of the most important p a r t s of bus iness p l a n n i n g , i s 

market ing p l a n n i n g . 

Market ing p lann ing i s concerned with the dynamic 

r e l a t i o n s h i p between a company and i 'ts environment, both of 

which are i n a constant s t a t e of change. I t suggests how 

b u s i n e s s a s s e t s may be p r o f i t a b l y re'deployed, so a company 

may mainta in a compet i t ive p o s i t i o n , i n changing markets 

through adapt ive i n n o v a t i o n and product s u c c e s s i o n . I t provides 

gu ides about what has to be done, who i s to do i t , when i t 

must be done, how i t w i l l be done, the cost of each element o f 

the market ing mix and the r e s u l t s which are to be obtained, 

(Ward, 1970) . 

The formal marketing p l a n , i s ia w r i t t e n and sys temat ic 

examinat ion of o b j e c t i v e s and the methods of reach ing them, 

as opposed to i n f o r m a l market ing p l a n , which i s l a r g e l y v e r b a l . 

One of the b iggest advantages of p u t t i n g formal marketing 

p l a n s on paper i s that the p lanner i s f o r c e d to cons ider a l l 

of h i s problems and o p p o r t u n i t i e s c o n c u r r e n t l y , f i n d i n g the 

best s o l u t i o n i n s t e a d of the most exped i t i ous . He i s ob l iged 

to examine the v a r i o u s p r o j e c t s s imul taneous ly and to c o n s i d e r 

t h e i r p o s s i b l e i n t e r a c t i o n . . . . . I n other words, 

market ing p lanning l e a d s to synergy - the process by which two 

or more p r o j e c t s a s s i s t each o t h e r , and produce g r e a t e r t o t a l 

e f f e c t i v e n e s s than the sum of the separate p r o j e c t s , ( A n s o f f , 

1 9 6 5 ) . 
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2 .5 Contents of Marketing P l a n s . ^ 

I t i s d i f f i c u l t to say what s p e c i f i c p o i n t s a company's 

market ing p l a n should cover . No two companies have the same 

problems or opportunit ies . T h i s i s i n e v i t a b l e because the 

market ing p l a n , depends on the nature of the bus iness and how 

i t i s organ ized to meet the market. So, a company must develop 

a format that i s most u s e f u l to them.' 

The o v e r a l l marketing p l a n , u s u a l l y i s b u i l t from 

separate p l a n s prepared and submitted by the heads of the 

departments , w i t h i n the marketing d i v i s i o n . 

According to Winkler (1972)-, these subplans are t 

1. A product mix p l a n , which i n c l u d e s every th ing concerning 

the company's p r o d u c t s . 

2 . The s a l e s p lans w i l l show the s t rength and d i r e c t i o n of 

the s e l l i n g e f f o r t over t ime . 

• • \ • 

5. The a d v e r t i s i n g p l a n t i n companies, l a y i n g great s t r e s s on 

t h i s a c t i v i t y , may be qui te complex I n i t s make-up. I n 

o ther compa:nies i t may be merely a statement showing the 

^...?tim4.ngi:. n a t u r e / a ..media to be .used, 

4, The s a l e s promotion p l a n t w i l l be set according to the 

nature of the company opera t ion and I t s markets . 

These four subplans are, according to Winkler (1972) , the 

most common to a l l companies, but there may be some others 

of equal importance , depending on the type of company. 

These are s ' ' 
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1, P h y s i c a l d i s t r i b u t i o n p l a n , 

2, Market r e s e a r c h p l a n , 
•s. 

5, Research and development p l a n , 

4 . P r i c i n g p l a n . 

5. Reg iona l p l a n . 

6. Market p l a n . 

Another s l i g h t l y d i f f e r e n t l i s t * o f the elements of a 

market ing p l a n , i s tha t proposed by P o s t e r (1972a ) , T h i s l i s t 

i s a mixture o f the subplans and the p lann ing procedure , we 

must f o l l o w and i n c l u d e s 18 s t eps t 

1, Subjec t I a b r i e f statement of the product groups or 

a c t i v i t i e s covered by the p l a n , 

2, P e r i o d ! s p e c i f i e s the time d u r a t i o n . 

3, P r o d u c t s ! s e t s out i n d e t a i l the product groups, 

4, O b j e c t i v e s ! s p e c i f i e s the t a r g e t s f o r each year of the p l a n , 

f o r p r o f i t , s a l e s , market s h a r e s , r e t u r n on a s s e t s managed. 

5 , B a s i c campaign p i an: summarises the b a s i c operat ions 

env i saged i n the p l a n . 

6, S a l e s t a r g e t s : t a b u l a r form f o r s a l e s t a r g e t s by product , 

a r e a , salesman, e t c , f o r each year o f the p l a n , by monthly or 

o t h e r r e p o r t i n g p e r i o d s . 

7, P r o f i t t a r g e t s : does the same f o r p r o f i t t a r g e t s as 6 does 

f o r s a l e s t a r g e t s . 
8, Market s h a r e s i A s e r i e s o f t a b l e s showing the market shares 

to be g a i n e d . 

9» Product p l a n s : shows what products have to be modi f i ed , 

how and when, and the ones to be r a t i o n a l i s e d , 

10, P r i c i n g p l a n s : s t a t e s the p r i c i n g p o l i c i e s and p r i c e s to 
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be f o l l o w e d . \ 

11. S a l e s campaignsj s e t s out i n v g r e a t e r d e t a i l the f a c t s 

summarised i n 5* 

12 . A d v e r t i s i n g and s a l e s promotioni d e t a i l s the\ a d v e r t i s i n g 

and the s a l e s promotion to be launched i n support of 

s e l l i n g . , . 

13. D i s t r i b u t i o n ! s e t s ;out the d i s t r i b u t i o n methods and 

networks to be u s e d . 
• * 

14. Compet i t ion: a summary of competit ive s i t u a t i o n . 

15. Research and developmenti a summary of the m o d i f i c a t i o n s 

and development work needed to keep products and company 

competit i -ve. 

16. F i n a n c e : a l l the p r e v i o u s s e c t i o n s conta in ing or i n v o l v i n g 

c o s t s , should s ta te them c l e a r l y , 

17* O r g a n i z a t i o n : s t a t e s the o r g a n i z a t i o n r e q u i r e d to c a r r y out 

the p l a n . 

18. T r a i n i n g . ^ 

F i n a l l y , S tern ( I 9 6 6 ) proposed the f o l l o w i n g marketing 

p l a n n i n g p r o c e s s . ( F i g u r e I ) . 

The main c h a r a c t e r i s t i c s of s u c c e s s f u l p lanning i s 

f l e x i b i l i t y and a d a p t a b i l i t y . The very ex i s t ence of some 

u n c e r t a i n t y r e q u i r e s that a degree of f l e x i b i l i t y should e x i s t 

i n any p l a n . Adjustments w i l l need to be made from time to 

t i m e , as f u r t h e r in format ion becomes a v a i l a b l e or unforseen 

c i r c u m s t a n c e s a r i s e . 
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2,4 The p lann ing procedure . 

There i s no agreement on the p lann ing procedure a company 

might f o l l o w , Pearson (I959)» proposes four e lements , around 

which any company can b u i l d a comprehensive marketing p l a n . 

These e lements a r e : 

1, An a p p r a i s a l o f the company's or products* s trengths and 

weaknesses , 

2 , A d e f i n i t i o n of the assumptions on which the company's 

p l a n s have been based, 

3 , A statement o f the g o a l s sought and, 

4, A l i s t of the major programmes to be employed I n ach iev ing 

the g o a l s , 

J 

P o s t e r (1972b) , proposes the fo l lowing steps f o r the 

p l a n n i n g procedure: 

1, A n a l y s i s : where I s the company now and why i s I t where i t I s , 

2, Projgnosis: where I s the company going or where can i t go, 

3 , S t r a t e g y : what are the ways of g e t t i n g there and which i s 

the be,st, 

4, T a c t i c s ' : what programmes of a c t i o n are r e q u i r e d . 

5, C o n t r o l : which a c t i v i t i e s need to be watched, what r e s u l t s 

a n a l y s e d and a s s e s s e d , ^and f i n a l l y what c o r r e c t i v e a c t i o n 

i s needed. 

F i n a l l y Wink ler (1972) . sy s t emat i ze s the p lanning procedure 

I n ten s t e p s , broken in to two h a l v e s : s i t u a t i o n a n a l y s i s and 

programming. 

S i t u a t i o n a n a l y s i s I n v o l v e s two a r e a s : d iagnos i s and 
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p r o g n o s i s . A f t e r those come the s t a g e s : generat ing a l t e r n a t i v e s 

and o b j e c t i v e s e t t i n g . 

The o ther h a l f of the procedure i n v o l v e s programming. T h i s 

i n c l u d e s s t r a t e g y s e l e c t i o n and t a c t i c s . He have s i x s t e p s : 
V 

1. Choise of s t r a t e g y : how are we going to reach the s p e c i f i c 

o b j e c t i v e s . 

2 . T a c t i c s : t a c t i c a l ques t ions concern the s p e c i f i c a c t i o n 

which must be undertaken, by whom, when, and w i t h i n what 

cos t c o n s t r a i n t s . 

3 . C o n t r o l s : i d e n t i f y i n g those measures i n the o r g a n i z a t i o n 

which must be watched i n order to i n d i c a t e how w e l l the 

p l a n i s s u c c e e d i n g . 

4 . T e s t s : a l l market ing programmes i n v o l v e some element of 

t e s t i n g . The most obvious are t e s t . marketitig schemes 

f o r new p r o d u c t s , 

5* Contmgency p l a n n i n g : some marketing moves must be made i n 

. c i r c u m s t a n c e s of g r e a t ignorance and some others may be at 

h igh r i s k . I t i s adv i sab le to i d e n t i f y these elements and 

have a v a i l a b l e a procedure f o r dea l ing with the two 

contingencies which may a r i s e : What w i l l happen i f we f a i l 

to meet t h i s c e n t r a l o b j e c t i v e ? and what a c t i o n should we 

take i f we succeed overwhelmingly i n , this o b j e c t i v e ? 

6, Review, 

There isf ah argument conc'erning the s t e p s : s i t u a t i o n 

a n a l y s i s and o b j e c t i v e s e t t i n g . I t has been s a i d that i t i s 

not p o s s i b l e to e s t a b l i s h an o b j e c t i v e without f i r s t having 

c a r r i e d out the a n a l y s i s to e s t a b l i s h the present p o s i t i o n . 

/ 
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T h i s I s something of a hen and egg s i t u a t i o n . However, i t 
i s Important , i n the beginning o f any p l a n , that* management 
know where they want t h e i r company to be i n the f u t u r e . 
According to Poster ( I 9 7 I ) : s e t t i n g o b j e c t i v e s f i r s t -even i f 
they have to be modif ied l a t e r - he lps to focus the a t t e n t i o n 
of management on t h e i r prime t a s k , obta in ing adequate growth 
o f r e t u r n on the a s s e t s e n t r u s t e d to-them. I t a l so he lps to 
g ive them a measure o f the s c a l e and type of problems which 
have to be f a c e d and overcome. 

. So i t i s n e c e s s a r y to set main o b j e c t i v e s f i r s t , and 

a f t e r t h a t , c a r r y out the s i t u a t i o n a n a l y s i s with the o b j e c t i v e s 

c l e a r l y i n mind. I t i s obvious , that o b j e c t i v e s may w e l l have 

to be modified as the p lan t.akes shape. 

An o ther element that needs to be considered i n t h i s 

s t a g e , i s the time span o f the p l a n . For some reason most 

p l a n n e r s th ink i n terras of f i v e or t e n - y e a r s p l a n s . But many 

p l a n s f o r more than three years ahead are r e a l l y forward, 

p r o j e c t i o n s , p r e d i c t i o n s , e x t r a p o l a t i o n s , "'guesstimates" or 

even p ious hopes, (Armstrong, 1973) . 

The ques t ion should be asked: what i s the time span f o r 

reasonable p l a n n i n g ? The o n l y s i g n i f i c a n t f a c t o r s , however, 

are : how f a r ahead can f o r e c a s t s be made f o r the p a r t i c u l a r 

i n d u s t r y . 

I n i n d u s t r i e s undergoing a very high rate of t e c h n o l o g i c a l 

change, or with, a r a p i d l l y changing market s i t u a t i o n , i t may 

. . . , hot ; beiopossible:. to. loiok-moire than three.;, ahead; on 

the other hand i n h i g h l y s t a b l e i n d u s t r i e s i t may . b e 

p o s s i b l e to look ten y e a r s ahead. (Harj^reaves, I 9 6 9 ) . 
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. I t i s important , to remember that a p lan i s an 
i n t e n t i o n to take d e f i n i t e a c t i o n and anything f i v e y e a r s \ 
ahead can o n l y be a p o s s i b i l i t y , 

a . S e t t i n g o b j e c t i v e s . 

According to Winner ( I 9 6 5 ) , i n s e t t i n g marketing o b j e c t i v e ) 

p l a n n e r s should keep i n mind three p r o p e r t i e s : 

1. M u l t i p l i c i t y , the f a c t that orgeui izat ions have many 

o b j e c t i v e s . 

2. Time, o b j e c t i v e s need to be set f o r v a r y i n g lengths of 

t i m e , . a n d 

3 . i L e v e l , the f i r m should have many l e v e l s of o b j e c t i v e s , or 

a h i e r a r c h y of o b j e c t i v e s . 

He supports the view that a company may be e q u a l l y 

i n t e r e s t e d i n maximizing next y e a r ' s p r o f i t s , s t a b i l i z i n g 

p r o f i t s , or i n seeking o p p o r t u n i t i e s f o r investments f o r the -

longer term. Thereibre the p lanner must f i r s t understand the 

company's o b j e c t i v e s and then der ive marketing o b j e c t i v e s 

from those , 

A r g e n t i ( I 9 6 8 ) . argues that a company has one and only 

one, permanent, u n a l t e r a b l e r a i s o n d ' e t r e , namely to make 

p r o f i t . According to him, e v e r y a c t i o n which a compEuiy may 

take i f i t b e l i e v e s that i t w i l l improve p r o f i t s , i s a means 

l e a d i n g to i t s o n l y o b j e c t i v e , and not an o b j e c t i v e by i t s e ' l f . 

However, p r o f i t may indeed be the f a c t o r to be maximized 

i n a p a r t i c u l a r c a s e , but i t cannot be viewed as the so le 

o b j e c t i v e . 

Much of the confus ion which, apparent ly e x i s t s about 

o b j e c t i v e s can be a l l e v i a t e d by viewing o b j e c t i v e s as a whole 
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framev/ork or complex of "alms or ends of action"", and other 

g u i d i n g c o n s i d e r a t i o n s . ( G r a n g e r , 1964) 

O b j e c t i v e s must be c l e a r , p r e c i s e , unambiguous and 

v e r i f i a b l e . ( A r g e n t l , I 9 6 9 ) , The most, understantable type of 

o b j e c t i v e s are q u a n t i t a t i v e o b j e c t i v e s . For example, a goal 

to lower s a l e s c o s t s by 10 per c e n t , ' communicates'both 

magnltute and impact , b e t t e r than j u s t a goa l to lower s a l e s 

c o s t s . 

According to Pearson ( 1 9 5 9 ) i q u a n t i t a t i v e o b j e c t i v e 

connotes the s t r e n g t h of the a c t i o n programmes that w i l l be 

r e q u i r e d to achieve i t . Also i t f a c i l i t a t e s b e t t e r measurement 

o f p r o g r e s s as the p l a n i s c a r r i e d out . 

F o s t e r ( I 9 7 1 ) , suggests the f o l l o w i n g .quant i ta t i ve 

o b j e c t i v e s : 

1, The l e v e l o f p r o f i t a b i l i t y to be ach ieved , 

2, The r e t u r n on a s s e t s managed to be a t t a i n e d , 

3. The s a l e s turnover to be achieved over s ta t ed t ime. 

4 . The annual r a t e s of growth to be r e a l i z e d . 

The importance of q u a n t i t a t i v e o b j e c t i v e s , however, does 

not imply ^that q u a l i t a t i v e o b j e c t i v e s are taboo i n comprehensive 

market ing p l a n n i n g . Far from I t . They are a l so important and 

u s e f u l i n the p lanning procedure . 

b . A n a l y s i n g the s i t u a t i o n . 

Once o b j e c t i v e s have been d e f i n e d , the next step i s to 

d i s c o v e r ways o f a t t a i n i n g them. To do t h i s , we have "to fo 

Some i d e a s about what a c t i o n s o f the f i r m , under what 

en-vironmental c o n d i t i o n s , have brought about the present 

rm. 
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s i t u a t i o n " , (Winner, I 9 6 5 ) , \ 

The a n a l y s i s of the present s i t u a t i o n i n v o l v e s : 

1, A n a l y s i s of the i n d u s t r y and the trade environment. 

2. A n a l y s i s of the company i t s e l f and of the development i n 

customers requ irements , eind 

5« A n a l y s i s of the current competit ive c o n d i t i o n s . 

The a n a l y s i s of the environment i n which the company 

opera te s i s one of the b a s i c s teps i n marketing p lann ing . 

While the e x t e r n a l t r e n d s cannot be changed by the company, 

i t can p l a n f o r them and cope with them. 

Logan ( 1 9 6 0 ) , has suggested a f o u r - s t e p procedure f o r 

conduct ing the s i t u a t i o n a n a l y s i s : 

1. I n v e s t i g a t i o n : a wide' range of da ta that may be re l evant 

should be sought. 

2. C l a s s i f i c a t i o n : the p lanner s o r t s the data c o l l e c t e d 

d u r i n g the i n v e s t i g a t i o n . 

3* G e n e r a l i z a t i o n : c l a s s e s of data are s tudied to d i s cover 

r e l a t i o n s h i p s . 

4. E s t i m a t e of the s i t u a t i o n : causes are sought f o r the 

a s s o c i a t i o n s d i s c o v e r e d i n the prev ious s t e p s . 

The company's a n a l y s i s i s the a n a l y s i s of a l l the trends 

th^at r e a l l y count i n a b u s i n e s s . I n that stage one has to 

examine not only the p o s i t i o n that the company holds i n the 

market , but the r e s o u r c e s a v a i l a b l e as w e l l and the b e t t e r 

u t i l i z a t i o n of them. 

U l t i m a t e l y , r e g a r d l e s s bf what a company produce s, the 

demand.for i t s products w i l l depend, to some degree or other 
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on changes i n consumer, demand, t a s t e and m o t i v a t i o n . The 
requirements of customers, and changes t h e r e o f , must be known 
before anyth ing can be planned or produced. 

F i n a l l y , we must have an a p p r a i s a l of what competitors 

are doing wi th t h e i r product l i n e s , p r i c e s or d i s t r i b u t i o n , i n 

comparison wi th company's own product l i n e , market pene tra t ion 

or d i s t r i b u t i o n methods, ^ . 

F a i l u r e to appra i se the compet i t ion , and p o s s i b l e s u b s t i t u t e 

p r o d u c t s , o f t e n r e s u l t s i n over look ing these f o r c e s u n t i l long 

a f t e r they have become a s e r i o u s t h r e a t . 

T h i s a n a l y s i s of the past t rends and the c u r r e n t 

c o n d i t i o n s w i l l g ive a r e a l i s t i c p i c t u r e of the company's • 

p o s i t i o n i n the market p lace and i t s s t rengths and l i m i t a t i o n s 

and consequent ly , of what i t can reasonably hope to ach ieve . 

At t h i s stage we can draw c e r t a i n conc lus ions about 

f u t u r e o p e r a t i n g c o n d i t i o n s . The statement of the oonclu^ions 

not o n l y reduces the danger o f p l a n n i n g i n a- vacuum, but a l s o 

c a r r i e s the a n a l y s i s of trends one step f u r t h e r -and f o r c e s 

the p lanner to focus t h e i r a t t e n t i o n on the future shape and 

importance of the key e x t e r n a l c o n d i t i o n s . (Pearson , 1959) . I t 

h e l p s them to i d e n t i f y the f u t u r e c o n d i t i o n s and consequently 

to p l a n b e t t e r the f u t u r e of t h e i r b u s i n e s s . 

At t h i s point when we have examined the present cond i t ions 

and the f u t u r e t r e n d s , we have to r e c o n s i d e r the p r e v i o u s l y 

s t a t e d o b j e c t i v e s and modify them, i f n e c e s s a r y , i n order to 

make them more r e a l i s t i c and more a c h i e v a b l e . 
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2.5 . S t r a t e g i e s needed f o r t h e a c h i e v m e n t ' o f o b j e c t i v e s . 

The concept o f the market i n / ; mix 

The m a r k e t i n g mix p rocess i s an i n t e r m e d i a r y p a r t 

o f t h e o v e r a l l p l a n n i n g p r o c e s s . I t i s the m a n i p u l a t i o n and 

the a p p r o p r i a t e mix o f t he e l e m e n t s o f a m a r k e t i n g programme, 

i n o r d e r t o have a p r o f i t a b l e opera- t ion and t o achieve the 

set o b j e c t i v e s . 

The " m a r k e t i n g m i x " as a t e r m i s used t o denote a 

p a r t i c u l a r c o m b i n a t i o n o f m a r k e t i n g v a r i a b l e s wh ich are 

c o n t r o l l a b l e by an e n t e r p r i s e .and. wh ich are used t o appeal t o 

a p a r t i c u l a r market segment. ( L i p s o n & Reyno lds , 1970). 

The name can be t r a c e d t o P r o f e s s o r C u l i t o n , who i n h i s 

s t ^ d y o f m a n u f a c t u r e r s ' . 'market ing c o s t s , i n 1948, d e s c r i b e d 

t h e b u s i n e s s e x e c u t i v e as a " d e c i d e r " an " a r t i s t " - a "mixer 

o f i n g r e d i e n t s " . 

A f t e r r e a d i n g . C u l l i t o n ' s d e s c r i p t i o n , N e i l Borden (1964) 

" w r o t e ; " i l i k e h i s i d e a o f c a l l i n g a m a r k e t i n g e x e c u t i v e a 

" m i x e r o f i n g r e d i e n t ^ , one who i s c o n s t a n t l y engaged i n 

f a s h i o n i n g - , c r e a t i v e l y a mix o^ m a r k e t i n g p rocedu re s and 

p o l i c i e s i n h i s e f f o r t t o produce, a p r o f i t a b l e e n t e r p r i s e " , 

. . As a c o n c e p t , m a r k e t i n g m i x , i s a means o f o r g a n i z i n g i n 

a. m e a n i n g f u l manner a l l o f those v a r i a b l e s c o n t r o l l a b l e by 

the e n t e r p r i s e sys tem t h a t d i r e c t l y i n f l u e n c e t r a n s a c t i o n s 

i n t he m a r k e t p l a c e . 

There i s n o ' u n i f o r m agreement as t o the c o m p o s i t i o n o f 

t h e m a r k e t i n g m i x . 

A c c o r d i n g t o Borden (.1964), what- i s r e q u i r e d i s t " the 

l i s t o f t he i m p o r t a n t e l emen t s t h a t make up m a r k e t i n g programmes 

( p r o d u c t p l a n n i n g , p r i c i n g ) , and t h e l i s t o f the f o r c e s t h a t 
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beai" on the m a r k e t i n g o p e r a t i o n o f a f i r m , and t o which the 

m a r k e t i n g manager must a d j u s t i n h i s search f o r a mix o r 

programme th9,t can be successfu l (consumers* b u y i n g b e h a v i o u r , 

t h e t r a d e s ' b e h a v i o u r , c o m p e t i t o r s ' p o s i t i o n and, b e h a v i o u r , 

and Governmenta l b e h a v i o u r ) . 

P r e y ( I 9 6 I ) , uses two d i m e n s i o n s ! t he o f f e r i n g ( p r o d u c t , 

package , and so f o r t h ) , and t o o l s ( a d v e r t i s i n g , p e r s o n a l 

s e l l i n g , and so f o r t h ) , K e l l e y and Lazer , use a t h r e e f o l d 

c l a s s i f i c a t i o n u n d e r the p r o d u c t s e r v i c e s m i x , t h e communica t ion^ 

m i x , and t h e d i s t r i b u t i o n m i x , McCarthy ( I968) , uses a 

f o u r - w a y c l a s s i f i c a t i o n f o r t he mix v a r i a b l e s , namely : 

p r o d u c t , p r i c e , p l a c e , p r o m o t i o n . 

The f o u r way c l a s s i f i c a t i o n i s a l s o used by Lipson and 

D a r l i n g ( I 9 6 8 ) . They use f o u r b a s i c components: p r o d u c t , s a l e , 

d i s t r i b u t i o n , and c o m m u n i c a t i o n , and t h e y break each down 

i n t o f o u r v a r i a b l e s , c-It i d o u l d ..'be slaid :\t"hat ,tli'^—= 
i . 

c o n t r i b u t i o n o f t h i s c l a s s i f i c a t i o n i s the b r o a d e n i n g o f each 

component i n t o a more e x p l i c i t s t a tement o f the s p e c i f i c 

d imens ions w h i c h make up the m a r k e t i n g m i x . 

The m a r k e t i n g man i s concerned w i t h s e l e c t i n g t he bes t 

p o s s i b l e c o m b i n a t i o n o f m a r k e t i n g e l e m e n t s - t o a r r i v e at a 

m a r k e t i n g m i x , i n v o l v i n g minimum c o s t s and maximum p r o f i t s . 

Balance o f e l e m e n t s i s a l s o o f v i t a l s i g n i f i c a n c e i n the mix' 

i f waste i s t o be r e d u c e d . 

The m a r k e t i n g mix must o b v i o u s l y be customer o r i e n t a t e d , 

and e v e r y step o f i t must be p l anned w i t h the u l t i m a t e 

cus tomer a lways i n m i n d . 
I t i s o b v i o u s t h a t m a r k e t i n g mix i s one o f the most 
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i r a p o r t a n t s t eps i n m a r k e t i n g p l a n n i n g . The way t h a t a company 
p l a n s and mixes the m a r k e t i n g i n g r e d i e n t s , when b u i l d i n g a 
programme t o meet i t s g o a l s , i s c r i t i c a l f o r i t s f u t u r e and 

f o r i t s a b i l i t y t o adop t t o t h e chang ing e n v i r o n m e n t . 

/ • 

2,6 M a r k e t i n g p l a n n i n g and C o r p o r a t e p l a n n i n g . 

C o r p o r a t e l o n g - r a n g e p l a n n i n g has be.en d e f i n e d i n 

d i f f e r e n t ways and i t appea r s , . t h e r e i s . some . 

c o n f u s i o n about what i t i s meant by the t e r m . 

A c c o r d i n g t o Hargreaves (1969) i t i s t h a t f o r m o f l o n g - r a n g e 

p l a n n i n g w h i c h i s a p p l i e d t o a company t o maximize the use 

o f i t s whole r e s o u r c e s and can be d e f i n e d a s i 

*^The p l a n n i n g o f t h e t o t a l r e s o u r c e s o f a company f o r the 

ach ievement o f q u a n t i f i e d o b j e c t i v e s w i t h i n a s p e c i f i e d 

p e r i o d o f t i m e " . 

A l s o P e r r i n : ( 1 9 6 8 ) g i v e s us the f o l l o w i n g s i m i l a r 

d e f i n i t i o n * . 

^^I t i s a s y s t e m a t i c a t t e m p t t o i n c r e a s e the r a t e o f p r o f i t a b l e 

g r o w t h o f , an e n t i t y i n the l o n g run'*'. 

One o f t he b e s t and most u n d e r s t a n t a b l e d e f i n i t i o n s i s 

t h a t o f P o s t e r ( I 9 7 2 a ) i 

" C o r p o r a t e p l a n n i n g e s t a b l i s h e s a company's s e l f 

i d e n t i f i e d corpor ia te o b j e c t i v e s and t a r g e t s f o r a s u f f i c i e n t l y 

l o n g p e r i o d o f t i m e ; i n t o t h e f u t u r e , . T h e s e o b j e c t i v e s and 

t a r g e t s are based on a r e a l i s t i c assessment o f the company's 

a v a i l a b l e s k i l l s , a s s e t s , s t r e n g t h s , weaknesses, and 

c a p a b i l i t i e s and the c o m p e t i t i o n ' and the changing e n v i r o n m e n t a l 

f a c i o r s r e l e v a n t t o i t s c u r r e n t and i n t e n d e d f u t u r e b u s i n e s s . 
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I t ind ica tes in broad terras the steps v/hieh each .sector of 
the business laust take to achievs the st3.tsd objectives and 
integrates these ind iv idua l steps: into an overal l plan for 
the Y/hole". 

The corporate plan i s prepared in les.? d e t a i l than the 

marketing plan and i s priniarly interested in ident i fy ing key 

targe t s , object ives , s trateg ies and p o l i c i e s . I t s time-scale 

should i d e a l l y be longer than that for the raarketing plan. 

Thus, T/hile corporate plan and "objectives s.xe broadbrush in 

:nature, se t t ing the iiiimediate and longer terra ptir.auet&rs to 

which l ine managers must work, marketins plajis are shorter 

term, not more than f i v e years in scale and are •nuch more 

detai3.ed.' 

The theory i s that , v̂ hen the • corporo,te targets and 

p o l i c i e s have been se t , the variious departments iiiust get down 

to making detai led plans, covering the marketing, prodiiction, 

personnel, and f i n a n c i a l operations of the compai'j.y„ This 

involves taking the corporate targets and breaking thoia.down 

into i n d i v i d u a l 'ones for each major department. Also marketing 

execut ives , a f t er performing a ser ies of depth studies into the 

product-market a c t i v i t i o s and the environment in v/hich they 

operate, then evolve a ser ies of marketing plans (one for each 

ye ar) ,. which meet both the requirements of the corporate plsja 

and v̂ hat i s possible in the product-market s i tuation they have 

•seiected, ' . 

' •. From personal discussions v/ith iiioivaagers i t i s t h e i r , 

e:cperieuco that i t i s dif-ficulo to f i n d \7lvj.ch objectives have 

'beoji .set: f i r s t , corporate or dapartmcrutalc. Many ti-iea • •. 

•corporate plan i s not the primary one, from f/hich a l l ' t h e 
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o t h e r s must be d e r i v e d , bu t a r e s u l t o f t o p management ^ 

d i s c u s s i o n s w i t h d e p a r t m e n t a l heads , on w h a t ' t h e l a t t e r see 

can be a c h i e v e d , g i v e n the a v a i l a b l e s k i l l s , r iasources , and 

marke t o p p o r t u n i t i e s . 

The g e n e r a l f r amework o f m a r k e t i n g p l a n n i n g , i l l u s t r a t e d 

i n f i g u r e .2>, i s p roposed by B u z z e l l , ' Nourse , Matthews J r , and 

L e v i t t (1972), and shows how m a r k e t i n g p l a n s r e l a t e t o 

o v e r a l l b u s i n e s s p l a n s . 

The c o n t r i b u t i o n o f the m a r k e t i n g p l a n t o the c o r p o r a t e 

p l a n I s v e r y i m p o r t a n t . F i r s t , I t makes c o r p o r a t e o b j e c t i v e s 

m e a n i n g f u l . W i t h o u t a d i r e c t l i n k a g e between c o r p o r a t e 

o b j e c t i v e s and m a r k e t i n g p l a n s , the o b j e c t i v e s may become 

I d e a l l s l c and I m p r a c t i c a b l e , Second, m a r k e t i n g g o a l s p r o v i d e 

benchmarks f o r measur ing p r o g r e s s t owards c o r p o r a t e o b j e c t i v e s . 

A l l managers can see how s t e p - b y - s t e p achievement o f d i v i s i o n a l 

t a r g e t s can l e a d t o a c h i e v i n g u l t i m a t e pu rposes . T h i r d , t h e y 

p r o v i d e a b a s i s f o r m a n a g e r i a l performance a p p r a i s a l . Not o n l y 

do t h e y permit managers t o see t h e i r c o n t r i b u t i o n t o 

c o r p o r a t e o b j e c t i v e s , bu t a l s o p r o v i d e a s t a n d a r d , a g a i n s t 

w h l o h t h e i r p e r f o r m a n c e may be measured, ( S t e i n e r , 19^9)» 

And f i n a l l y and most I m p o r t a n t , because the m a r k e t i n g p l a n 

l i e s i n t he core o f t he c o r p o r a t e p l a n , i t h e l p s managers 
'. • 

f o c u s a lways on the consumer and i t s needs and w a n t s . 
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2,7 E x i s t e n c e o f M a r k e t i n g P l a n ; B e n e f i t s . 

The c o n t r i b u t i o n o f t he m a r k e t i n g p l a n t o t h e company's 

g r o w t h can be c l a s s i f i e d as f o l l o w i n g j 

1, G i v e s f i r m d i r e c t i o n t o t h e m a r k e t i n g o p e r a t i o n , 

i n s p i r i n g s t a f f t o ach ieve e v e r i i a p r o v i n g r e s u l t s . 

2, E l i m i n a t e s c o n f u s i o n and m i s u n d e r s t a n d i n g between 

e x e c u t i v e s and d e p a r t m e n t s , e s p e c i a l l y i f a l l d e p a r t m e n t a l 

p l a n s are p r o p e r l / i n t e g r a t e d w i t h each o t h e r . * 

3, Sets t a r g e t s a g a i n s t w h i c h p r o g r e s s can be measured. 

.4, Examines and sugges t s the v a r i o u s ways t o r each t h e 

t a r g e t s e t , and 

5. Deve lops c o n t i n u i t y o f t h o u g h t and a c t i o n f r o m one yea r 

t o t h e n e x t . ( P o s t e r , ' 1972b). 

The c e n t r a l i d e a o f ' raarke t i n g p 1 a i m i n g i s t o deve lop 

m a r k e t i n g o b j e c t i v e s t h a t w i l l l e a d t o a t t a i n m e n t t o t h e 

o b j e c t i v e s o f t he f i r m , and t h e n t o dev ice programmes and 

c o n t r o l s t h a t w i l l h e l p t o achieve these m a r k e t i n g o b j e c t i v e s . 

However m a r k e t i n g p l a n n i n g i s no guaran tee t h a t g o a l s w i l l 

be r e a c h e d , tfhat i t does i s t o e l i m i n a t e the r i s k and t o 
• • \ • 

e x p l o i t u n c e r t a i n t y i n p l a n n i n g f o r t h e f u t u r e . And as 

D r u c k e r (1964) s t a t e s : "The purpose o f the work on making 

t h e f u t u r e i s n o t t o dec ide what s h o u l d be done t omor row, ' 

bu t what s h o u l d be done t o d a y t o have a t o m o r r o w " . 
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2 .8 O r g a n i z a t i o n o f t h e M a r k e t i n g d e p a r t m e n t . 

The change o f a company f r o m p r o d u c t i o n - o r i e n t e d t o 

m a r k e t i n g - o r i e n t e d , a f f e c t s i t s m a r k e t i n g o r g a n i z a t i o n a l 

s t r u c t u r e . G . W i l l s p r e s e n t s t h i s e v o l u t i o n a r y v i e w p o i n t o f 

m a r k e t i n g o r g a n i z a t i o n as f o l l o w s : 

I . P r o d u c t i o n o r i e n t a t i o n 

r — 
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C h i e f E x e c u t i v e 

P r o d u c t i o n 
1 
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9. Rales o r i e n t a t i o n 
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P r o d u c t i o n Sales D i r e c t o r 

J 
( r Market 
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5, M a r k e t i n g concept o r i e n t a t i o n 

C h i e f E x e c u t i v e 

Re se a r c h & 
Deve lopment P r o d u c t i o n 

New. 
. ^ p r o d u c t s 

M a r k e t i n g 

Market 
Research Sales P romot ion 
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The f i r s t f o r m o f t h e o r g a n i z a t i o n a l s t r u c t u r e i s based 

on t h e p r o d u c t i o n concept v^hich r e l i e s on demand b e i n g 

g r e a t e r t h a n s u p p l y . At t h i s stage goods were produced but 

t h e r e was no guaran tee t h a t t h e y were based on t h e r i g h t 

c r i t e r i a . 

The s a l e s o r i e n t a t i o n s t r u c t u r e was the i n t e r m e d i a r y 

s tep f o r t h e m a r k e t i n g o r i e n t a t i o n . 

As i t was e x p e c t e d t he i m p l e m e n t a t i o n o f t he m a r k e t i n g 

concept w h i c h c a l l s f o r cus tomer s a t i s f a c t i o n and f o r 

i n t e g r a t i o n and c o o r d i n a t i o n o f the m a r k e t i n g depa r tmen t , 

a f f e c t e d t h e o r g a n i z a t i o n a l s t r u c t u r e o f t h e company. 

I f t h e m a r k e t i n g c o n c e p t . i s i n f o r c e , t h e C h i e f M a r k e t i n g 

E x e c u t i v e shou ld be on the same o r g a n i z a t i o n a l l e v e l as 

t h e C h i e f P r o d u c t i o n E x e c u t i v e and s h o u l d have f u l l c o n t r o l 

o v e r a l l o r most o f t h e m a r k e t i n g f u n c t i o n s . A l s o d u r i n g 

t h e development o f new p r o d u c t s the company shou ld c o n s i d e r 
\ • 

i t s c u s t o m e r s ' r e q u i r e m e n t s and t r y t o s a t i s f y i t s needs 

and w a n t s . " •• • . 

However t he m a r k e t i n g concept seeks more t h a n t h e mere 

t r a n s f e r o f a u t h o r i t y f r o m P r o d u c t i o n o r Sales E x e c u t i v e s 

t o M a r k e t i n g E x e c u t i v e s , I t seeks the e x p l i c i t l y p r o m o t i o n 

o f m a r k e t i n g t h o u g h t th rou 'ghout the o r g a n i z a t i o n , s ince i t 

has been d e f i n e d as "an a t t i t u d e w i t h i n t h e f i r m wh ich 

demands a b s o l u t e cus tomer o r i e n t a t i o n " (page 8 ) 

I t i s necessa ry t h e n t o d i s t i n g u i s h between m a r k e t i n g as 

" t h o u g h t - p r o c e s s " and m a r k e t i n g as " d o i n g - p r o c e s s " . Thus 

w h i l s t t he o r g a n i z a t i o n a l s t r u c t u r e o f a company and i t s 

a c t u a l p r a c t i c e o f m a r k e t i n g r e f l e c t t h e e x t e n t o f t h e 

/ 
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impleraentat ion of the marketing concept ( doing-process ) , - the 

degree of acceptab i l i ty of the concept i s indicated by the 

managers' at t i tudes towards marketing and t h e i r appreciation 

of ideas advanced as tho marketing concept ( thought- process ) . 

In the present research the mailed questionnaire giverj 

responsos bo s p e c i f i c questions indicat ing the agreement or 

disagreement of the respondents, Hov/ever, a manager may agree 

with/statements v;̂ hich are part of the marketing concept because 

he recognises t h i s i s the thinking current in progressive companies 

but' f o r reasons of personal i n c l i n a t i o n or environmental 

r e s t r a i n does not implement these ideas. To discover hov7 f u l l y 

the marketing concept has been implemented would have required 

depth interviev /S aaid observation of the management process 

which was'not possible in t h i s study. 
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2 . 9 » Proposed f orm o f M a r k e t i n g p l a n n i n g p rocess f o r use \ 

d u r i n g t h e r e s e a r c h 

The f o r m o f t h e m a r k e t i n g p l a n n i n g p roces s t h a t . 

has emerged f r o m t h i s r e v i e w can be. summarised 

as f o l l o w s : 

1, E s t i m a t i o n o f the p r e s e n t s i t u a t i o n . 

I , a : . Development i n cus tomers r e q u i r e m e n t s , 

I , b , A n a l y s i s o f trade,-, e n v i r o n m e n t , 

1. e. A n a l y s i s o f c o m p e t i t i o n , 

2 , Da ta r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s . 

2 , a. P r o d u c t a n a l y s i s , 

2 . b . Marke t a n a l y s i s . ' 

2 , c . Sales s t r a t e g y . 

3, S t r a t e g i e s needed f o r t he agbSevment o f the o b j e c t i v e s . 

M a r k e t i n g mix 

5«a» A d v e r t i s i n g and p r o m o t i o n p l a n , 

5 , b . Budget p l a n . 

5 « c , P r i c i n g p l a n . 

4, Ex i i s t ence o f M a r k e t i n g p l a n . 

5, O r g a n i z a t i o n o f t he M a r k e t i n g depa r tmen t . 

5 .a . S t a t u s o f the C h i e f M a r k e t i n g E x e c u t i v e , 

5 , b , T i t l e o f t h e C h i e f M a r k e t i n g E x e c u t i v e . 

5 . C . R e s p o n s i b i l i t i e s o f t h e C h i e f M a r k e t i n g E x e c u t i v e . 

As i t has been s a i d (page 5 5) the e x a m i n a t i o n of the abovar 

p o i n t s w i l l i n d i c a t e t h e e x t e n t of t h e I m p l e m e n t a t i o n of t he 

m a r k e t i n g c o n c e p t , however t h e degree o f a c c e p t a b i l i t y o f 
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the concept w i l l be showed by the e x a m i n a t i o n of the f o l l o w i n g 

p o i n t s : 

6, A t t i t u d e s t o w a r d s m a r k e t i n g s t a t e m e n t s , 

7 . D e f i n i t i o n o f t h e t e r m ' M a r k e t i n g ' . 
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3. KRBGENT SURVEYS 

A' s ea rch f o r p r e v i o u s i n v e s t i g a t i o n s r e l a t e d t o the c u r r e n t 

r e s e a r c h was made t o de t e rmine t h e i r i m p l i c a t i o n s on i t . 

The r e s u l t s o f t h i s r e s e a r c h are g i v e n be low. 

I . Lazo H , " B i g b u s i n e s s g i v e s b i g O.K. t o M a r k e t i n g Management", 

Sales Management, November 1958, pp -55-88. 

The a im o f t h i s s t u d y was t o de t e rmine the e x t e n t t o which 

membership on the boa rd o f d i r e c t o r s r e f l e c t s the a d o p t i o n 

o f t h e " m a r k e t i n g management" concept by b i g b u s i n e s s . 

'2. Muns inge r G'.M. " T o t a l M a r k e t i n g : The r o l e o f t he M a r k e t i n g 

Concept i n 112 l e a d i n g I n d u s t r i a l O r g a n i s a t i o n s " , u n p u b l i s h e d 

. P h . D . T h e s i s , U n i v e r s i t y o f Arkansas , 1964. 

The purpose o f t h i s s t u d y was t o de te rmine t he degree o f 

emphasis g i v e n t o M a r k e t i n g , i n a number of t h e l e a d i n g 

U n i t e d S t a t e s i n d u s t r i a l f i r m s . . 

I t was c o n c l u d e d t h a t : 

a. Almost a l l t he f i r m s had p l a c e d g r e a t e r emphasis on 

market ing , ' " d u r i n g t h e pas t t e n y e a r s , 

b . Wide b u s i n e s s e x p e r i e n c e and some u n d e r s t a n d i n g o f m a r k e t i n g 

on t h e p a r t o f the C h i e f E x e c u t i v e , were necessary r e q u i r e m e n t s 

f o r s u c c e s s f u l i m p l e m e n t a t i o n o f the m a r k e t i n g c o n c e p t . 

c . F i r m s i n a l l t y p e s o f i n d u s t r i e s had adopted t h e m a r k e t i n g 

c o n c e p t . I n f a c t 71% o f the 112 f i r m s have accepted and 

applied t he m a r k e t i n g c o n c e p t . 



-57-

5. Lewi s E . H . and o t h e r s , "Growth o f t h e M a r k e t i n g Concept i n 

m a n u f a c t u r i n g companies" . U n i v e r s i t y o f M i n n e s o t a , 1964. 

The a im of t h i s s t u d y was t o examine t he g r o w t h o f the 

m a r k e t i n g concep t i n m a n u f a c t u r i n g companies , the p rob lems o f 

i t s i m p l i c a t i o n and t h e b e n e f i t s t h a t accrue f r o m i t s a d o p t i o n . 

The s t u d y r e v e a l s t h a t j 

" A l l t he companies i n v e s t i g a t e d r e c o g n i s e d t he m a r k e t i n g . . 

c o n c e p t as b r o a d e n i n g the m a r k e t i n g f u n c t i o n s , b u t n o . p a t t e r n 

seemed t o e x i s t as t o t h e e x a c t a reas o f r e s p o n s i b i l i t y t h a t 

s h o u l d be a s s i g n e d t o m a r k e t i n g . I n o t h e r words , an i n t e g r a t e d 

m a r k e t i n g f u n c t i o n w h i c h i n c l u d e d a d v e r t i s i n g , s a l e s , m a r k e t i n g 

r e s e a r c h , p r o d u c t p l a n n i n g , p h y s i c a l d i s t r i b u t i o n and the 

s e r v i c e s i n c i d e n t a l t h e r e t o , was t he e x e p t i o n r a t h e r t h a n the 

r u l e " , 

4. C a r r o l J .C . " M a r k e t i n g P r a c t i c e s o f F u r n i t u r e M a n u f a c t u r e r s . 

i n A r k a n s a s " , u n p u b l i s h e d P h . D . The s i s , U n i v e r s i t y o f Arkansas , 

1965. 

The a im o f t h i s s t u d y was t o ana lyse the p r e s e n t m a r k e t i n g 

a c t i v i t i e s o f F u r n i t u r e m a n u f a c t u r e r s i n Arkansas , and compare 

these a c t i v i t i e s w i t h p r e s e n t l y accep t ed m a r k e t i n g p r o c e d u r e s 

and w i t h m a r k e t i n g a c t i v i t i e s o f l a r g e , n a t i o n a l l y - k n o w n f i r m s 

i n t he UniLted S t a t e s , 

I t was c o n c l u d e d t h a t t h e need i s u r g e n t f o r these 

m a n u f a c t u r e r s t o r e c o g n i s e f u l l y the impor t ance o f m a r k e t i n g . 

F i r m s need t o r e e v a l u a t e t h e i r approach t o m a r k e t i n g , t o 

a t t a i n t he p o t e n t i a l g r o w t h and p r o f i t s a v a i l a b l e . 
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5. Hlse R . H , "Have m a n u f a c t u r i n g f i r m s adopted the M a r k e t i n g 

C o n c e p t ? " , J o u r n a l o f M a r k e t i n g J u l y I965, pp 9-12. 

The aim o f the s t u d y was t o answer t h r e e q u e s t i o n s , 

1) Have Amer i can m a n u f a c t u r i n g f i r m s r e a l l y adopted the 

m a r k e t i n g concept? 

2) Which b a s i c p h i l o s l p h i e s o f m a r k e t i n g are b e i n g s t ressed? 

5) Which are b e i n g d i s r e g a r d e d ? 

I t was c o n c l u d e d t h a t t 

a . To a l a r g e e x t e n t b o t h l a r g e and medium m a n u f a c t u r i n g 

companies have adop ted t he m a r k e t i n g c o n c e p t , 

b . The g r e a t e r degree o f acceptance i s f o u n d i n the customer 

o r i e n t a t i o n o f m a r k e t i n g programmes and i n the o r g a n i s a t i o n a l 

s t r u c t u r e o f t h e m a r k e t i n g d e p a r t m e n t , p a r t i c u l a r l y i n the 

s t a t u s p r o v i d e d t h e C h i e f m a r k e t i n g e x e c u t i v e . 

c . Large f i r m s are more f u l l y committed t o the m a r k e t i n g 

concep t t h a n medium ones . 

6. Baker and o t h e r s "Pe rmea t ion o f the M a r k e t i n g Concepjl; i n 

Y o r k s h i r e M a n u f a c t u r i n g I n d u s t r y " , Graduate p r o j e c t , 

Management C e n t r e , U n i v e r s i t y o f B r a d f o r d , 1967. 

The a im o f t h i s s t u d y was t o examine the s t r u c t u r e o f 

m a r k e t i n g o r g a n i s a t i o n s and the manner i n w h i c h t he m a r k e t i n g 

concep t I s embraced i n Y o r k s h i r e I n d u s t r y . 

The c o n c l u s i o n s f r o m the ana lyses o f 535 r esponses , w e r e i 

a. There I s a d i s t i n c t l a c k o f a p p r e c i a t i o n o f the m a r k e t i n g 

concep t I n Y o r k s h i r e I n d u s t r y , 

b . Wider m a r k e t i n g o r i e n t a t i o n was n o t e d i n the Pood and 

Chemica l I n d u s t r i e s , w h i l s t t he e n g i n e e r i n g , and t o a g r e a t e r 
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e x t e n t , t he T e x t i l e i n d u s t r y , showed a l a c k o f m a r k e t i n g 

awareness i n t h e i r p r a c t i c e s and a t t i t u d e s , 

c . The l a r g e r t h e f i r m , b o t h by s a l e s and by number o f 

e m p l o y e e s , the g r e a t e r t h e tendency t o u n d e r s t a n d and p r a c t i c e 

t h e m a r k e t i n g c o n c e p t , 

7* Carson: ; D, ' " M a r k e t i n g O r g a n i s a t i o n i n B r i t i s h m a n u f a c t u r i n g 

f i r m s " . J o u r n a l o f M a r k e t i n g , V o l . 5 2 , A p r i l 1968, pp 34-59 

The a im o f t h i s s t u d y was t o de te rmine the e x t e n t t o 

w h i c h t h e m a r k e t i n g concep t had been adop ted by B r i t i s h 

m a n u f a c t u r e r s i n t he U n i t e d Kingdom, ' " w i t h s p e c i f i c r e g a r d as 

t o w h e t h e r and how B r i t i s h f i r m s have a p p l i e d t he m a r k e t i n g 

' concep t i n t h e i r home m a r k e t , compared w i t h t h e per formance 

o f Amer i can f i r m s i n t he Unated S ta t e87 

The s t u d y c o n c l u d e d t 

a . The u n i f i e d m a r k e t i n g organ isa t ion .^ ihas been w i d e l y adopted 

b y a sample o f B r i t i s h m a n u f a c t u r e r s , i n r e c e n t y e a r s , even 

t h o u g h t h e concep t has been m o d i f i e d t o acco rd w i t h t r a d i t i o n a l 

B r i t i s h p r a c t i c e s . 

b , " B r i t a i n has shown t h a t t h e b a s i c concep t s o f the u n i f i e d 

- m a r k e t i n g o r g a n i s a t i o n a re i n h e r e n t l y u n i v e r s a l , r a t h e r t h a n 

p a r o c h i a l l y A m e r i c a n , c o n f i r m i n g what has been l e a r n e d e a r l i e r 

i n Japan , Germany, I t a l y and e l s e w h e r e . , 

8, Saddik S.M.A. " M a r k e t i n g i n the Wool T e x t i l e , T e x t i l e 

M a c h i n e r y , and C l o t h i n g I n d u s t r i e s " , Ph .D . T h e s i s , U n i v e r s i t y 

o f B r a d f o r d , 1969. 

The a im o f t h i s s t u d y wast 

I ) To assess t he e x t e n t t o w h i c h the m a r k e t i n g concept has been 
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a c c o p t e d and implementedy and 

2) To i d e n t i f y t h e f a c t o r s a s s o c i a t e d v i t h acceptance and 

i m p l e m e n t a t i o n o r o t h e r w i s e . 

I t c o n c l u d e d t h a t t 

a. The m a r k e t i n g concep t i s f a r f r o m , b e i n g f u l l y accep ted and 

i m p l e m e n t e d i n t he i n d u s t r i e s examined . 

b . The o n l y f a c t where § s u b s t a n t i a l - c o m p a t i b i l i t y w i t h the 

m a r k e t i n g concep t i s f o u n d , i s the t y p e o f o r g a n i s a t i o n 

s t r p i c t u r e s u s e d . I n a l l o t h e r areas o f m a r k e t i n g , most 

companies have n o t f u l l y a p p l i e d t h e m a r k e t i n g c o n c e p t . • 

9 . Konopa L . J . , and Ca lab ro P . J . " A d o p t i o n o f the m a r k e t i n g 

Concept by Large Nor thea . s t e rn Ohio M a n u f a c t u r e r s " , Akron 

B u s i n e s s and Economic Review, S p r i n g I 9 7 I * 

The purpose o f t h i s s t u d y was t o r e p o r t oome f i n d i n g s 

r e g a r d i n g t h e a d o p t i o n o f the m a r k e t i n g concept by l a r g e 

m a n u f a c t u r e r s i n N o r t h e a s t e r n O h i o . I n o t h e r words t o e x p l o r e 

t h e r e l a t i o n s h i p between the m a j o r m a r k e t i n g e x e c u t i v e s and 

t h e c h i e f s a l e s managers o f l a r g e m a n u f a c t u r i n g companies i n 

t he N o r t h e a s t e r n Ohio r e g i o n . 

The c o n c l u s i o n s drawn f r o m t h i s s t u d y w e r e : 

a . Most l a r g e manufac tu r ix^g e s t a b l i s h m e n t s i n N o r t h e a s t e r n Ohio 

are s t i l l p r o d u c t i o n r a t h e r t h a n m a r k e t i n g o r i e n t e d , 

b . Su rvey r e s u l t s and i n t e r v i e w s w i t h e x e c u t i v e s show t h a t 

t h e r e i s a tendency i n many m a n u f a c t u r i n g companies t o v i e w 

s a l e s management as synonymous w i t h m a r k e t i n g management, s ince 

t h e y a s s i g n a l l o f t h e m a r k e t i n g t a s k s t o the s a l e s manager. 

c . I n 10^ o f t he e s t a b l i s h m e n t s t h e p r e s i d e n t , e x e c u t i v e v i c e 
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p r a s i d e n t and g e n e r a l manager handle m a r k e t i n g t a s k s a l o n g 

w i t h t h e i r p r i m a r y r e s p o n s i b i l i t i e s . 

T h i s s t u d y , l i k e s e v e r a l o t h e r s conducted r e c e n t l y , t e n d s 

t o suppor t t h e premise t h a t the a d o p t i o n o f t he m a r k e t i n g 

concept c u r r e n t l y i s more i n t he re a i m . o f f i c t i o n t han f a c t , 

( V i z z a , 1967) 

10. McNamara C P , "The p r e s e n t s t a t u s o f the M a r k e t i n g Concept" 

J o u r n a l o f M a r k e t i n g , V o l . 56, January 1972, pp 50-57. 

T h i s s t u d y a t t e m p t e d t o r e v e a l t h e e x t e n t t o wh ich t h e 

m a r k e t i n g concept has been accep ted and implemented by U . S , 

b u s i n e s s f i r m s . 

The two m a j o r hypo theses t h a t were t e s t e d i n the s t u d y , 

we re I 

1) Consumer goods c o r p o r a t i o n s have t ended t o accept t he 

m a r k e t i n g concept t o a g r e a t e r degree t h a n have i n d u s t r i a l 

c o r p o r a t i o n s , 

2) Large c o r p o r a t i o n s have tended , t o accept the concept t o 

a g r e a t e r degree t h a n have s m a l l and medium s ize c o r p o r a t i o n s . 

The f i n d i n g s o f the s t u d y c l e a r l y suppor t ed t he abovd 

h y p o t h e s e s . A l s o i t was conc luded t h a t : 

"There i s a movement t o w a r d the a d o p t i o n and i m p l e m e n t a t i o n 

o f t h e m a r k e t i n g concept i n American i n d u s t r y . However, t he 

e v i d e n c e sugges t s t h a t t o t a l m a r k e t i n g c o n t r o l does no t 

e x i s t i n consumer, i n d u s t r i a l , l a r g e medium.s ize o r s m a l l 

compan ies" . 
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I I . Hayhur s t and W i l l s G, " O r g a n i z a t i o n a l de s ign f o r m a r k e t i n g 

f u t u r e " , U n i v e r s i t y o f B r a d f o r d , Management C e n t r e , 1972. 

The purpose o f t h e s t u d y was t o e x p l o r e the e x t e n t t o 

w h i c h B r i t i s h m a n u f a c t u r i n g i n d u s t r y had accepted the m a r k e t i n g 

c o n c e p t , and the e x t e n t t o w h i c h t he customer had been p l a c e d 

f i r s t i n t h e o r i e n t a t i o n o f bus ine s s s t r a t e g i e s and p o l i c i e s ; -
m.m 

The-.' s t u d y conc luded t h a t the s e n i o r managers i n a g r e a t 

many o f the most i m p o r t a n t companies have an adequate awareness 

o f t h e needs o f t he m a r k e t i n g concept and have shaped t h e i r 

a c t i v i t i e s i n t o p a t t e r n s w h i c h t o a c e r t a i n e x t e n t r e f l e c t the 

d i v e r s i t y and s o f i s t i c a t i o n o f t he p a t t e r n o f t a s k s r e q u i r e d 

when a c c e p t i n g t h i s c o n c e p t . A l s o i t has been f o u n d t h a t 

s o p h i s t i c a t i o n i n t e rms o f acceptance o f the m a r k e t i n g concept *. 

. and w i l l i n g n e s s t o a p p l y i t i n o p e r a t i o n a l te rms i s r e l a t e d 

s t r o n g l y t o s i z e o f company - whether t h i s be measured i n 

t e r m s o f t u r n o v e r o r number o f employees - and t o the p r i n c i p a l 

n a t u r e o f b u s i n e s s a c t i v i t y . 

Prom t h e p r e v i o u s r e s e a r c h i t emerges t h a t most o f the 

s t u d i e s were c a r r i e d ou t i n t h e TJ,S. and were concerned w i t h 

a t t i t u d e s i n t h e U n i t e d S t a t e s . O n l y f o u r o f them were 

c a r r i e d ou t i n t h e U n i t e d Kingdom, and aJLl-buti-'onerre.ve.&led a 

l a c k o f a p p r e c i a t i o n o f t he m a r k e t i n g concep t , i n t h e 

i n v e s t i g a t e d i d u s t r i e s . T h i s u n d e r l i n e s t h e need f o r more 

r e s e a r c h i n t h i s a r e a i n t h e U n i t e d Kingdom, and t h e p ra sen t 

s t u d y i s o n l y one c o n t r i b u t i o n , wh ich would p o s s i b l y be . 

f o l l o w e d by o t h e r s . 
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4.BASIC CHARACTERISTICS OF THE CHEMICAL INDUSTRY 

4.1 D e f i n i t i o n o f the c h e m i c a l i n d u s t r y . 

One o f t h e p rob l ems t o be f a c e d , i m m e d i a t e l y , when one 

c o n s i d e r s t he c h e m i c a l i n d u s t r y , i s the d e f i n i t i o n o f i t . 

I n d e e d , " c h e m i c a l i n d u s t r y " i s one o f t he most he terogeneous 

i n t h e w o r l d . I t l a c k s the s i m p l i c i t y o f . o t h e r i n d u s t r i e s where 

the bond may be a common s i n g l e p r o d u c t , such as s t e e l , o r a 

common s i n g l e s e r v i c e such as r a i l t r a n s p o r t a t i o n . I t s . 

p r o d u c t s range f r o m l a r g e volume c o m m o d i t i e s , m a n u f a c t u r e d i n 

u n i t s o f s e v e r a l hundreds o f thousands o f t o n s annual c a p a c i t y , 

t o s p e c i a l t i e s p roduced a t t h e f a t e o f j u s t a few t o n s , o r 

even pounds , p e r y e a r . ( C l i n k e n b e a r d and E r d e l y , 1970). 

A l s o , t he b o u n d a r i e s o f the i n d u s t r y have a lways been 

d i f f u s e because i t s common bond i s a b road and complex 

t e c h n o l o g y . The i n d u s t r y i s t y p i f i e d by i n t r i c a t e p r o d u c t 

relaticxBhips, p r o p r i e t a r y p rocesses and i n t r a - i n d u s t r y and 

inter-company marketing o f much o f i t s o u t p u t . ( G i r a g o s i a n , e d . 

1967). 

I n t h e book '̂ The s t r u c t u r e o f Amer ican i n d u s t r y '", Kahn 

d e s c r i b e s t he c h e m i c a l i n d u s t r y , as f o l l o w s t 

" The c h e m i c a l i n d u s t r y i s the domain o f a number o f 

companies w h i c h h i s t o r y and bus ines s usage have marked as a 

f a i r l y d i s t i n c t i v e g r o u p , because e m p l o y i n g a p r e d o m i n a n t l y 

c h e m i c a l t e c h n o l o g y t h e y have s u p p l i e d t he ba s i c c h e m i c a l s 

used i n i n d u s t r y . The membership o f t h e chemica l i n d u s t r y 

( o r i n d u s t r i e s i f you w i l l ) i s n o t s t a b l e and t h e r e are many 

p a r t t i m e members; b u t t h e r e i s a d e f i n a b l e i n t e r d e p e n d e n t 

g roup w h i c h i s w o r t h studying as such 
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The companies c o n s t i t u t i n g the chemica l i n d u s t r y , , r a n g e 

i n s i z e f r o m the m u l t i - b i l l i o n pounds g i a n t s t o the s m a l l 

s p e c i a l i s e d f i r m s . A l s o , v e r y few o f them s u p p l y the chemica l 

i n d u s t r y o n l y . Most a l s o s u p p l y r e l a t e d - p r o c e s s i n d u s t r i e s 

( e . g . the p e t r o l e u m i n d u s t r y ) , and many s u p p l y t e c h n o l o g i c a l l y 

r e l a t e d equipment and systems t o a: wide range o f i n d u s t r i e s 

( e . g . sewage and e f f l u e n t t r e a t i n g ' p l a n t and e q u i p m e n t ) . 

( T r o w b r i d g e , 1970) . Chemical companies are a l so expand ing 

i n t o o t h e r i n d u s t r i e s and n o n - c h e m i c a l s companies i n t o 

c h e m i c a l s . Thus t he c l a s s i f i c a t i o n o f the chemica l i n d u s t r y 

i s n o t easy , , due t o the f a c t t h a t i t i s r e a l l y 50-4o d i f f e r e n t 

b u s i n e s s , 

T r o w b r i d g e (1970) has p roposed the f o l l o w i n g g r o u p i n g i 

1. P r o d u c e r s o f raw m a t e r i a l f o r the chemica l i n d u s t r y , e . g . 

mines , a c i d s e t c . 

2. P r o d u c e r s o f b a s i c c h e m i c a l s , e . g . c h l o r i n e , ammonia, 

c a u s t i c soda e t c , 

3. P r o d u c e r s o f i n t e r m e d i a t e c h e m i c a l s , e . g . x y l e n e , benzene, 

e t h y l e n e e t c . 

4. P r o d u c e r s o f end c h e m i c a l s , e . g . p l a s t i c s , p h a r m a c e u t i c a l s , 

p a i n t s , f e r t i l i s e r s e t c , 

5. P r o d u c e r s o f c h e m i c a l i n d u s t r y f i n i s h e d goods, e . g . 

r ubbe rware and p l a s t i c w a r e , s y n t h e t i c f i b r e s , c o n s t r u c t i o n ^ 

m a t e r i a l s e t c . 

6. S e r v i c e p r o d u c e r s f o r t he chemica l i n d u s t r y , e . g . f u e l 

and power , d i s t r i b u t i o n e t c . 

7. R e l a t e d p roces s i n d u s t r i e s , e . g . f o o d and beverage 

p r o c e s s i n g , p u l p s and pape r , c l a y , g l a s s e t c . 
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. 4'. 2 M a r k e t i n g and the c h e m i c a l i n d u s t r y 

The c h e m i c a l i n d u s t r y o f t he e a r l y 1920's , was a r e s e a r c h 

o r i e n t e d g roup and has had no t r o u b l e s e l l i n g the p r o d u c t s 

c o n c e i v e d by the r e s e a r c h l a b o r a t o r i e s . L a t e r on , f o l l o w i n g the 

g e n e r a l t r e n d , the c h e m i c a l i n d u s t r y began t o change f r o m a 

r e s e a r c h - o r i e n t e d g r o u p , t o a p r o d u c t i o n - o r i e n t e d g r o u p , and 

s t i l l l a t e r t o a m a r k e t i n g - o r i e n t e d i n d u s t r y . 

These changes have come about as the r e s u l t o f many f a c t o r s 

such as t h e i nadequa t e c a p a b i l i t y i n f i n d i n g customers f o r 

new o r e x i s t i n g p r o d u c t s , the r a p i d maturity o f o l d p r o d u c t s , 

the c o m p e t i t i o n f r o m f o r e i g n p r o d u c e r s , b o t h a t home and ab road , 

and the a c c e l e r a t i n g r a t e o f t e c h n o l o g i c a l change. 

However , many c h e m i c a l companies were a l r e a d y u s i n g some 

f e a t u r e s o f . the m a r k e t i n g c o n c e p t , o f t e n i n an u n c o o r d i n a t e d 

f a s h i o n , w i t h o u t a p p l y i n g the name. ( E v e r s o n , 1967) . 

D u r i n g the 60*s, a more s y s t e m a t i c apiproach t o the t o t a l 

m a r k e t i n g j o b began, and companies were a d j u s t e d t o meet the 

needs o f t h e m a r k e t . 

Some o f the i m p o r t a n t e l emen t s f o r the a p p l i c a t i o n o f 

t h e p r inc ip l e s of-Qie m a r k e t i n g c o n c e p t , a r e i 

I . A r e a l i z a t i o n t h a t m a r k e t i n g i s a "way o f l i f e " w i t h i n a 

company. Ji&arketing i s no l o n g e r the so le p r e r o g a t i v e o f 

one d e p a r t m e n t , and o t h e r f u n c t i o n s have i m p o r t a n t r o l e s t o 

p l a y i n an expanded bus ine s s o u t l o o k . 

2« T h e . s y s t e m a t i c p l a n n i n g o f m a r k e t i n g a c t i v i t i e s , 

.3 . The r e s t r u c t u r i n g o f o r g a n i z a t i o n s t o p r o v i d e market 

o r i e n t a t i o n , where t h i s can be most e f f e c t i v e , 

4. The r e c o g n i t i o n t h a t e x t e r n a l i n f l u e n c e s r e q u i r e v a r y i n g 
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appl icat ions o.f the marketing mix. The segmentation of 

markets necess i tates spec ia l i sed products and special ised 

markat ing t ac t ic s, 

5. An increased interes t in research and development in the 

marketing process, with emphasis on experimentation to 

stimulate innovation. (Everson, I967) , 

One oj? the jnost important application of the marketing, 

concept in the chemical industry, i s that of properly welding. 

Research and Development on the one hand and Marketing on the 

other. The study o.f H u l l , (I969) has shown that the 

.establishment of a marketing department within a chemical 

company causes the new department to come into conf l i c t with 

Research and Development over new product planning. Each 

department se(9ks to control the decisions taken . by-

the "other. Whereas i t may not be desirable for 

marksiing .to ' control the research programmes, i t 

must have an important and i n f l u e n t i a l voice in new product 

development. (JIu l l , 19 69) . 

In an artc le appearing under the t i t l e "Innovation and 

the chemical industry" (Spiege Iberg, 1970), Dr. Davis, 

General Manager of I . C . I , r e f err i ng to the "gap" between 

laborator ies and the market eaids 

" I think that the celebrated dialogue "why can't you . 

make what v/e can s e l l " , "why can't you s e l l what v/e can make", 

i s a thing of the past , I believe that' marketing and research 

i s a partnership, just as research and production i s a 

partnership . 

. •. i . ; . I v/ould like to say that the. constructive a l l iance - . ; . 

between im.aginative research and good marketing i s yet as . we 11 
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1 deve loped as i t ought t o be . A r a t h e r s p e c i a l b reed o f 
m a r k e t i n g people are needed i n t he r e s e a r c h f i e l d , who are 
n o t p r e o c c u p i e d w i t h s e l l i n g t o d a y ' s goods i n t o d a y ' s m a r k e t s , 
b u t who are aware o f t he c o n s t r a i n t s i n t o d a y ' s ma rke t s , and 
o f t he ways i n w h i c h those c o n s t r a i n t s can be pushed as ide " . 

4 . 3 The c h e m i c a l i n d u s t r y t o d a y . 

The chemica l i n d u s t r y has been g r o w i n g r a p i d l y f o r a l o n g 

p e r i o d o f t i m e , and t h e r e i s e v e r y r eason t o expec t t h i s 

r a p i d g r o w t h t o c o n t i n u e . I t seems a l m o s t a r u l e t h a t the 

c h e m i c a l i n d u s t r y i n any c o u n t r y grows a t t w i c e the r a t e o f 

i n d u s t r y ge-ne^^rally, and i n t he U.K. the r a t e f o r t he chemica l 

i n d u s t r y i s about 7?5 compound. I t i s much h i g h e r f o r 

p e t r o c h e m i c a l s , pe rhaps double the average , so f o r i n d i v i d u a l 

c h e m i c a l companies , the g r o w t h r a t e w i l l be between 6-12% i n 

t e rms o f s a l e s . ( K i n g , 1970 ) . 

T h i s g r o w t h i s the r e s u l t o f the i n t r o d u c t i o n o f new 

p r o d u c t s , the development o f mass marke t s by h o l d i n g down the 

s e l l i n g p r i c e , and the a b i l i t y o f the i n d u s t r y t o expand, 

t h r o u g h r e s e a r c h , t h e end uses o f e x i s t i n g p r o d u c t s . 

Some i n t e r e s t i n g f i g u r e s about the p o s i t i o n o f the c h e m i c a l 

i n d u s t r y i n ,1972, ( l a t e s t ava i l^^b le d a t a ) are g i v e n i n a 

s t a t i s t i c a l s u r v e y , a p p e a r i n g i n the January 1974 i s s u e o f 

»» C h e m i s t r y and i n d u s t r y 

I n b o t h I 9 7 I - I 9 7 2 , t h e c h e m i c a l i n d u s t r y was the f o u r t h 

l a r g e s t s e c t o r o f t he economy, on the b a s i s o f g ros s va lue 

o u t p u t , b e h i n d the composi te f o o d , d r i n k and tobacco s e c t o r , 
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v e h i c l e p r o d u c t i o n and m e c h a n i c a l e n g i n e e r i n g . 

I n I 9 7 I , g ross o u t p u t o f t h e Chemica l i n d u s t r y accoun ted , 

as i n 1970, f o r 8.2 pe r cent o f t h e t o t a l va lue o u t p u t o f 

U . K . m a n u f a c t u r i n g i n d u s t r y . I n 1972, t h i s share o f t o t a l 

o u t p u t had r i s e n m a r g i n a l l y t o reach' 8,4 pe r c e n t . By 

compar i son on a ne t o u t p u t b a s i s , i n a l l t h e l a s t t h r e e 

a n n u a l censuses , t he Chemica l and a l l i e d i n d u s t r i e s , accounted 

f o r 9 . 2 p e r cen t o f t h e t o t a l n e t o u t p u t o f m a n u f a c t u r i n g 

i n d u s t r y . 

A c c o r d i n g t o t h e l a t e s t census s t a t i s t i c s , i n 1972, t h e 

C h e m i c a l i n d u s t r y had the second h i g h e s t g r o w t h i n g r o s s va lue 

o u t p u t {11,2%) a f t e r pape r , p r i n t i n g and p u b l i s h i n g (12.2^)1' , 

As f a r as t he Chemica l i n d u s t r y o f the: N . E . o f England i s 

c o n c e r n e d , t h e o n l y a v a i l a b l e d a t a are t h a t i t i s one o f 

t h e b i g g e s t i n t h i s a r e a , and i t employs 4 IOI3 p e o p l e , o r 

the. 4. I l ^ ^ o f ' t h e w o r k i n g p o p u l a t i o n , 
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5.THE SgRVEY 

5.1. O b j e c t i v e 

The o b j e c t i v e o f t h e p r e s e n t s tudy was t o examine how 

f a r have the N o r t h E a s t e r n Chemica l companies accepted and 

imp lemen ted t h e m a r k e t i n g c o n c e p t , as shown by the a n a l y s i s 

o f t h e f o l l o w i n g p o i n t s i 

1, E s t i m a t i o n o f t he p r e s e n t s i t u a t i o n , 

2, Da ta r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s , 

5. S t r a t e g i e s adop ted , 

4, E x i s t e n c e o f m a r k e t i n g p l a n . 

5, O r g a n i z a t i o n o f t he m a r k e t i n g depa r tmen t . 

6, A t t i t u d e s exp re s sed t o w a r d s m a r k e t i n g s t a t emen t s , and 

7, D e f i n i t i o n o f t h e t e r m ' M a r k e t i n g ' g i v e n by the compaiy, 

5.2 , M e t h o d o l o g i c a l p rob lems 

The m e t h o d o l o g i c a l p rob lems o f survey f a l l i n t o t h r e e 

b a s i c c a t e g o r i e s : 

a. Prom whom t o c o l l e c t the i n f o r m a t i o n , 

b . Y/hat methods t o use f o r c o l l e c t i n g i t , and 

c . How t o p r o c e s s , a n a l y s e , and i n t e r p r e t . i t , (Moser , 1958). 

So the f i r s t s tep i n e v e r y su rvey i s a lways t o d e f i n e ' 

the p o p u l a t i o n t o be c o v e r e d . I n t h i s case, t h i s t a s k was 

n o t v e r y d i f f i c u l t , s ince i t was dec ided t o r e s t r i c t t he s t u d y 

t o t h e N . E . a rea o f England. . However, t h i s g e o g r a p h i c a l 

d e l i m i t a t i o n was o n l y t he b e g i n n i n g . The d e f i n i t i o n o f 

p o p u l a t i o n a l s o i n v o l v e d t h e f i x i n g of l i m i t s , o t h e r t h a n 

m e r e l y g e o g r a p h i c a l . A g a i n , i n t h i s case , t h i s was p a r t l y done, 

when i t was dec ided t o examine o n l y . t h e Chemical i n d u s t r y , 

and t h i s because o f t h e w r i t e r ' s P h a r m a c e u t i c a l background . 
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A n o t h e r l i m i t a t i o n was t h a t o n l y those Chemica l companies 

were examined w i t h Head O f f i c e s i n t he N . E . o f E n g l a n d , T h i s 

was due t o the assumpt ion t h a t o n l y those compcuiies w i t h Head 

O f f i c e s i n the above s t a t e d a rea , were l i k e l y t o have a 

m a r k e t i n g depar tment , - w h i l e o t h e r companies i n the N , E , 

Chemica l i n d u s t r y , had t h e i r m a r k e t i n g department l o c a t e d 

e I s e w h e r e . 

The second s tep was t o f i n d out what methods t o use f o r 

c o l l e c t i n g t he needed i n f o r m a t i o n . The f i r s t t h o u g h t was t o 

use a c o m b i n a t i o n o f i n t e r v i e w s and m a i l q u e s t i o n n a i r e . But 

due t o t h e u n w i l l i n g n e s s o f the companies t o c o l a b o r a t e w i t h 

t h e s t u d y , i n t he case o f i n t e r v i e w , i t was dec ided t o 

c o n c e n t r a t e i n p o s t a l q u e s t i o n n a i r e . The main reason f o r t h i s 

u n w i l l i n g n e s s , appeared t o be t he c o n f i d e n t i a l na tu r e o f 

t h e i n v e s t i g a t e d a r e a . 

5o5. Advantages and d i s a d v a n t a g e s o f q u e s t i o n n a i r e s 

The us,e o f m a i l q u e s t i o n n a i r e has been w i d e l y condemned 

f o r some yea r s on account o f t h e d i f f i c u l t y o f s e c u r i n g 

adequate r e sponse . However, t h i s method has some advantages 

as w e l l as some d i s a d v a n t a g e s . 

I n the s t a r t i n g words o f Jahoda e t a l ( I 9 5 I ) » " q u e s t i o n n a i r e s 

can be sent t h r o u g h the m a i l , i n t e r v i e w e r s c a n n o t " . The m a i l 

q u e s t i o n n a i r e i s g e n e r a l l y q u i c k e r and cheaper t h a n o t h e r 

methods , and r e q u i r e s l e s s s k i l l t o a d m i n i s t e r t h a n i n t e r v i e w . 

However a m a i l q u e s t i o n n a i r e i s not n e c e s s a r i l y a cheap 

method; t h e response t o i t , e s p e c i a l l y w i t h a sample o f t he 
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g e n e r a l p o p u l a t i o n , may be so low , t h a t t h e cos t pe r 

c o m p l e t e d q u e s t i o n n a i r e i s h i g h e r t h a n w i t h an i n t e r v i e w sample. 

M a i l q u e s t i o n n a i r e s a l s o have someth ing t o commend them, 

w i t h q u e s t i o n s demanding a c o n s i d e r e d r a t h e r an immedia te j 

answer . 

A c c o r d i n g t o S e l l t i z e t a l (I965) t he i m p e r s o n a l n a t u r e 

o f q u e s t i o n n a i r e - i t s s t a n d a r d i z e d w o r d i n g , o r d e r o f q u e s t i o n s , 

and i n s t r u c t i o n s f o r r e c o r d i n g responses - ensures some 

u n i f o r m i t y f r o m one measurement s i t u a t i o n t o a n o t h e r . 

A n o t h e r advantage o f q u e s t i o n n a i r e s i s t h a t r e sponden t s 

may have g r e a t e r c o n f i d e n c e i n t h e i r anonymi ty , and t h u s f e e l 

f r e e r t o e x p r e s s v i e w s t h e y f e a r might be d i s a p r o v e d . I n the 

p r e s e n t q u e s t i o n n a i r e the f i n a l s t a g e , w i t h d e f i n i t i o n s and 

a t t i t u d e s t o w a r d s some m a r k e t i n g s t a t e m e n t s , f e l l w i t h i n 

t h i s c a t e g o r y , 

P i n a l l y a n o t h e r c h a r a c t e r i s t i c o f t h e q u e s t i o n n a i r e , i s 

t h a t i t may p l a c e l e s s p r e s su re on the s u b j e c t f o r immediate 

re sponse , . 

The main l i m i t a t i o n s o f m a i l q u e s t i o n n a i r e s , as s t a t e d by 

Moser (1958) are as f o l l o w s : 

F i r s t , t h e method can o n l y be c o n s i d e r e d when the q u e s t i o n s 

are s imp le and s t r a i g h t f o r w a r d t o be u n d e r s t o o d w i t h t h e ' h e l p 

o f t h e p r i n t e d i n s t r u c t i o n s aiid d e f i n i t i d n s . 

Second ly , the answers t o a m a i l q u e s t i o n n a i r e have t o be 

a c c e p t e d as f i n a l , u n l e s s re c h e c k i n g or c o l l e c t i o n o f t h e 

q u e s t i o n n a i r e s by i n t e r v i e w e r s can be a f f o r d e d , 

P i n a l l y , w i t h a m a i l q u e s t i o n n a i r e , t he r e i s no 

o p p o r t u n i t y t o supplement t h e r e s p o n d e n t ' s answers by 

o b s e r v a t i o n a l d a t a . 
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•5."4 Type o f q u e s t i o n n a i r e used 

The q u e s t i o n n a i r e was a s t a n d a r d i z e d one, because q u e s t i o n s 

were p r e s e n t e d w i t h e x a c t l y the same w o r d i n g and i n t he same 

o r d e r , t o ensure t h a t a l l r e sponden t s wero r e p l y i n g t o the 

same q u e s t i o n s . 

The s t r u c t u r e o f t he q u e s t i o n s used was o f two t y p e s f t h e 

"open-ended" q u e s t i o n s and t h o s e w i t h " f i x e d - a l t e r n a t i v e 

answer s" . 

A " f i x e d - a l t e r n a t i v e " , ( o r " c l o s e d " ) q u e s t i o n , i s one which 

t he r e sponses o f the s u b j e c t are l i m i t e d t o s ta ted a l t e r n a t i v e s . 

On t h e o t h e r hand , the "open-ended" q u e s t i o n ; i s des igned t o 

p e r m i t a f r e e response f r o m t h e s u b j e c t , r a t h e r t h a n one 

l i m i t e d t o s t a t e d a l t e r n a t i v e s , 

S e l l t i z e t a l l d e s c r i b e d t h e advantages and d i s advan tages 

o f " c l o s e d " and "open-ended" q u e s t i o n s as f o l l o w s j 

" . . . A c l o s e d q u e s t i o n may h e l p t o ensure t h a t t h e answers 

are g i v e n i n a f r a m e o f r e f e r e n c e t h a t i s r e l e v a n t t o t he 

purpose o f t h e i n q u i r y and- i n a f o r m t h a t i s u s a b l e i n t h e 

a n a l y s i s . 

. . . Sometimes t he p r o v i s i i o n o f a l t e r n a t i v e r e p l i e s h e l p s 

t o make' c l e a r the meaning o f t h e q u e s t i o n . 

. . . A s i m i l a r f u n c t i o n o f a l t e r n a t i v e responses i s t o 

make c l e a r the d i m e n s i o n a l o n g w h i c h answers are s o u g h t . ' 

. . . F i n a l l y , t h e " c l o s e d - q u e s t i o n " may r e q u i r e t h e 

r e s p o n d e n t h i m s e l f t o make a judgment about h i s a t t i t u d e s , 

r a t h e r t h a n l e a v i n g t h i s up t o t he code r . T h i s may or may 

n o t be d e s i r a b l e , depending on the n a t u r e o f t h e q u e s t i o n . 

Most o f these advantages o f f i x e d a l t e r n a t i v e q u e s t i o n s 
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have , however , c o r r e s p o n d i n g d i s a d v a n t a g e s . One o f t h e m a j o r •. 

drawbacks or t he c l o s e d - n u e s t i o n i s t h a t i t may l o r c e a 

s t a t e m e n t . o f o p i n i o n on an i s s u e about w h i c h t h e respondent 

does n o t have any o p i n i o n , 

, . , Even when a . respondent has a c l e a r o p i n i o n , a f i x e d 

a l t e r n a t i v e q u e s t i o n may no t g i v e any adequate r e p r e s e n t a t i o n 

o f i t , because none o f the c h o i s e s co r responds erxact l y t o 

h i s p o s i t i o n , o r because t h e y do n o t a l l o w f o r q u a l i f i c a t i o n , 

. , , Omiss ion o f p o s s i b l e a l t e r n a t i v e r e sponses , may l ead 

t o b i a s . Even when a space I s p r o v i d e d f o r " o t h e r " r e p l i e s , 

most r e s p o n d e n t s l i m i t t h e i r answers t o t h e a l t e r n a t i v e s 

p r o v i d e d " . 

Prom the above s t a t e d advantages and d i s advan tages o f 

open and c l o s e d q u e s t i o n s , i t i s apparen t t h a t t h e two 

d i f f e r i n t h e pu rpose s f o r w h i c h t h e y are a p p r o p r i a t e . Closed 

q u e s t i o n s ate more e f f i c i e n t where t he p o s s i b l e a l t e r n a t i v e 

\ r e p l i e s are known, l i m i t e d i n number, and c l e a r - c u t . Open 

ended q u e s t i o n s are c a l l e d f o r when t h e i s sue i s complex, o r 

when the x e l e v a n t d imens ions are no t known. 

The 'Hayhurs t and W i l l s s t u d y h e l p e d the p r e s e n t r e s e a r c h 

i n t o t h e Chemica l i n d u s t r y by s e r v i n g as a g u i d e l i n e . I t was 

d e c i d e d t o use t h e i r q u e s t i o n n a i r e s ince i t had be.«n t e s t e d ' 

and p r o v e d t o be a s u c c e s s f u l and t h e r e f o r e a p i l o t su rvey 

was n o t n e c e s s a r y . A l s o one c o u l d compare r e s u l t s w i t h those 

a l r e a d y p u b l i s h e d and f i n d i f any d i f f e r e n c e s e x i s t e d . 

The correspondence amongst t h e examined p o i n t s and the 

q u e s t i o n s w h i c h c o v e r e d them i s g i v e n b e l o w : 
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I , E s t i m a t i o n o f t h e p r e s e n t s i t u a t i o n , ^ 

I . a . Development i n cus tomers r e q u i r e m e n t s . 

Q u e s t i o n ; S t u d i e s o f market changes. 

I . b . A n a l y s i s o f t r a d e e n v i r o n m e n t . 

Q u e s t i o n s : Assessment o f market p o t e n t i a l , 

. D e t e r m i n a t i o n o f market c h a r a c t e r i s t i c s . 

I . e . A n a l y s i s o f c o m p e t i t i o n . 

Q u e s t i o n s t Research on c o m p e t i t o r ' s p r o d u c t s 

S t u d i e s o f p r e s e n t p r o d u c t s ve r sus c o m p e t i t i o n . 

2. Data r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s . 

2. a. P roduc t a n a l y s i s ' . 

Que s t i o n s t S t u d i e s o f a c c e p t a b i l i t y and p o ' t e n t i a l o f 

new p r o d u c t s . 

P r o d u c t t e s t i n g , 
\ 

Packag ing r e s e a r c h and d e s i g n , 

2 , b , Market a n a l y s i s . 

Q u e s t i o n ; Market share . a n a l y s i s , 

2,0, Sales s t r a t e g y , 

, q>uest ionsi Sales a n a l y s i s . 

Sales f o r e c a s t s . 

E f f e c t i v e n e s s o f methods o f p a y i n g salesmen. 

E f f e c t i v e n e s s o f s p e c i a l o f f e r s . 

Media, s t u d i e s , . 
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5. S t r a t e g i e s adopted ( M a r k e t i n g m i x ) . 

3 . a . A d v e r t i s i n g and p r o m o t i o n p l a n . 

Q u e s t i o n s : E s t a b l i s h m e n t o f sa les , q u o t a s . 

E s t a b l i s h m e n t o f s a l e s t e r r i t o r i e s . 

Methods o f p r o m o t i o n used f o r s e l l i n g t he p r o d u c t s . 

5»l>» Budget p l a n . 

Quest i o n s ; What p r o p o r t i o n o f g ross s a l e s revenue d i d your 

t o t a l p r o m o t i o n a l e x p e n d i t u r e r e p r e s e n t i n the 

l a s t f i n a n c i a l year? 

On what b a s i s do you de te rmine the- amount t o be 

spent on a d v e r t i s i n g ? 

5 .C. P r i c i n g p l a n . 

Q u e s t i o n ; On what method do you g e n e r a l l y f i x you r p r i c e s ? . 

4. E x i s t e n c e o f m a r k e t i n g p l a n . 

Que s t i o n ; Does y o u r company have a w r i t t e n - d o w n m a r k e t i n g 

p l a n ? 

frhat are t he p r i n c i p a l head ings o f you r c u r r e n t 

\ m a r k e t i n g p l an? 

5. O r g a n i z a t i o n o f t h e M a r k e t i n g d e p a r t m e n t . 

5 , a . S t a t u s o f t h e C h i e f M a r k e t i n g E x e c u t i v e . 

Q u e s t i o n ; S t a t u s o f the C h i e f M a r k e t i n g E x e c u t i v e i n 

r e l a t i o n t o the C h i e f P r o d u c t i o n E x e c u t i v e , 

5 . b . T i t l e o f t he C h i e f M a r k e t i n g E x e c u t i v e . 

Q u e s t l o n t P r e c i s e t i t l e o f t h e e x e c u t i v e w i t h main 

r e s p o n s i b i l i t y f o r m a r k e t i n g . 
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5 . C . Respons ib i l i t i e s of the Chief Marketing Executive, 

Question: Degree of r e s p o n s i b i l i t y of the Chief Marketing 

Executive over the various marketing functions. 

6. Attitudes expressed towards marketing statements. 

Querstionst "The marketing man's job i s simply to s e l l what 

the works produce"© 

"Our main task i s to increase sales volume. 

P r o f i t s w i l l fol low natura l ly" . ' 

"A wel l made product w i l l s e l l i t s e l f " , 

"Divers i f i ca t ion p o l i c i e s should build on 

e x i s t i n g company resources", 

"Provided we succed in s e l l i n g a planed l eve l 

of production, we should not be too concerned 

with trends in the t o t a l market", 

"In our type of business we know the market . 

too wel l to need marketing research". 

7.. Def in i t ion of- the term 'Marke.ting' 

. Question: What do you understand by the term 'Marketing'? 

/ 
/ 
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5. 5 Samp le \ 

The research covered a universe of a l l the Chemical 

companies with head o f f i c e s in the N .E . area of england. 

(The North East area consisted of: Northumberland, Durham, 

and Yorkshire North•Riding), 

A l i s t of the companies including in the Chemical industry, 

according to the Department of Trade and Industry Standard 

I n d u s t r i a l C l a s s i f i c a t i o n , i s given in Appendix I V . 

A l i s t of the Chemical companies in the N.E. of England 

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

pages of Telephone Directory", and the Department of Trade. 

and Industry" of Newcastle upon Tyne, and consisted of 172 

companies. 

From theia 40 companies had to be excluded from the mailing 

l i s t , e i t h e r because no r e l i a b l e address could be found, or . 

they had t h e i r Head Off i ces , in an other areao 
'. . • 

5,6, Methodology and Analys i s . 

A questionnaire (Appendix I ) and an appropriate cover 

l e t t e r (Appendix I I ) were sent to the remaining 132 Chemical 

companies. The l e t t er was addressed to the Managing Director 

and explained the purpose of the survey and contained an 

assurance that the information provided would be treated as 

c o n f i d e n t i a l . 

Pourty one (31^) of the companies approached rep l i ed . Of 

these 31 completed and returned questionnaires which were 

usable . Three companies explained that they had not completed 

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

Was received from seven f irms which refused to complete the 

questionnaire. The main reason f o r that r e f u s a l was concerned 

with the time and the ef ford involved. 

The analys i s has taken into consideration the ef fect of 

s ize and the orientat ion of the comp-any i . e . i n d u s t r i a l or 

consu mer. 

Companies were c l a s s i f i e d by sales volume and by number 

of people employed, into three categories: ' l arge ' , 'medium', 

and ' s m a l l ' . As ' large' have been characterised those 

companies with gross sa les revenue over £ 50 mil l ions per 

year, and with 50OO and over employees. As 'medium', those 

companies with gross sa les revenue £ I mil l ion - 50 mil l ions 

and with 25O - 4,999 employees. F i n a l l y as 'small', have been 

character ised those companies with gross sales revenue less 

than £ I mi l l ion and with less than 249 employees. 

Fourteen of the companies examined in the present 

research have been c l a s s i f i e d as 'medium', I ? as ' smal l ' and 

only 2 a s \ ' l a r g e ' . For the convenience of the analysis the 

two large companies have been included into the 'medium' 

category. 

Both groups" have been examined according to the points 

given in page 55 and have been characterised according to 

the r e s u l t s as 'Very good', 'Good', 'Reasonable' or 'Poor', 

. ( see Appendix V ) . 

Also the companies have been grouped according to the ir 

or ientat ion in I n d u s t r i a l amd Consumer and both groups have 

been subjected to the same ana lys i s . 

• 7 
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P i n a l l y the t o t a l sample has been subjected to a deeper • 

ana lys i s and a comparison has been made between the present 

r e s u l t s and those given by previous re searches. Also a 

comparison has been made between the two size groups. 

During the analys is the chi square test has been used for 

the i d e n t i f i c a t i o n of possible re la t ions within the groups 

and between them. The l i s t of the re la t ions examined i s 

contained in Appendix V I . 

In some instances the chi square test was applied where 

the rule of independance of response was not s t r i c t l y 

observed. Nevertheless i t was f e l t that the test was 

s u f f i c i e n t l y robust to use to indicate trends. 
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6. RE SUMS OF SURVEY 

. The r e s u l t s w i l l be given as fo l lowsi 

A) Large and Medium companies 

iB) Small companies • . . 

C) I n d u s t r i a l and Consumer companies 

D) A l l companies 

Each of the above group w i l l be examined against the 

fol lowing dimensionsi 

1. Est imation of the present s i tuat ion . 

2, Data required for e s tab l i sh ing objectives and strategies . 

3» Strategies adopted 

4, Existence of marketing plan. ' 

'5 . Organization of the marketing department. • 

6, Att i tudes expressed towards marketing statements. 

To Def in i t ion of the term 'Marketing', 
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A) LARGE AND J-tEDIUM COMPANIES 

Number of companies: I4 (2 large, 12 medium) 

Nature of business a c t i v i t y : I I I n d u s t r i a l companies 

. 5 Consumer companies 

I , Est imation of the present s i tuat ion . 

According to the f indings of the present study I I out 

of the I4 companies (79%) carry out a l l the necessary market 

research a c t i v i t i e s for the analys is of the environment and 

the i d e n t i f i c a t i o n of possible changes in the trends of t h e i r 

customers. 

From the remaining three companies, one has been 

character ised as 'good' and the other two as 'reasonable'. 

\ 

Table I Estimation of the present s i tuat ion 

Very good Good Re asonab le Poor 

Number of, V . . \ 
companies ' I I I 2 

'•, % . ' 79 7 14 -

2. Data required for es tabl i sh ing objectives and strategies. 

Nine out of the fourteen companies under consideration 
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are within the 'very good' category, which means that they ', 

carry out the necessary research for the establishment of 

t h e i r object ives and s trateg ies . Four have been c l a s s i f i e d 

as 'good' and one as 'reasonable' . 

Table 2 Data required for es tabl i sh ing objectives and 

s trategies 

Very good Good Reasonable poor 
Number of 
companies 9 4 I 

% 64 29 7 - • 

From the analys i s of the ind iv idual companies i t appears 

that v i r t u a l l y a l l the large and medium size companies have 

a sa les forecast ing plan. In addition i t has been found that 

most of them have carried out research concerning the 

ana lys i s of t h e i r product range, the analysis of the i r 

pos i t ion i l l the market or the analys i s of ef fect iveness of 

the various promotional methods they use (table 6 ) , showing 

an appreciation and implementation of further marketing 

a c t i v i t i e s . 

3, s trategies adopted 

Ten out of the fourteen large and medium companies (12%), 

have been characterised as. 'very good', one as 'good' and 

three as 'reasonable' as f a r as the strategies used are 

concerned. 

Table 3 Strategies adopted 

Very good Good Re asonable Poor 
Number of ' 

companies 10 1 3 

^ 72 7 .21 



The analys i s of the ind iv idua l companies revealed that 

eleven or 79^ of the large and medium companies use more 

than two promotional methods. (Table 4).' These resu l t s support 

the previous conclusion that most of the medium and large 

companies can be characterised as 'very good' concerning the 

s trateg ies they':use. . 

Table 4 Number of methods of promotion used 

Number of 
companies ^ 

One • 2- . 14 

Two I 7 

Three 2 14 

Pour 5 22 

Five 2 14 

Six 4 29 

However the analys i s of the ind iv idual companies also 

revealed a weak point concerning the money al located to 

promotion. I t has been found that the majority of the 

companies ( I I , or 79^) spend less than 5^ of the ir .gross 

sa les revenue on t h e i r promotion. 

Table 5 Proportion of gross sales revenue allocated to 

promotional expenditure 

Number of 

. .% of sales revenue companies % 

Below 1% 6 . 45 

1% ' 2.9% . 5 56 

. 5^ - 4.9^ - I 7 

.5?S - 1095 , . 1 7 

Over 10% I • 7 
Non reply I 7 
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The estimation as to what proportion of gross sales ^ 

revenue should be al located for promotional a c t i v i t i e s i s 

a d i f f i c u l t task. L. With out. 

ei"xpendri'ture^on*jthe various i t is-uriot .̂ t,,. 

^pCiSsible -vt-ovmake' anyi.camme;nt.: ;: : . ^ _ _ : J : - T " ;- ; : -.-5.> : '• -« 

The following table shows the extent to which large and 

medium companies carry out the necessary marketing research 

i n order to be able: 

a) to analyse the environment in which they operate, 

b) to develop object ives and s trateg ies , and 

c) to select the appropriate s trategies to meet these object ives . 

Table 6 Carry out marketing research a c t i v i t i e s 

Number of 

Marketing research a c t i v i t i e s companies 

Studies of market changes 5 64 

Assessment W market potent ia l I5 95 

Determination of market c h a r a c t e r i s t i c s 10 7I 

Studies of present products versus 

competition 12 86 

Research on'competitors products 12 86 

Product ana lys i s . 1 0 71 

Sales ana lys i s 15 93, 

Establishment of sa les quotas 6 43 

Establishment of sales t e r r i t o r i e s 9 64 

E f f e c t i v e n e s s of methods of paying 

salesmen 

E f f e c t i v e n e s s of spec ia l o f fers 2 l4 

Media studies 5 • 5^ 

Market share analys i s 

36 

I I 79 
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The above t a b l e supports the previous conclusion tha t 

large and jriediura cojnpaniss can be charac te r i sed as e i t h e r 

' v e r y good' .or 'good ' concern in£; the three f i r s t steps of 

the a n a l y s i s . 

The o n l y neglected f u n c t i o n s according to the above 

a n a l y s i s are the follov?xn^ct "Ef .f e c t ivene ss of spec ia l o f f e r s " 

and "Media s tud ie s " . Ho7/ever these a c t i v i t i e s seem t o be 

not app l i cab l e t o most of the l0,rge and medium companies 

since of them ( l l out of the l4 ) are manufac turers 'o f 

i n d u s t r i a l goods, 
/ 

An e f f o r t has been uiadc, u s ing ch i square t o discover 

pos s ib l e r e l a t i o n s amongst the f u n c t i o n s c a r r i e d out by 

the companies under c o n s i d e r a t i o n , A r e l a t i o n has been 

i d e n t i f i e d between the e s t i m a t i o n of the present s i t u a t i o n , 

the c o l l e c t i o n of data and the s t r a t e g i e s adopted. I t has 

been found t h a t those companies v/hich are ' ve ry good' or 

'good ' i n e s t i m a t i n g the present s i t u a t i o n are also ' ve ry 

good' or 'good' i n co*"llooting data and e s t a b l i s h i n g o b j e c t i v e s 

and s t r a t e g i e s . The same r e l a t i o n has been i d e n t i f i e d betv,reen 

the c o l l e c t i o n o f data and the s t r a t e g i e s used. The r e s u l t s 

show t h a t the e f f e c t i v e c o l l e c t i o n of data about the market i s 

c l o s e l y associa ted - w i t h the development of marketing s t r a t e g i e s . 

I t suggests t h a t erceoutives spend time t h i n k i n g about the 

a t ta inment of o v e r a l l o b j e c t i v e s v i a marketing strputegy so 

tha-t the r e l evan t i n f o r m a t i o n may be c o l l e c t e d . 
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^« Existence of wr i t t en-dovm marketing p l a n . 

The exis tence oi B. writte.-ii-down marketing plaai has • 

bee.ri r epo r t ed by 12 out of the I4 large and raediura 

companies (85?5). 

The' c h i square a j i a l y s i s ravealed a r e l a t i o n bet\7een the 

exis tence of the mctrketing p lan and the company's a b i l i t y 

t o analyse the environniant , c o l l e c t data, and e s t a b l i s h 

o b j e c t i v e s and s t r a t e g i e s . I t has bnen found tha t companies 

with a market ing p l a n are v / i t h i n the ' ve ry good' or 'good' 

category concerning the above steps of the ana lys i s , whi le 

companies v?ithout a market ing plsja have been c l a s s i f i e d as 

e i t h e r ' re asons/o le ' or ' p o o r i 

F i n a l l y the ch i square, ana.lysis showed no r e l a t i o n 

between the existence of s v/rit ten-dov/n marketing p lan and 

the s t a tu s of the Qhief Market ing Execu t ive , or ths 

a t t i t u d e s expressed towards market ing statements. 

5 • Organ iza t i on of the Market inp:.- dspartmeiit . 

From the ana lys i s i t em.erged tha t the m a j o r i t y of the large 

and medium companies ( I I or 79:̂ ) n&ve t .aeir Chief Marketing 
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Executive in a posi t ion equal to that of the Chief Production 

Execut ive , 

Table 7 Status of the Chief Marketing Executive 

Number of , • 
Status companies % 

Higher I 7 . 

Equal I I " 7 9 

Lower 2 I4 

Thi s means that a l l but two of the examined large and 

medium companies have a marketing organizational structure 

which i s compatible with the requirements of the marketing.' 

concept, (page 5 2 ) , 

The most common t i t l e found amongst the large and medium 

size companies was that of 'Marketing Direc tor ' , (Table 8 ) . 

Hayhurst and Wil l s r e s u l t s support the above f inding , (page 1 1 5 ) , 

T ab le 8 T i t le of. Ch ie f Marke t ing. Exe cut ive. . . 

T i t l e 
Number of 
companies % 

Marketing ""Director 5 5 6 

Sale s Dire ctor •• 2 : 14 

Marketing Manager 2 14 

Sales Manager 2 14 

Commercial Director I- 7 

Sales & Marketing Director I 7 

1 
Sales & Commercial Director 

I 7 

The fol lowing table comprises the c l a s s i f i c a t i o n of the 

r e s u l t s concerning: 
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a) the degree of control of the Chief Marketing Executive 

over the various marketing functions 

b) the at t i tudes of the Chief Marketing Executive towards 

marketing statements, and 

c) the degree of understanding the meaning of the term 

•marketing'. 

Table 9 . C l a s s i f i c a t i o n of the r e s u l t s concerning: 

R e s p o n s i b i l i t i e s , Att i tudes, Marketing def in i t ion 

Very good Good Reasonable Poor 
% % % % 

R e s p o n s i b i l i t i e s 7 21 43 2 9 

Attitudes 50 29 21 
« 

Marketing de f in i t ion 7 2 9 - 4? 

The d i s t r ibut ion of the degree of re spons ib i l i ty of the 

Chief Marketing Executive within the large and medium 

companies i s given in the following tablet 
. . • • • 

Table 10 Respons ib i l i t i e s of the Chief Marketing Executive 
Non • 

,7 f u l l 5-6 f u l l 3-4 f u l l 2 f u l l reply 
Number of . • 
companies \ 2 3 6 2 I ' 

, , \ ' • . 

% • 14 ; 21 43 14 7 

The above r e s u l t s show'that only i n f ive out of the fourteen 

.cbmpihies the; Chief Marketing Executive has a 'very good' 

or 'good' control over the marke-ting functions, or that he i s 

responsible for at least f i v e out of the ten marketing 

a c t i v i t i e s . The majority of the companies reported to give 

him f u l l r e s p o n s i b i l i t y only for three or four functions, and 

consequently have been c l a s s i f i e d as 'reasonable'. Th i s caa 
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be seen as a weakness in the overa l l implementation of the 

marketing concept which c a l l s for integration and coordination 

of the marketing department. (page 10 ) 

A comparison of the present data with previous f indings 

i s given in the following tables: 

Table I I Respons ib i l i t i e s of the Chi;ef Marketing Exe cutive 

Pre sent Data Not 
Applicable/ 
No response 

% 
Marketing functions 

Re spons ib i l i ty 
P u l l Shared N i l 

% % % 

Not 
Applicable/ 
No response 

% 

Sales forecast ing 64 29 7 

Marketing research 5 0 56 - 14 

Advertis ing & Promotion 72 14 14 

Overseas Marketing 56 56 • 7 21 

P r i c i n g 21 79 -• 

Phys i ca l d i s t r ibut ion 21 56 7 56 . 

Packaging . 7 5 0 45 

Marketing Staff Salection 72 21 7 , 

New Product Planning 14 79 7 

Publ ic Relations 7 79 14 

Table 12 Respons ib i l i t i e s of the Chief Marketing. Executive 
Saddik McNamara 

Marketing; functions 
Responsibi l i ty 

P u l l Shared N i l 
N.A/ 
N.R. 

F u l l 
Share 

Sales forecast ing % 59. 5 5 4 2 88 

Marketing research . % 40 42 ' 8 8 -

Advertis ing & Promotion % 42 42 7 7 -
Overseas Marketing %' - - •- - -

P r i c i n g % 55 5 1 1 5 I 69 

P h y s i c a l d i s t r ibut ion % 18 5 1 49 2 -

/ • 
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Table 12 contd. 
Saddik Mc N am ar a 

Responsibi l i ty N . A / F u l l & 
F u l l Shared N i l N.R. Shared 

Packaging _ _ _ _ 5 6 

Marketing Staf f 

Select ion ^ 4 3 5 1 . 5 I 

New product planning % I 9 6 9 1 0 2 5 8 

Publ ic r e la t i ons % 5 5 4 5 - - - 2 1 

In spite of the previous mentioned weakness, the 

comparison between the present data and Saddik's re su l t s on 

the medium B r i t i s h Text i l e companies, shows that medium 

Chemical companies give more f u l l r e spons ib i l i ty to the i r 

Chief Marketing Execut ive . The same conclusion derives from 

the comparison of the present data with McNamara's f indings 

concerning 4 9 4 medium American - companies. 

I t i s worth not ic ing that while in 5 5 ? 5 of the medium 

Wool Tex t i l e and Clothing companies. Chief Marketing 

Executive has sole re spons ib i l i t y for the function of Public 

Relat ions , in the majority of the examined companies he shares 

the r e s p o n s i b i l i t y for the above funct ion. This i s probably 

due to the fact that while a l l but three large and medium 

companies are manufacturing i n d u s t r i a l products, Wool Text i l e 

and Clothing companie s are manufacturing consumer goods. 

I 

6. Att itudes expressed towards marketing statements 

The majority of the examined companies ( I I or 19%) have 

expressed 'very good' or 'good' att i tudes towards the 

marketing statements. An e f for t has been made to discover 

how f a r the att i tudes expressed correspond with the degree of 

r e s p o n s i b i l i t y given to the Marketing Executive in the vairious 

/ 
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funct iona l areas. However the chi square analys is gave no 
f i rm conclusion. 

7. Def in i t ion of the term 'Marketing;', 

As f a r as the de f in i t ion of Marketing i s concerned only 

Olid out of the fourteen large and medium companies has given 

a 'very good' d e f i n i t i o n . Four more companies gave a 'good' one 

and the remaining nine, have e i ther misunderstood the meaning 

of the term or were unable to define i t . 

Also no re la t i on has been found between the att itudes 

expressed towards marketing statements and the degree of 

understanding of Marketing, This means that Chief Marketing 

Execut ives could have a favourable attitude towards marketing • 

statements but not understand the meaning of the term. 

• V 
CONCLUSION 

From the above analys i s concerning 2 large and 12 medium 

Chemical companies the fol lowing r e s u l t s have been emerged: 

Table 15 Large .and.Medium companies:. A l l the resu l t s 

Very good & Good Reasonable & Poor 

•Number of • % Number of % 
companies companies 

Est imation 1 2 8 6 2 I 4 

Data required 1 5 . 9 5 . I 7 

Strategies adopted I I . 7 9 5 2 1 

R e s p o n s i b i l i t i e s 4 V 28 1 0 7 2 

Attitudes I I 7 9 5 2 1 

Marketing de f in i t ion 5 5 6 6 4 5 



• 72-

JSxistence of Marketing plan 

Number of. 
companies % 

Yes . 1 2 86 

No 2 14 

Status of Chief Marketing Executive 

Number of 
companies %' 

Higher I 7 

Equal I I . 7 9 

Lovyer 2 l 4 

I t can be concluded then that : 

1. The maobrity of the large and mediurii companies are 'very 

good? i n analysing the environment in vrhich they operate, in 

^gathering the necessary data for the development of object ives 

and s t ra teg i e s and i n es tabl i sh ing the right s trategies for 

the achievement of these object ives . 

The only vrealtness i d e n t i f i e d at t h i s stage concerns the 

ro.ther small proportion of gross sales re^venue allocated to 

promotion, 

2, The ana lys i s concerning the organization of the marketing 

department revealed the follov.*ing strong and Tveak points: 

St roiT^ -p0int s ahout the large and medium compallies, 

a) The j sajor i ty (S6^) of the conip.3.nies have a v7ritten--do\7n 

marketing plaj i , 

b) In most of the companies (79?5) the Chief Marketing 
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E x e c u t i v e i s i n a p o s i t i o n e q u a l t o t h a t o f the C h i e f 

P r o d u c t i o n E x e c u t i v e , 

c ) The m a j o r i t y o f companies (79%) have a f a v o u r a b l e v i e w 

t o w a r d s the v a r i o u s s t a t e m e n t s about m a r k e t i n g , 

B , Weaknesses o f t h e l a r g e and medium companies 

a) The m a j o r i t y o f companies (72%) -give t h e i r C h i e f M a r k e t i n g 

E x e c u t i v e f u l l r e s p o n s i b i l i t y f o r o n l y a f e w m a r k e t i n g 

f u n c t i o n s , 

b ) The m a j o r i t y o f companies (64%) have g i v e n a ' poor* 

d e f i n i t i o n o f t h e t e r m ' m a r k e t i n g ' o r were unab le t o g i v e 

any d e f i n i t i o n . 

T h i s i s p u z z l i n g s ince t h e y were able t o c l a s s i f y c o r r e c t l y 

t h e m a j o r i t y o f s t a t e m e n t s on m a r k e t i n g , (Tab l e 9 ) . Managers 

do n o t seem t o r e l a t e t h e i r knowledge o f t h e m a r k e t i n g 

concept t o the d a y - t o - d a y a c t i v i t i e s o f t h e company. 

However, a p a r t f r o m these weak p o i n t s the a n a l y s i s showed 

t h a t t h e examined l a r g e and medium companies a r e , b r o a d l y 

s p e a k i n g , i n agreement w i t h t h e g e n e r a l r e q u i r e m e n t s f o r t he 

i m p l e m e n t a t i o n o f the m a r k e t i n g c o n c e p t . 

F i n a l l y , u s i n g c h i square a n a l y s i s , t h e f o l l o w i n g 

r e l a t i o n has been e s t a b l i s h e d j Companies w i t h w r i t t e n 

down m a r k e t i n g p l a n have been c l a s s i f i e d as e i t h e r ' v e r y g o o d ' 

o r ' g o o d ' c o n c e r n i n g t h e i r a b i l i t y t o analyse the e n v i r o n m e n t , . 

c o l l e c t t h e necessa ry d a t a and e s t a b l i s h a p p r o p r i a t e o b j e c t i v e s 

and s t r a t e g i e s , w h i l e companies w i t h o u t w r i t t e n m a r k e t i n g 

p l a n have been c h a r a c t e r i s e d as ' r e a s o n a b l e ' o r ' p o o r ' 

c o n c e r n i n g the above s t e p s . 
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SMALL COrjPANIES 

Number o f companies i 17 

N a t u r e o f bus ine s s a c t i v i t y : l4 I n d u s t r i a l companies 

3 Consumer companies 

I . E s t i m a t i o n o f t h e p r e s e n t s i t u a t i o n 

The p r e s e n t s t u d y r e v e a l e d t h a t t h e m a j o r i t y o f t h e s m a l l 

companies (8 o r 47^) are w i t h i n t he ' poor* c a t e g o r y and o n l y 

6 o f them (35^) have been c h a r a c t e r i s e d as ' v e r y good ' 

T a b l e I4 E s t i m a t i o n o f t h e p r e sent s i t u at i o n 

Very good Good Re asonable Poor 
Number o f 

companies 6 2 1 8 

% 35 12 6 47 

T h i s means t h a t most o f t he s m a l l companies do not c a r r y 

ou t enough r e s e a r c h f o r t h e a n a l y s i s e i t h e r o f t h e t r a d e 

e n v i r o n m e n t o r t6s t he i d e n t i f i c a t i o n , o f t h e market t r e n d s . 

2 , E.ata r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s 

The e x a m i n a t i o n o f t h e a b i l i t y o f t h e s m a l l companies t o 

c a r r y ou t r e s e a r c h f o r c o l l e c t i n g t h e necessa ry i n f o r m a t i o n 

i n o r d e r t o e s t a b l i s h t h e i r o b j e c t i v e s and t o develop t h e i r 

s t r a t e g i e s , r e v e a l e d t h a t 5 out o f t h e 17 companies are ' v e r y 

g o o d ' and an o t h e r 5 ' p o o r ' . 

T a b l e 15 Data r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and 

s t r a t e g i e s • 

V e r y good Good Reasonable Poor 
Number o f 
companies 5 4 5 . 5 

/ 
29 24 18 29 
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5• Strategies adopted 

Table 16 Strategies adopted 

Very good Good Re asonable Poor 
Number of 

companies 9 I 4 5 

% 53 6 25 18 

The above table comprises the c i a s s i f i c a t i o n of the small 

companies in various categories according to the strategies 

they use. I t i s worth notic ing that the majority of small 

companies have been c l a s s i f i e d as 'very good', while in the 

case of the "estimation of the present s i tuat ion" and the 

"col lect ion of the required data", the majority of companies 

have been c l a s s i f i e d as rather 'poorf. 

However the analys is of-each company revealed the 

follov/ing we alt points amongst the small companies! 

a) 10 out of the 17 companies under consideration use one or 

two promotional rae.thods, (Table 17) 

b) I4 out of the 17 small companies spend less than 5$?! of 

t h e i r gross sales ^revenue to promotion and taking into 

account that the gross sales revenue of a small company 

does not exceed the £ I m. , t h i s amount can be considered 

as inadequate. (Table 18). 
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Tab le 17 Number o f methods o f p r o m o t i o n used 

Number o f . 
companies % 

One 6- 35 

Two 4 25 

Three 2 12 

Pour 5 - • 18 

F i v e 2 | I 2 -

S ix mm -

P r o p o r t i o n o f g r o s s s a l e s revenue a l l o c & t e d 

p r o m o t i o n a l e x p e n d i t u r e 

Number o f 

%. o f s a l e s revenue companies % 

Below 1% 9 53 

.1% - 2.9% 5 29 

5% - 4.9% -

" 5% - 10% I 6 

Over 10% I 6 
Non r e p l y I 6 

V 

H o w e v e r ' i t c o u l d be argued t h a t t he above weaknesses are 

the r e s u l t s o f t he s i z e and o f t h e l i m i t e d means a v a i l a b l e 

w i t h i n t he s m a l l companies ; 

The f o l l o w i n g t a b l e shows t h e e x t e n t t o which s m a l l 

companies c a r r y ou t t h e neces sa ry m a r k e t i n g r e s e a r c h a c t i v i t i e s 

i n o r d e r t o be a b l e : , 

a) t o ana lyse t he e n v i r o n m e n t i n which t h e y o p e r a t e , 

b ) t o deve lop o b j e c t i v e s and s t r a t e g i e s , and 

c ) t o s e l e c t s t r a t e g i e s t o meet these o b j e c t i v e s . 

. / 
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T a b l e 19 C a r r y put m a r k e t i n g , r e s e a r c h a c t i v i t i e s 

Number o f 

M a r k e t i n g r e s e a r c h a c t i v i t i e s • companies % 

S t u d i e s o f market changes 4 23 

Assessment o f market p o t e n t i a l 9 53 

D e t e r m i n a t i o n o f market c h a r a c t e r i s t i c s > 8 47 

S t u d i e s o f p r e s e n t p r o d u c t s • v e r s u s -

c o m p e t i t i o n lO 59 

Research on c o m p e t i t o r s p r o d u c t s . I I 65 

P r o d u c t a n a l y s i s 10 59 

Sales a n a l y s i s 13 76 

E s t a b l i s h m e n t o f sa les quo tas 6 35 

E s t a b l i s h m e n t o f s a l e s t e r r i t o r i e s 9 53 

E f f e c t i v e n e s s o f methods o f p a y i n g 

salesmen 5 29 

E f f e c t i v e n e s s o f s p e c i a l o f f e r s 3 18 

Med ia s t u d i e s 5 . 29. 

Marke t share a n a l y s i s 
8 47 

Seven, out o f t h e t h i r t e e n m a r k e t i n g r e s e a r c h a c t i v i t i e s 

are c a r r i e d out by l e s s t h a n a h a l f o f a l l t h e s m a l l companies. 

To some e x t e n t t h i s was e x p e c t e d as s m a l l companies due t o t he 

l i m i t a t i o n o f t h e i r r e s o u r c e s c o u l d f i n d themse lves unab le 

t o c a r r y ou t adequate m a r k e t i n g r e s e a r c h . I t i s p o s s i b l e alsro 

t h a t most o f them have no t e s t a b l i s h e d ye t a m a r k e t i n g 

r e s e a r c h depar tment and use e x t e r n a l agenc ies t o h e l p them i n 

c a r r y i n g ou t some o f t h e a c t i v i t i e s . 

F i n a l l y the p r o m o t i o n o f t he p r o d u c t s has been p roved t o 

be i n a d e q u a t e , i . e . t h e y use o n l y one o r two p r o m o t i o n a l 

methods and t h e y spend l e s s t h a n o f t h e i r g ross sa l e s 
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revenue t o p r o m o t i o n a l a c t i v i t i e s . T h i s can be p a r t l y 

e x p l a i n e d when one c o n c i d e r s : 
« 

a) t h a t I 4 out o f the 17 s m a l l companies are m a n u f a c t u r e r s 

o f i n d u s t r i a l goods , and 

b) t h e l i m i t e d means a v a i l a b l e due t o t h e s i z e o f t h e company, 

Even so , t h i s i nadequa t e p r o m o t i o n t o g e t h e r w i t h the 

l i m i t e d number o f m a r k e t i n g r e s e a r c h a c t i v i t i e s c a r r i e d out 

can be v i e w e d as two weak p o i n t s i n t h e o v e r a l l m a r k e t i n g 

p l a n n i n g , p r o c e s s . 

The c h i square t e s t has shown a s t r o n g r e l a t i o n between 

t h e ' e s t i m a t i o n o f t h e p r e s e n t s i t u a t i o n ' , t he ' c o l l e c t i o n o f 

t h e n e c e s s a r y d a t a ' and t h e ' a d o p t e d s t r a t e g i e s ' . 

So i t c o u l d be c o n c l u d e d t h a t companies which have been 

c h a r a c t e r i s e d a s ' v e r y g o o d ' o r ' g o o d ' i n e i t h e r the 

e s t i m a t i o n o f t h e e n v i r o n m e n t i n wh ich t h e y opera te o r the 

c o l l e c t i o n o f d a t a have ' v e r y g o o d ' o r ' g o o d ' s t r a t e g i e s t o o , 

4, E x i s t e n c e o f w r i t t e n - d o w n m a r k e t i n g p l a n 

The e x i s t e n c e o f a w r i t t e n - d o w n m a r k e t i n g p l a n has been 

r e p o r t e d o n l y by 8 but o f the 17 s m a l l companies (47%) f w h i l e 

t he r e m a i n i n g 9 have no w r i t t e n p l a n at a l l . 

However t he c h i square t e s t e s t a b l i s h e d a s t r o n g r e l a t i o n 

between t h e e x i s t e n c e o f a w r i t t e n m a r k e t i n g p l a n and: 

a) t h e e s t i m a t i o n o f the p r e s e n t s i t u a t i o n , 

i j ) t h e c o l l e c t i o n o f d a t a , and 

c ) t h e adop t ed s t r a t e g i e s , . 

. As i t was e x p e c t e d , t he m a j o r i t y o f the companies w i t h 

w r i t t e n m a r k e t i n g p l a n have been c h a r a c t e r i s e d as ' v e r y g o o d ' 
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o r ' g o o d ' i n t e rms o f the e s t i m a t i o n , the a n a l y s i s and the 

c o l l e c t i o n o f i n f o r m a t i o n about the env i ronmen t i n which t h e y 

o p e r a t e and tJie e s t a b l i s h m e n t o f o b j e c t i v e s and s t r a t e g i e s . 

Companies w i t h i n t h e ' p o o r ' c a t e g o r y , c o n c e r n i n g t h e above 

a c t i v i t i e s , r e p o r t e d t o have no w r i t t e n m a r k e t i n g p l a n . 

A l s o a n o t h e r r e l a t i o n s h i p has been f o u n d between the 

e x i s t e n c e o f w r i t t e n m a r k e t i n g p l a n and the s t a t u s o f the 

C h i e f M a r k e t i n g E x e c u t i v e , as w e l l as t h e a t t i t u d e s expressed 

t o w a r d s t h e m a r k e t i n g s t a t e m e n t s . I t has been f o u n d t h a t t he 

m a j o r i t y o f the s m a l l companies w i t h m a r k e t i n g p l a n have 

e x p r e s s e d f a v o u r a b l e v i e w s c o n c e r n i n g t h e v a r i o u s m a r k e t i n g 

s t a t e m e n t s , w h i l e the m a j o r i t y o f companies w i t h o u t a 

m a r k e t i n g p l a n have e x p r e s s e d a t t i t u d e s wh ich have been 

c h a r a c t e r i s e d as e i t h e r ' r e a s o n a b l e ' o r ' p o o r ' . A l s o i t has 

been e s t a b l i s h e d t h a t t he h i g h e r t h e s t a t u s o f t he C h i e f 

M a r k e t i n g E x e c u t i v e t h e more l i k e l y f o r a company t o have 

a w r i t t e n m a r k e t i n g p l a n . 

5, O r g a n i z a t i o n o f the M a r k e t i n g depar tment 

I n 10 out o f the 17 s m a l l companies the C h i e f M a r k e t i n g 

E x e c u t i v e assumes a h i g h e r s t a t u s t h a n t h a t o f t h e C h i e f 

P r o d u c t i o n E x e c u t i v e . 

T a b l e 20 S t a t u s o f C h i e f M a r k e t i n g E x e c u t i v e 

Number o f 
S t a t u s companies % 

H i g h e r 10 59 

E q u a l 4 / 24 

Lower 2 11 

Non r e p l y I 6 
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T h i s can be e x p l a i n e d when one examines the t i t l e g i v e n 

t o the C h i e f M a r k e t i n g E x e c u t i v e w i t h i n the s m a l l companies. 

I t has been f o u n d t h a t the most common t i t l e amongst the 

s m a l l companies was t h a t o f the Managing D i r e c t o r , 

T a b l e 21 T i t l e , o f C h i e f M a r k e t i n g E x e c u t i v e 

Numbe^r o f ' 

T i t l e companies % 

Managing D i r e c t o r 8 47 

Sales D i r e c t o r ' 3 17 

G e n e r a l Manager 2 12 

M a r k e t i n g Manager . 1 6 . 

Sales Manager . 1 6 

Sales & M a r k e t i n g Manager I 6 

M a r k e t i n g D i r e c t o r I 6 

The m a j o r i t y o f s m a l l companies have t h e i r Managing 

D i r e c t o r r e s p o n s i b l e f o r the M a r k e t i n g depar tmen t , Hayhurs t 

and 7 / i l l s f i n d i n g s suppor t t h e above s ta te 'meht . 

The f o l l o w i n g t a b l e g i v e s t h e r e l a t i o n between the t i t l e 

and t h e s t a t u s o f t h e C h i e f M a r k e t i n g E x e c u t i v e w i t h i n the 

s m a l l companies . 

T a b l e 22 R e l a t i o n between t i t l e and s t a t u s o f C h i e f M a r k e t i n g 

E x e c u t i v e 

T i t le H i g h e r E q u a l Lower 

Managing D i r e c t o r 7 - I . 

Sa les D i r e c t o r - 2 . 1 

G e n e r a l Manager I I . • 

M a r k e t i n g Manager - I 

Sales Manager I -

Sa les & M a r k e t i n g Manager I -

M a r k e t i n g Di rec^ to r • - I -
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The f o l l o w i n g t a b l e compr i ses the scores c o n c e r n i n g : 

a) the r e s p o n s i b i l i t i e s o f the C h i e f M a r k e t i n g E x e c u t i v e , 

b ) t h e a t t i t u d e s o f t h e C h i e f M a r k e t i n g E x e c u t i v e t o w a r d s 

m a r k e t i n g s t a t m e n t s , and 

c ) t h e d e f i n i t i o n s g i v e n f o r the terra ' m a r k e t i n g ' . 

T a b l e 23 C l a s s i f i c a t i o n , o f t h e r e s u l t s c o n c e r n i n g : 

R e s p o n s i b i l i t i e s , A t t i t u d e s , M a r k e t i n g d e f i n i t i o n 

Very good Good Reasonable Poor 

% % % % 

R e s p o n s i b i l i t i e s 12 • 4 l 12 35 

A t t i t u d e s - 3 5 12 29 . 24 

M a r k e t i n g d e f i n i t i o n - 29 12 35 

F i n a l l y t h e d i s t r i b u t i o n o f t h e degree o f r e s p o n s i b i l i t y 

o f t h e C h i e f M a r k e t i n g E x e c u t i v e s w i t h i n the s m a l l companies 

i s s t a t e d i n the f o l l o w i n g t a b l e : 

T a b l e 24 R e s p o n s i b i l i t i e s o f t h e . C h i e f M a r k e t i n g E x e c u t i v e 
won 

7 f u l l 5-6 f u l l 3-4 f u l l 2 f u l l r e p l y 
Number o f \ 
companies , 2 6 3 5 I 

: ' % . ' 12 .55 . 1 8 29 6 

I n j u s t o v e r h a l f o f the s m a l l companies the C h i e f 

M a r k e t i n g E x e c u t i v e has a ' v e r y g o o d ' o r ' g o o d ' c o n t r o l over ' 

t h e m a r k e t i n g f u n c t i o n s , and i n 3555 o f them (6) h i s c o n t r o l 

has been c h a r a c t e r i s e d as ' p o o r * . 

When t h e s m a l l companies are b roken down a c c o r d i n g t o the 

degree o f r e s p o n s i b i l i t y g i v e n t o t h e i r C h i e f M a r k e t i n g 

E x e c u t i v e i t appears t h a t he has f u l l c o n t r o l over seven o r 

more o u t o f t h e t e n m a r k e t i n g f u n c t i o n s , o n l y i n t ' 

/ 

; wo 
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companies and i n a n o t h e r s i x he i s f u l l r e s p o n s i b l e o n l y f o r 

5-6 m a r k e t i n g f u n c t i o n s and shares the r e s p o n s i b i l i t y f o r the 

r e s t w i t h o t h e r e x e c u t i v e s . I n t h r e e companies he has f u l l 

c o n t r o l o v e r 5-4 f u n c t i o n s and i n t he r e s t f i v e , he i s the 

o n l y r e s p o n s i b l e f o r two o r l e s s a c t i v i t i e s . 

Hence i t can be c o n c l u d e d t h a t I I out o f the 17 s m a l l 

companies (65%) are at the m i d p o i n t o f the i n t e g r a t i o n o f 

t h e i r m a r k e t i n g d e p a r t m e n t . 

The f o l l o w i n g t ab l e s comprise a comparison amongst t he 

p r e s e n t d a t a and t h e r e s u l t s o f Saddik and McNamara, 

c o n c e r n i n g the r e s p o n s i b i l i t i e s o f t h e C h i e f M a r k e t i n g 

E x e c u t i v e w i t h i n t h e s m a l l companies . 

T a b l e 25 R e s p o n s i b i l i t i e s o f the C h i e f M a r k e t i n g E x e c u t i v e 

Pre se n t Dat a 

M a r k e t i n g F u n c t i o n s 
Re s p o n s i b i l i t y 

F u l l Shared N i l 
nf at oL 

Not 
A p p l i c a b l e / 
No response 

Sales f o r e c a s t i n g 61 28 - 5 

M a r k e t i n g r e s e a r c h 59 50 5 6 

A d v e r t i s i n g & P r o m o t i o n 50 50 -
Overseas M a r k e t i n g 6 1 I I 6 22 

P r i c i n g 56 55 I I -
P h y s i c a l d i s t r i b u t i o n 6 44 44 6 

P a c k a g i n g 6 61 I I 22 

M a r k e t i n g S t a f f s e l e c t i o n 61 59 - -
New p r o d u c t p l a n n i n g 55 50 6 I I 

P u b l i c R e l a t i o n s 55 50 6 I I 
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Tab le 26 R e s p o n s i b i l i t i e s ' o f t he C h i e f M a r k e t i n g E x e c u t i v e 

Saddik McNamara 

R e s p o n s i b i l i t y N . A / F u l l & • 
M a r k e t i n g f u n c t i o n s F u l l Shared N i l N .R . Shared 

Sales f o r e c a s t i n g % 40 53 3 4 , . • 84 

M a r k e t i n g r e s e a r c h • % 42 35' , 7 6 75 

A d v e r t i s i n g & P r o m o t i o n % 43 47^ 6 4 -
Overseas M a r k e t i n g % - • - - -

P r i c i n g % 27 63 10 - 66 

P h y s i c a l d i s t r i b u t i o n % 16 39 42 3 -
P a c k a g i n g % - _._ - • - 26 

M a r k e t i n g S t a f f se lec t ion % 34 46 9 5 mm 

New p r o d u c t p l a n n i n g % 28 58 9 5 45 

P u b l i c R e l a t i o n s / % 59 41 mm 27 

From t h e above t a b l e i t can be conc luded t h a t the examined 

s m a l l companies g i v e t o t h e i r C h i e f M a r k e t i n g E x e c u t i v e more 

r e s p o n s i b i l i t y f o r t h e v a r i o u s m a r k e t i n g f u n c t i o n s t h a n the 

s m a l l f i r m s o f - t h e T e x t i l e I n d u s t r y examined by Sadd ik , o r t h e 

498 s m a l l American companies examined by McNamara. 

6 . A t t i t u d e s e x p r e s s e d t o w a r d s m a r k e t i n g s t a t emen t s 

I t has been f o u n d t h a t ; 8 o f t h e 17 s m a l l companies (47^) 

e x p r e s s e d ' v e r y g o o d ' o r ' g o o d ' a t t i t u d e s towards the 

m a r k e t i n g s t a t e m e n t s , w h i l e t h e m a j o r i t y o f . them expres sed 

e i t h e r ' r easona ia le ' . o r ' p o o r ' a t t i t u d e S o 

7, D e f i n i t i o n of the t e r m ' M a r k e t i n g : ' 

Most o f the d e f i n i t i o n s of M a r k e t i n g g i v e n by the m a j o r i t y 

o f the s m a l l companies were e i t h e r ' r e a s o n a b l e ' or ' p o o r ' . 

./ 
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The c h i square a n a l y s i s r e v e a l e d a r e l a t i o n between t h e 

degree o f r e s p o n s i b i l i t y o f the C h i e f M a r k e t i n g E x e c u t i v e 

and t h e a t t i t u d e s exp res sed t owards the v a r i o u s m a r k e t i n g 

statements. As i t was e x p e c t e d these companies wh ich g i v e 

t h e i r C h i e f M a r k e t i n g E x e c u t i v e f u l l e s t r e s p o n s i b i l i t y i n 

t he f u n c t i o n a l a reas have expres sed more, f a v o u r a b l e a t t i t u d e s 

t h a n t h e companies w h i c h g i v e l e s s r e s p o n s i b i l i t y t o t h e i r 

e x e c u t i v e s . 

A l s o an e f f o r t has been made t o i d e n t i f y any r e l a t i o n 

between these a t t i t u d e s and t h e m a r k e t i n g d e f i n i t i o n g i v e n 

by t h e companies . However, no f i r m c o n c l u s i o n can be drawn 

f r o m t h i s a n a l y s i s . 

CONCLUSION 

The r e s u l t s o f the above a n a l y s i s c o n c e r n i n g the 17 

s m a l l companies have been summarized i n the f o l l o w i n g t a b l e : 

T a b l e 27 Smal l .companies: A l l the r e s u l t s 

Ve ry good & Good Reasonable & Poor 
' Number o f Number o f 

companie s % companies % 
55 E s t i m a t i o n 8 • 47 9 

% 
55 

Data r e q u i r e d .9 . 55 8 47 

S t r a t e g i e s adopted 10 59 7 4 1 ' 

Re s p o n s i b i l i t i e s 9 55 8 47 

A t t i t u d e s 8 47 9 55 

M a r k e t i n g d e f i n i t i o n 5 29 8 47 
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E x i s t e n c e o f M a r k e t i n g P l a n 

Number o f 
companies % 

Yes 8 "47 

No 9 53 

S t a t u s o f C h i e f M a r k e t i n g E x e c u t i v e 

Number o f • 
companie a % 

H i g h e r . 1 0 59 

E q u a l 4 24 

Lower . 2 I I 

Non response I 6 

I t can be c o n c l u d e d t h e n t h a t s m a l l companies are at the 

m i d p o i n t o f the i m p l e m e n t a t i o n o f the m a r k e t i n g c o n c e p t . Also 

d u r i n g the. a n a l y s i s t h e f o l l o w i n g weaknesses have been 

i d e n t i f i e d : ' ' 

a) The l i m i t e d number o f m a r k e t i n g r e s e a r c h a c t i v i t i e s c a r r i e d 

o u t , and 

b ) t h e inadequa te p r o m o t i o n o f t h e ' , p r o d u c t s . 

F i n a l l y , u s i n g c h i square a n a l y s i s , the f o l l o w i n g 
V 

r e l a t i o n s have been i d e n t i f i e d : 

I , Companies w h i c h have been c h a r a c t e r i s e d as e i t h e r ' v e r y 

g o o d ' o r ' g o o d ' i n e s t i m a t i n g t h e p r e s e n t s i t u a t i o n , showed 

a b e t t e r a b i l i t y i n g a t h e r i n g the necessa ry d a t a f o r 

e s t a b l i s h i n g o b j e c t i v e s o r s e l e c t i n g s t r a t e g i e s , t h a n those 

companies w h i c h have been c h a r a c t e r i s e d as ' r e a s o n a b l e ' o r 

' p o o r ' 
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2 , Those companies w i t h w r i t t e n - d o w n m a r k e t i n g p l a n have : 

a) e x p r e s s e d more f a v o u r a b l e a t t i t u d e s towards m a r k e t i n g 

s t a t m e n t s , 

b ) t h e i r C h i e f M a r k e t i n g E x e c u t i v e s i n h i g h e r s t a t u s , and 

c ) c a r r i e d out most o f the necessa ry m a r k e t i n g r e s e a r c h 

a c t i v i t i e s f o r a n a l y s i n g t h e e n v i r o n m e n t , e s t a b l i s h i n g 

o b j e c t i v e s and s e l e c t i n g s t r a t e g i e s . 

These r e s u l t s are compared w i t h those d e r i v e d f r o m the 

d a t a on t h e medium sizie f i r m s i n p a r t D. 
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C) INDUSTRIAL AND CONSUMER COMPANIES 

I n d u s t r i a l companies : 25 ( l 4 s m a l l , 10 medium, I - large) 

Consumer companies : 6 (5 s m a l l , 2 medium, I l a r g e ) 

The c l a s s i f i c a t i o n o f the companies a c c o r d i n g t o the n a t u r e 

o f t h e i r b u s i n e s s a c t i v i t y , showed t h a t w h i l e 25 o f them were 

m a n u f a c t u r e r s o f i n d u s t r i a l goods o n l y 6 have been c l a s s i f i e d 

as consumer goods companies . 

Due t o t h i s l i m i t e d number o f companies w i t h i n the 

consumer g roup and t h u s t o t he i n a b i l i t y o f d r a w i n g any f i r m 

c o n c l u s i o n , t h e r e s u l t s o f t he e x a m i n a t i o n of the above 

g roups are p r e s e n t e d i n a summarised f o r m . 

Tab le 28 I n d u s t r i a l and Consumer companies : A l l the r e s u l t s 

I n d u s t r i a l (25) Consumer (6) 

E s t i m a t i o n 

Da ta r e q u i r e d 

S t r a t e g i e s ^ adopted 

Re s p o n s i b i l i t i e s 

A t t i t u d e s 

M a r k e t i n g d e f i n i t i o n 

E x i s t e n c e , o f M a r k e t i n g p l a n 

Very 
good 
% 

Good 
% 

Reaso 
nab le 

% 
Poor 
% 

Very 
good 
% 

Good 
% 

Reaso 
nable 

% 
Poo 
% 

60 12 4 24 55 - 17 50 

44 52 12 12 50 - 17 55 

68 8 - 12 12 55 - 50 -
8 .56 • 28 28 17 17 17 50 

44 24 24 8 55 - 55 53 

8 28 
• 
8 40 17 55 - 55 

I n d u s t r i a l Consumer 
(B=25) (B=6) 

Yes 68 50 

NO 52 50 
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Status of Chief Market in/;. Executive 

, I n d u s t r i a l Consumer 
(3=25) (B=6) 

% % ' 

Higher 36 35 

Equal 52 33 

Lower 8 33^ . 

The comparison between the i n d u s t r i a l and the consumer 

group shows that the majority of the i n d u s t r i a l companies carry 

out the necessary marketing research a c t i v i t i e s for the 

estimation of the present s i tuat ion the col lect ion of the 

necessary data and the establishment of strategies while less 

than ha l f of the consumer companies f a l l into t h i s category. 

Nevertheless i t has been found that manufacturers of 

consumer goods tend to give more respons ib i l i ty to the i r Chief 

Marketing Executive than the i n d u s t r i a l companies and that 

they have defined the term 'Marketing more sa t i s fac tory . 

A' breakdown of the i n d u s t r i a l and consumer goods companies 

according.to t h e i r s ize and a comparison of the dif ferent 
\ • • 

groups i s given in the following tables : 

:Table 29 I n d u s t r i a l companies (23) 

Large., and Medium(25) Small ( l 4 ) 

Very 
Good Good 

Reaso 
nab le Poor 

Very 
Good Good 

Reaso 
nable Poor 

Estimation % 82 9 - 9 43 14 7 36 

Data required % 55 36 9 mm 36 29 14 . 21 

Strategies adopted % 73 9 18 - . 64 7 7 . 21 

R e s p o n s i b i l i t i e s % 9 .27 45 18 7 43 14 36 

Attitudes % 45 36 18 . - 43 17 29 14 

Marketing def. % IB 18 - 55 - 36 14 29 

Marketing plan.^ % • 18 27 - - 14 29 
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Table 30 Consumer companies (6 ) 

Large and medium(5) Small (3) 

Very Reaso Very Reaso 
good Good nable Poor good Good nable Poor 

Estimation ?5 6? . - 33 , - - " - - loo 

Data required % 100 - •.- • _ - - 33 6? 

Strategies adopted ^ 6? - _ » IOQ 

R e s p o n s i b i l i t i e s % - - 33 67 55 53 - 33 

Attitudes 6? - 33 _ - - 53 6? 

Marketing def, J5 55 . 67 - - - - - 67 

Marketing plan % - - - 6 7 

i t has been found that medium and large size companies of 

both groups are more marketing oriented than smaller size 

companies. 

However from the above analys i s i t emerged that while most 

of the i n d u s t r i a l companies have been c l a s s i f i e d within the 

'very good' or 'good' category, only one th ird of the consumer 

goods companies f a l l into t h i s category. This means that 

manufacturers of i n d u s t r i a l goods are marginally ahead of the 

consumer, group in" the implementation of the marketing concept. 

The only reason responsible for these resu l t s which are 

completely incompatible with what the l i t era ture suggests could 

probably be v/ithin the number and the s ize of the examined ' 

consumer goods companies. In fact only 6 out of the 51 examined 

companies were manufacturers of consumer goods and from them 

5 were smal l , one large and two medium size companies. I t i s 

obvious then that the "limited number of consumer: goods 

companies within the examined population prevents one of 

drawing any f irm conclusion about them. 
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D) ALE COfflPANIES 
Number of companies: 51 

Nature of business a c t i v i t y ; 25 I n d u s t r i a l companies 

• 6 Consumer companies 
i 

I t i s the purpo-se of t h i s section, to make comparison with 

other studies , and examine some items in greater depth. 

Hence the amalgamation of the data. 

I . Est imation of the present s i tuat ion • 

The analys i s of the present s i tuat ion i s one of the most 

important steps in- the o v e r a l l process of marketing planning. As 

i t has been said (page 23) i t involves the following pointsi 

a) Analys i s of the Industry and the Trade environment, 

b) . Analys is of the company i t s e l f , and 

c) Analys is of the current competitive conditions. 

Prom the present study i t emerged.that the majority of the 

examined companies have been c l a s s i f i e d as e i ther 'very good' or 

•good', concerning t h e i r a b i l i t y to analyse the environment. 

Table 3.1 Estimation of the present s i tuat ion 

.Very good , Good Reasonable Poor 
Number of ' .. ' 

companies 17 5 5 8 

% 55 10 10 25 

This means that 20 out of the 31 companies carry out most 

of the necessary market research a c t i v i t i e s associated with 

the ana lys i s of the competition or the ident i f i ca t ion of 

possible changes in the requirements of t h e i r customers. 

The extent to which those a c t i v i t i e s have been carried 

out, as we l l as a coifiparison between the present resu l t s 



Hay hurst 
and 

Present Data Wi l l s 
% fo 

39 58 

.68 74 

58 . 69 

74 80 

78 66 
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and'';Sayhurst and Wi l l s f indings are given in the following 

tab le : 

Table 32 Carried out ..Market Re.se arch A c t i v i t i e s for the 

Marte t Research a c t i v i t i e s . 

Studies of market changes 

Assessment of market potent ia l 

Determination of market c h a r a c t e r i s t i c s 

Studies of present products versus 
competition 

Research on competitors products 

The more neglected a c t i v i t y , as i t emerges from the above 

t a b l e , i s the "study of market changes". This can be 

considered as a weakness concerning the importance of the 

above a c t i v i t y . 

From the comparison' emerges that Chemical companies do 

not carry out the above a c t i v i t i e s to the same extent as the 

companies examined by Hayhurst and W i l l s , However taking 

into account the f a c t s that : I ) 94^ of the examined companies 

are small and medium s ize , and 2) that 81^ of them deal with 

i n d u s t r i a l products, the extent to which the above market 

research a c t i v i t i e s are carr ied out can be concidered as 

adequate. 

Differences associated with the. s ize of companies are 

very b ig . So while 12 out of the 14 large and medium companies 

have been c l a s s i f i e d as 'very good' or 'good' (86,^), (Table I ) 

concerning the above a c t i v i t i e s , only 8,(47^) of the small 

companies are within t h i s . category. (Table I4) 
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I t can be concluded then that large and medium companies 

carry out the above a c t i v i t i e s to a greater extent than small 

s ize companies, 

2, Data required f o r es tab l i sh ing ob.1ectives and strategies 

Another important step i n the marketing planning process 

i s the co l l ec t ion of the necessary data for the establishment 

of object ives and s trateg ies . 

Table 5'3 Data required for es tab l i sh ing objectives and 

. s trategies 

Very good Good Reasonable Poor 
Number of 

. companies ' 1 4 8 4 5 

% . 45 26 13 16 

The analys i s revealed that 71^ or 22 out of the 51 

examined companies carry out s u f f i c i e n t research for the 

• accumulation of the required data. 

Table 54 Carried put Market Research a c t i v i t i e s . for 

^ e s tab l i sh ing object ives and strategies 
Hayhurst 

and 
Market Research a c t i v i t i e s ' Present Data Wil ls 

Packaging research and design 29 , 

• Studies of acceptabi l i ty of 

hew productis 71 78 

Product t e s t ing 42 50 

Sales analys i s 74 89 

Sales forecast ing lOO 100 

E f f e c t i v e n e s s of methods of 
paying salesmen 29 55 
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Table 54 contd. 
Hayhurst 

and 
Present Data Wil l s 

E f f e c t i v e n e s s of spec ia l o f f e r s 6 , 22 

Media studies 22' 38 

Analys i s of e f fec t iveness of 

channels of d i s t r ibut ion - ••' 51 48 

Market share ana lys i s 6^ 80 

'Packaging research and design', 'e f fect iveness of specia l 

o f f e r s ' , ' e f fect iveness of methods of paying salesmen' and 

'media s tudies ' are the most neglected a c t i v i t i e s as i t 

emerges from the above table,' Again t h i s can be explained 

when one conciders the nature of the business a c t i v i t i e s of 

most of the examined companies, since 25 out of the 31 ^^e 

manufacturing i n d u s t r i a l products. 

Comparison between the present r e s u l t s and those given 

bu Hayhurst and Wi l l s reve ales that Chemical companies carry 

out the above market research a c t i v i t i e s to a lesser extent 

than the B r i t i s h companies examined by them. This i s probably 

due to the small s ize of the Chemical companies. 

F i n a l l y . i t has been found that the extent to which the 

above a c t i v i t i e s are carr ied out increases with the size of 

f i r m . (Tables 6, 19) . , 

However i t can be concluded that the majority of the 

examined Chemical companies carry out most of the necessary 

research f o r the accumulation of the required data for setting 

t h e i r object ives and es tab l i sh ing the i r s trategies . 
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5. Strategies adopted 

The step which follows the establishment of the objectives 

concerns, the appropriate mix of the elements of marketing 

p lan , in order to achieve s trategies suitable to meet the 

object ives set . The four main elements over which a company 

bui lds i t s s trategies arei product, p r i c e , promotion, and 

place , (page 25 ) , 

The fol lowing ana lys i s deals with two of the mentioned 

elements: price and promotion. Product has been discussed in 

the previous section ( 2 ) , 

The examination of the Chemical companies according to , 

the s trateg ies they use revealed that the majority of them 

(21 out of the 3I f or 68%) have been characterised as e i ther 

'very good' or 'good'. 

Table 55 Strategies adopted 

\ . Very good Good Reasonable Poor 
Number of • 

companies 19 2 7 5 

% 61 7 . 22 10 

S p e c i f i c a l l y the analys is has as fol lows: 

a) Pr ice : Methods used for f i x i n g the pr ices 

Table 56 Basis, for. f i x i n g pr ices 
Hayhurst 

and 
Present Data Wi l l s 

% ' % 

"Cost-plus" 7 10 

"Cost-plus" modified by . 

market conditions 58 66 

Market conditions 55 24 
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P r i c i n g , as already has been said (page 26 ) f must be 

considered as an important step in the formation of the 

s t ra teg ic plan. Also, the way in wBuich a company determines 

i t s p r i c e s has often been taken as an indicator of the degree 

of i t s marketing or ientat ion. T r a d i t i o n a l l y , prices were 

determined on, the bas is of "cost-plus". However a marketing 

oriented f i rm has to consider the conditions that obtain in 

the market as an important element of i t s pr ic ing plan. 

From the r e s u l t s of t h i s study emerges that s i i g h t l y more 

than one in three f irms consider the i r pr ic ing system to 

depent on market conditions, and more than a half of a l l the 

f irms report that t h e i r pr ices are a resul t of establ ishing 

the cost and then modifying t h e i r ca lculat ions by an 

assessment of market conditions. (Table 3j6) 

The fac t that an important majority of the companies 

adjust or f i x t h e i r pr ices according to the conditions 

dominated in the market, indicates the progress that has been 

made in the area of p r i c i n g within the examined Chemical 

companies. 

Some research studies have t r i e d to e l i c i t ' more re l iab le 

information concerning the business pr ic ing p o l i c i e s . Two 

of the more important are: 

1, The Brookings study of pr ic ing in big business, and 

2, The Univers i ty of Kentucky study of pr ic ing decisions in 

small business. 

The f i r s t was based on a ser ies of interviews with top 

management of a representative group of. large-scale 

enterpr i ses engaged i n primary production, manufacturing and 
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d i s t r i b u t i o n . The general conclusion of t h i s study was that 

large companies general ly have goad - • • pr ic ing pol icies; 

The Kentucky study covered eighty-eight indiv idual f irms 

with from one to two employees to more than 200, They 

comprised a var ie ty .of industr ies including manufacturing, 

r e t a i l i n g , and service indus tr i e s . One of the conclusions 

of the study was that most of the companies did not adhere 

s t r i c t l y to the f u l l - c o s t approach to pr i c ing , but showed 

more f l e x i b i l i t y . 

The r e s u l t s of the present study concerning the basis 

for f i x i n g pr i ce s in the larger and small companies (Table 57) 

support the above r e s u l t s . 

Table 57 Basis, for f i x i n g pr ices :Analys i s b_y size of company 

Size Large & Medium Small 
Br14 B - I7 

Bas i s 

"Cost-plus" 8 6 

"Cost-plus" modified 

by market conditions 58 64 

Market conditions 55 50 

F i n a l l y comparison between the present data and those 

stated by Hayhurst and Wi l l s (Table 56) shows that a larger 

proportion of Chemical companies use as a s tart ing point of 

t h e i r p r i c i n g po l i cy the market conditions. 



One 23 

Two 16 

Three • 13 

Pour 19 

Five 13 

Six 13 
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b) Promotion: I , Number of promotional methods used 

Table 38 Number of forms of promotion usjBd 

Present data Hayhurst & Wil l s 

12 

25 

25 

51 

4 

According to the above table the majority of the examined 

companies (18 or 58^) use three or more methods to promote 

t h e i r products. However the fac t that 12 out of the 31 

companies (39^) r e l y only on one or two promotional methods 

can be seen as a weakness. 

The difference between the r e s u l t s of the present study 

and those given by Hayhurst and Wil l s could be attributed to 

the fact that^ most of the examined companies are dealing with 

indust r i a l goods f or~whi.ch - t.he.y. u se f ew«,r. pro:inot.ional methods. 

The ana lys i s of the f indings by the size of company i s 

shown i n the following table: 

Table 39 Number of forms of promotion used by size of comp.an;r 

Number of forms of promotion used 

Size I 2 3 4 5 6 

Large & 

Medium (8=14) 1 1 2 3 2 4 

Small ( B s I 7 ) 6 4 2 3 2 -

The above table shows that while the majority of small 
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companies (lO out of the 17 or 58?S) r e l y only on one or two 

promotional methods only 2 out of the 14 large and small 

companies ( I 6 ^ ) f a l l into t h i s category. Thus once again the 

complexity of the company's tasks increases with i t s s i z e . 

The conclusion emerged from t h i s part of the analys is i s 

that while the majority of the examined companies use three or 

more promotional methods, there i s s t i l l an important minority 

of companies which r e l y only on one or two. methods. . . 

However i t has been found that the larger the company the 

more l i k e l y the use of more than three promotional methods, 

2, Proportion of gross sa les revenue allocated to promotional 

expenditure 

Table 40 Proportion of gross sales revenue alloca,ted to 

promotional expenditure 

^ of G. 5,R, Present data Hayhurst & Wil l s 

% . % 

Below 1% 48- / 25 

1% - 2,3 52 ; 25 

•5% - 4 ,9 • • • . 5 19 
I 

3% -10% 7 . • 15 

Over 10% 5 9 . 

Non reply 7 -

The decision as how much of the gross sales revenue to 

al locate on promotional expenditures i s one of the most 

d i f f i c u l t in the marketing area. According to the f indings , 

almost a l l of the examined f irms spend less than 10% and as 

many as 85^ or 26 out of the 51, spend less than 3%, However 

as the use of severa l types of promotion was strongly re lated 

/ • 
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to the s ize of the f i r m , the amount al located to promotion 

was expected to increase with the size and the f i r m ' s t o t a l 

a c t i v i t i e s . No such conclusion can be drawn from the ex is t ing 

data. I t appears then that the prportion of gross sales 

revenue does not increase although the amount of money 

avai lable to spend w i l l be higher because of the higher gross 

sa les revenue of the larger company. 

F i n a l l y comparison with Hayhurst and Wil l s f indings 

ind icates the tendency amongst the Chemical companies to. spend 

less than 1% of t h e i r gross sales revenue to promotion, 

3. Bas i s determining the amount' to be spent, on advertising 

Another d i f f i c u l t decision i s the basis on which marketing 

managers w i l l determine the amount to be spend on advert is ing, 

Joel Dean has i d e n t i f i e d f ive possible ways in which 

advert i s ing budgets are determined: 

a) The percentage of sa les approach bases the advertis ing budget 

on a f i xed percentage of sa les , e i ther past or expected future . 

s a l e s . This provides a convenient working formula, but in 

terms of economic theory i t has l i t t l e or no foundation because 

past or present sales volumes have nothing to do with the cost 

or worth of expanding sales fur ther , 

b) The ' a l l - y o u - c a n - a f f o r d ' approach can be c r i t i c i z e d : ( i ) ' 

because present p r o f i t a b i l i t y and a high degree of l i q u i d i t y 

are not neces sar i l y re lated to potent ia l benefits l i k e l y to . 

be achieved through advertising* ( i i ) l iqu id resources have 

many possible 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 and not b l indly and a r b i t r a r i l y 

earmarked for advert is ing or any other purpose without regard 

to the expected return, 

c) The return on investment approach acknowledges that 

advert i s ing increaises immediate sales and, at the same time, 

contributes to the goodwill of the business by increasing 

future earning power, . , . T h i s does iiot however, get over 

the d i f f i c u l t y of ident i fy ing which of a business's cash 

f lows are at tr ibutable to advert is ing , and the dilemma posed 

by the quotation: " I know hal f the money I spend on advertising 

i s wasted, but I can never f ind out which half", i s not 

e a s i l y resolved, 

d) The . "ob j ec t ive3 and task" approach operates on the prif iciple 

of f i r s t defining advert is ing object ives , second outl ining 

s p e c i f i c tasks necessary to at ta in the objectives and th ird 

determining the cost of attainment, 

e) The competitive p a r i t y approach bases the f i r m ' s 

advert i s ing outlay on what other f irms in the Industry are 

spending. Such an approach however provides no c r i t e r i o n by 

which the costs and benef i ts of additional' advertis ing may be 

evaluated. 

The present ana lys i s showed that only 75a of the examined 

companies based t h e i r dec i s ionof - : how much to spend on 

adver t i s ing , on the analys is of needs. Nevertheless t h i s 

together with the fact that 56^ of the companies are basing 

t h e i r ca lcu la t ion on expected future sales shows that a 

considerable number of f irms have l e f t aside the old contests 

of 'spend what you can af ford' or 'the same every year' and 
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fo l lov / the t r e n d toward the implemontation of the marketing 

. concept . U n f o r t u n a t e l y the t o t a l amount spent on promotional 

a c t i v i t i e s was found to be inadequate , (page 98 ) . The 

companies f a i l to apprec ia te the f u n c t i o n of promotional 

a c t i v i t i e s f o r increa.'^ing s a l e s . T h i s i s an exairip.le of the 

companies responding f a v o u r a b l y to the marketing concept (.though 

p r o c e s s ) but inadequaly implementing i t ('doing process) s ince l e s s 

than 5^ of g , s . r , i s spent on a l l forms of promotion. 

Table 4 l B a s i s determining a d v e r t i s i n g appropri at ion 

-
Present data 

% 

. Eayhurst 
& V / i l l s 

Percentage of expected j^ales 56 53 

Percentage of past s a l e s 13 I I 

Percentage of p r o f i t •15 t 

A n a l y s i s of needs 7 19 

Same each year 3 -
Nothing s p e c i f i c 5 -
C o s t - e f f e e t i v e n e ss 3 -

'Other 10 -
No r e p l y 12 24 

Comparison wi th Hayhurst and W i l l s r e s u l t s i n d i c a t e s tliat 

a h i g h e r p r o p o r t i o n of coiupa'iiies examined by theia base t h e i r 

d e c i s i o n on the a n a l y s i s of needs . 

The c o n c l u s i o n s concerning the o v e r a l l a n a l y s i s of the 

s t r a t e g i e s adopted .by the sxaJnined coicpanies can be 

Kuaiwarizs d a,s .fo llo7?£ : 
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1, Most of the North Eastern Chemical companies consider the-

conditions obtaining i n the market when f i x i n g t h e i r p r i c e s , 

2. Most of the Chemical companies use three or more promotional 

methods. However there i s an important proportion which r e l y 

on one or two methods. In spite of the fact that most of the 

examined companies are manufacturing i n d u s t r i a l goods, t h i s 

can s t i l l be seen as a weakness. 

5 , The other weak point concerns- the amount spent on 

promotional a c t i v i t i e s . The fact that 26 out of the 51 f irms 

spend l e s s than 5^ of t h e i r gross sa les revenue to promotion 

can be explained when we consider the size of the examined 

companies and the nature of t h e i r business a c t i v i t y . 

Nevertheless i t can be regarded as an important weakness, 

4, There i s a trend amongst the examined companies to base 

t h e i r decis ion concerning the amount to be spent on 

advert i s ing on the ana lys i s of t h e i r needs. However the 

majority of them are s t i l l fol lowing the old- methods. 

The above mentioned conclusions r e f l e c t a sa t i s fac tory 

state concerning the s trateg ies used by the Chemical companies. 

Nevertheless the i d e n t i f i e d weaknesses point to the fact that 

there i s a considerable number of companies which are in a 

t r a n s i t i o n a l stage from thb t r a d i t i o n a l methods to the new 

marketing oriented concept. 

/ 
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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 31 Chemical companies. 

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

the contents of t h e i r marketing plan, and from these 13 plans 

only 7 have been characterised as'very good' or 'good'. 

Table .42 Marketing Plan 

A l l the companies (B=3I) 

Companies with 
Marketing plan (20) 

Companies without 
marketing plan ( I I ) 

Marketing plans 
without headings ( 7 , 35^) 

Marketing plans 
with headings (13 , 65jS) 

/ 
'Very good' 
and 'Good' 

( 7 , 54^) 

'Poor' 

(6, 4655) 

Prom the above table i t i s obvious that the majority of 

companies with marketing plans were e i ther unable to report 

the s p e c i f i c foatuires of t h e i r plans or have reported some 

headings which were f a r from what one should expect to f ind 

i n a marketing plan, (page 34 ) . " ' 

The i d e n t i f i c a t i o n of some basic c h a r a c t e r i s t i c s amongst 

the given headings and the grouping of them together i s given 

i n the following tab le . Also an attempt has been made to ' 

compare the f indings o'f the present research with those 

stated by Hayhurst and Wi l l s wherever t h i s was poss ible . 
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T ab le 45 Cpnte nt s of Marke t ing, PI aii 

Pre sent Dat a 
Hayhurst 

The 13 A l l the and. 
companie s 

% . 
companie s 

^ , 

Wil ls 
% 

Trade .forecast 8' 3 mm 

Analysis of 
the T)re sent Commercial plan 8 3 - . 
s i t u a t i o n 

Commercial plan 

Competition 15 7 

Sales forecast 54 23. 
Dat a 
required f o r Market analysis 31 15 mm 

object ives & • 

strategies Product analysis . 38 16 I I 

Ob je ct ive s 23 10 27 

Strategies 8 3 • -
Strategies Strategies 

Promotion 31 13 25 
adopted adopted 

Finance • 25 10 12 

Organization & 
Organization Training of the 31 -Organization 

Manpower 

The di f ferences in-the resul ts concerning the 'ob jec t ives ' 

and'the promotion' i s an ind ica t ion of the i n e f f i c i e n c y of 

the plans used by most of the Chemical companies. Only 3 out 

of the 13 f i rms consider the ' ob jec t ives ' as an element of 

t h e i r marketing p lan . 

However the most important difference concerns the 

i d e n t i f i e d contents i n the marketing plans of the Chemical 

companies and the comp:anies examined by Hayhurst and V / i l l s . 

This c r u c i a l question "what should be i n a marketing plan" 

was the subject of a research conducted by Hart i n 1973. 

During t h i s research about 120 marketing men were asked to 

l i s t the main headings they would include i n a marketing 
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strategy. The resu l t s of h i s research as wel l as a comparison 

wi th the f i nd ings of the present study, are given i n the 

f o l l o w i n g t ab le , 

iPable 44 ^ Score from respondents, on what should appear i n 

a marketing strategy 

Marke t re se arch 

Sales promotion 

Product informat ion 

Price 

D i s t r i b u t i o n 

Budget s 

Competition 

Product development 

Se l l ing strategy 

Corporate plans 

Sel l ing p la t form 

Service 

\ Sales targets 

Resources 

Production 

Measuring resu l t s 

Marketing mix 

Test marketing 

P r o f i t 

Timing 

Branding 

Hart Present 

82 51 

80 51 

40 58 

40 -
57 -
50 -
29 -
28 58 

26 8 

22 -
21 -
20 

20 mm 

14 -

12 -
12 mm 

10 -
10 -
10 -

6 -
2 



-106-

The discrepency between the present data and those given . 

by Hart i s mainly due to the f ac t that while i n the present 

research respondents have indicated what , they actual ly do i n 

p rac t i ce , i n Har t ' s study respondents have been encouraged 

to indicate the subject headings i n aii academic sense. Also, 

most of the companies examined during the present study were 

manufacturers of i n d u s t r i a l products while those examined by 

Hart were mainly manufacturers of consumer goods, and 

consequently they gave more e-mphasis to d i f f e r e n t points . 

However what emerges from the above table i s the d i f f i c u l t y 

i n the general izat ion on a pat tern concerning the contents 

of the marketing plan, as they depend strongly on the nature 

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

there are some features such ast analysis of the environment, 

se t t ing of object ives , development of strategies and 

organizat ion of the marketing department, which should appear 

i n every marketing plan i r respect ive of the nature and the 

size of the company. 

However the l i m i t e d number of marketing plans available 

f o r examination (15 only) prevent us from drawing any 

generalized conclusion on t h i s subject. 

As i t was expected the chi square analysis showed a strong 

r e l a t i o n between the existence of the marketing plan and the , 

f i r m ' s size. Thus while both the two large companies and 10 

out of the 12 medium - 85^ of a l l the large and medium - had 

a w r i t t e n marketing plan, only 8 out of the 17 small companies 

(47^) reported i t s existence. I t has been established then 

that the larger the company the more possible the existence 

of a w r i t t e n marketing plan wi th in i t . 
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Also an attempt has been made to i d e n t i f y any r e l a t i on 

between the existence of a wr i t t en marketing plan and the 

f i r m ' s nature of business a c t i v i t y . However no such a r e l a t i on 

has been found from the analysis of the ex i s t ing data. 

The above analysis revealed that there i s s t i l l a 

considerable number of Chemical companies • ( I I , or 35^) which 

have no marketing plan and also that some f i rms which claim 

t o have such plans were unable t o report any spec i f ic feature 

about them. 

The above could be explained taking i n to account the fac t 

that most of the examined companies are wi th in the smallest 

size category and as already has been shown the existence of 

a w r i t t e n marketing plan i s strongly related to the size of 

the companye However the lack of marketing plan s t i l l remains 

as one of the most important weaknesses i n the implementation 

• of the marketing concept w i t h i n the. Chemical companies. 

I t i s the author 's view that i t i s not enough f o r a 

company to have a sales forecast plan, or a promotional plan, 

or to carry out a piece of market research. What i s necessary 

i s the existence of a w r i t t e n marketing plan which " v / i l l give 

f i r m d i r ec t i on to the marketing operation-, w i l l eliminate 

confusion between executives and departments, w i l l set targets 

f o r the measuring of progress" (page 30 ) and w i l l integrate 

and. coordinate a l l the a c t i v i t i e s towards the achievement of 

i t s object ives and.targets. 
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5. Organization of the Marketing department 

I t i s known that the marketing concept ca l l s f o r in tegra t ion 

and coordination of the various marketing func t ions . However 

i t can be argued that whi ls t the marketing concept i s good 

comraonsense there is- no need f o r i t to be accompanied by the 

presence of a fo rma l ly u n i f i e d s t ructure . This i s p a r t i c u l a r l y 

obvious i n r e l a t i o n to medium and small size companies. 

The present study revealed that the major i ty of the. 

examined companies are at the midpoint of the in tegra t ion of 

t h e i r marketing department. The analysis comprised the 

examination of the organizat ional status of the Chief 

Marketing Executive axid h is r e s p o n s i b i l i t i e s . I f the marketing 

concept i s i n force he should be on the same level of the f i r m ' s 

organiza t ional chart as the chief Production Executive, and he 

should have f u l l con t ro l over the most marketing, funct ions 

( see page .52 ) 

The f i nd ings of the present study s a t i s f y the f i r s t 

requirement. As f a r as the second i s concerned, i t has been 

found that ^Chief Marketing Executive has at least shared 

con t ro l over most of the marketing func t ions . (Table 45) . 

Also the ch i square analysis revealed a s ign i f i can t association 

between the status of the Chief Marketing Executive and his 

con t ro l over the marketing func t ions ; higher status means 

more con t ro l and less status means less con t ro l . 

With regard to what extent the Chief Marketing Executive 

controls a l l marketing func t ions , a l l the companies have been 

c l a s s i f i e d in to three organizat ional groups: 

F i r s t group; The Marketing Executive has f u l l r e spons ib i l i ty 

f o r a l l or at least most marketing funct ions . 
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Second group: The Marketing.,J Executi.ve has f u l l r e spons ib i l i t y 

f o r a few marketing a c t i v i t i e s and shared re spons ib i l i t y f o r 

a l l or-most of the others. 

Th i rd group: The Marketing Executive has f u l l or \shared 

r e s p o n s i b i l i t y f o r afew marketing funct ions and no influence 

over a l l others. 

The resu l t s of t h i s examination are given i n the fo l l owing 

t ab l e : 

Table 45 In tegra t ion of marketing a c t i v i t i e s under the 

Chief Marketing Executive 
Large & i l l 
Medium Small companies 

% % % 

Fi r s t group / 21 4 I 32 

Second group 72 64 58 

Third group 7 6 7 
I 

The analysis revealed that 7 (4 l^ ) of the small companies 

have t h e i r Chief Marketing Executive responsible f o r most of 

the marketing funct ions while only 3 (21^) of large and 

medium companies f a l l in to t h i s category. What can be assumed 

i s that large and medium size companies having a larger and 

more complex marketing department found necessary to allocate 

the r e s p o n s i b i l i t y f o r the various marketing funct ions to 

more than one person. The f ac t that 12% of the large and 

medium size companies found to have t h e i r Chief Marketing 

Executive at least p a r t l y involved i n most of the marketing 

func t ions , supports the above made assumption. 

A comparison of the present resul ts concerning the 

r e s p o n s i b i l i t i e s of the Chief Marketing Executive wi th 

previous f ind ings i s stated i n the fo l l owing tab le . 

/ 
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The present f i nd ings agree with Hayhurst and Wi l l s resul t s 

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

s i g n i f i c a n t difference indicated concerns the func t ion of 

packaging f o r which Chemical companies tend to give, less f u l l 

r e s p o n s i b i l i t y to t h e i r Chief Marketing Executive than the 

other companies. (Hayhurst & W i l l s , Mann, Hise), The possible 

reason f o r t h i s can be sought i n the f a c t that most of the 

companies examined i n the present study are manufacturers of 

i n d u s t r i a l goods and consequently the func t ion of packaging 

i s not very important to them. 

Table 4T compares the status of the Chief Marketing 

Executive i n the Chemical companies, i n the companies 

examined by Saddik (Text i l e Industry) and i n the companies 

examined by Hayhurst and W i l l s , 

Table 47 Status of; the Chief Marketing Executive 

status. . Present data 
%-

Saddik 
% . 

Hayhurst 
& Wil l s 

% 

Higher.. 36 , 36 25 

Equal 48 52 60 

Lowe r 13 • 10 • 10 

Non reply 3 2 -

The resu l t s of the present study agree with Saddik's 

f i n d i n g s and to some extent wi th those of Hayhurst and W i l l s . 

F i n a l l y the t i t l e given to Chief Marketing Executive has 

been examined and compared with Hayhurst and W i l l s ' s , Saddik's 

and Mann's r e su l t s . (Table 48) 



-112-

Table 48 T i t l e of Chief Marketing Executive 

Present Data 
% 

Hayhurst 
& Wil l s 

• % 
Saddik 

% 
Mann 

% 

Managing Director 26 14 \ 39 mm 

Marketing Director . 19 25 5 5 

Sales Director 16 30 30 36 

Marketing.Manager 10 9 2 4 

Sales Mana.ger 10 8 . - 23 

Commercial Director 3 2 -
Others 16 12 6 28 

The above comparison shows no r e l a t i o n amongst the resul ts 

of the d i f f e r e n t studies. Nevertheless i t i s worth not ic ing 

the f a c t that i n both the Chemical industry and the Text i le 

indus t ry (Saddik) the most common t i t l e found was that of 

Managing Direc tor . When we break down the resul ts according 

to the f i r m ' s size t h i s r e l a t i o n i s more obvious between 

the small f i r m s . 

Table 49 .^Title of Chief Marketing Executive 

Analysis by size of company 

Present data 
Large & 

Managing Director 

Marketing Director 

Sales Director 

Marketing Manager 

Sales Manager 

Commercial Director 

Others 

Medium 

36 

14 

14 

14 

7 

14 

Small 
5S 

47 

6 

17 

6 

6 

mm 

18 

Saddik 

Medium 

36 

6 

28 

4 

5 

8 

Small 
% 

t 

45 

4 

27 

• I 

5 
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Hayhurst and Wi l l s i n t h e i r study have found that the 

t i t l e of Managing Director was more frequent i n the smallest 

size companies while that of Marketing Director was more 

frequent i n the larger companies. The present resul ts agree, 

wi th the above f i n d i n g s . 

However the absence of the t i t l e of Marketing Director 

w i t h i n the small companies does not necessarily mean that 

the marketing func t ions are not carried out. 

The conclusions concerning the organizational structures 

of the Chemical companies with previous research f ind ings 

are as foUowst 

1. Carson's conclusion on marketing organization i n B r i t i s h 

manufacturing f i r m s was t h a t i "Despite some doubts and 

^-misgivings the u n i f i e d marketing organization has been widely 

adopted by ,a sample of B r i t i s h manufacturers i n recent yearsl' 

The conclusion drawn here d i f f e r s from the present study 

since i t was found that most of the companies are at the 

midpoint of the in tegra t ion of t h e i r marketing department. 

2, Hise , repor t ing on marketing or ien ta t ion i n American 

manufacturing f i r m s concludes t ha t» 

a) Both large and medium manufacturing f i rms have adopted the 

marketing concept. 

b) The greatest degree of acceptance i s found i n the customer 

o r i en ta t ion of marketing programmes and i n the organizational 

structure of the marketing department, p a r t i c u l a r l y i n the 
•status provided the Chief Marketing Executive. 

The present f i nd ings are s imi la r to Hise^s conclusion. 
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5. McNamara i n h is study of "the present status of the Marketing 

Concept i n 1492 American companies" ( inc luding 44 Chemical and 

a l l i e d products companies), found that "the major i ty of the 

companies are at the midpoint of the in tegra t ion ,of t he i r 

marketing department.". 

The present f i nd ings agree with the above conclusion 

(Table 45) 

4. Mann i n his study of Yorkshire industry f i n d s that most 

companies do not give f u l l r e s p o n s i b i l i t y f o r physical 

d i s t r i b u t i o n and p r i c i n g to t h e i r Chief Marketing Executive, 

The present f i n d i n g s agree wi th th i s ' conc lus ion . (Table 46), 

He also f i n d s that where the term 'marketing' i s used i n 

the t i t l e of Chief Marketing Executive, they have more 

r e s p o n s i b i l i t y than otherwise. 

Again the present f ind ings are i n accordance with t h i s 

conclusion,! (Table 50) 

Table 50 Responsibi l i t ies of Chief Marketing Executive 

c l a s s i f i e d by t i t le 
D i r , / 
r 

Marketing; D i r . / Sales 
W o n fljre T Man age 

D i r , / 
r 

Other 
T i t l e s 

Sales forecas t ing 

PullSharedNil 
% % % 

58 50 12 

Ful 1 Share 
fo % 

89 I I 

dNii:. Fu llSharedNil 
% % % f' 

• - 59 25 -

Marketing Research 65 ' 12 2.5 56 55 I I 55 59 

Adver t is ing & Promotion 75 25 - 67 22 I I 42 • 50 8 

Overseas Marketing 50 58 12 45 I I I I 67 17 8 

physica l d i s t r i b u t i o n 57" 25 57 I I 54 55 - 59 55 

Packaging 12 88 - - 45 22 8 59 8 

Public Relations 12 88 22 •67 - 26 50 8 

Hew prod, planning 12 88 I I 67 I I 59 25 •a 

Pr ic ing 25 75 - 22 67 I I 59 55 8 

Marketing Staff, selec . 65 57 .- 56 44 mm 67 25 8 
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5o Saddik i n h is study of the B r i t i s h Text i le Industry f i n d s 

t h a t : 

a) Most companies have integrated marketing organizations 

which are compatible wi th a marketing or ienta t ion generally. 

b) Larger measure of r e s p o n s i b i l i t y by the Chief Marketing 

Executive over marketing i s associated with higher status and 

to a lesser extent wi th a larger size of company. 

The present' study revealed a to^end amongst the examined 

companies towards the integrated marketing department. Also 

the chi square analysis revealed that the r e spons ib i l i t y of 

the Chief Marketing Executive i s mainly associated with his 

st atu s. 

6. F i n a l l y both Saddik,and Hayhurst and Wil l s found t h a t i 

a) In the major i ty of the companies the Chief Marketing 

Executive i s at least p a r t l y involved i n most of the marketing 

f u n c t i o n s , . 

b) In the major i ty of companies -the Chief Marketing Executive 

i s i n a pos i t i on equal to Chief Production Executive, 
The present f i nd ings give ^vsimilar conclusions, (Tables 

45, 47) 

F i n a l l y i t can be concluded that tie resul ts of the present 

study agree almost with a l l the previous f ind ings . This i s 

an encouraging sign as i t stresses' that the organizational 

structure of most of the exaimined Chemical companies fo l lows 

the general t rend of marketing or ien ta t ion which has been 

i d e n t i f i e d w i th in the B r i t i s h companies from previous research 

studies e 
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6, At t i tudes expressed towards marketing statements 

The major i ty of the examined companies (I9 out of the 51, 

or 61^) , have expressed e i t h e r 'very good' or 'good' a t t i tudes 

towards the marketing statements. 

The analysis of the data by size- of company indicates a 

s i g n i f i c a n t r e l a t i o n between the size of the company and 

the expressed a t t i t udes . As i t was expected larger companies 

appeared to be more marketing oriented concerning t h e i r 

a t t i t udes , than smaller size companies. 

Another i d e n t i f i e d r e l a t i o n concerng.. the expressed 

a t t i tudes and the organizat ional status of the Chief 

Marketing Executive, Thus i t has been established that the 

higher the status the bet ter the at t i tudes expressed 

towards marketing, and so the more marketing oriented the 

company. 

F i n a l l y "the existence of awr i t t en down marketing plan i g 

found to have a s ign i f icant >re l a t i o n wi th the a t t i tudes 

concerning the marketing statements. I t has been found then 

that the major i ty of companies wi th marketing plan ( l4 out 

of the 19, 'or 74^), have expressed bet ter views than the 

companies without marketing plan. 

T.h& actual data concerning the responses to the. various^ 

statements as we l l as a comparison of them with previous 

f i n d i n g s i s given i n Appendix V I I . 
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The present data are i n accordance with; Hayhurst and Wi l l s 

r e su l t s while they mostly disagree wi th those stated by Mann. 

This discrepancy i s more obvious i n the f i r s t and t h i r d 

statement i n which Yorkshire manufacturing companies indicate 

a product oriented a t t i tude while Chemical companies a 

marketing oriented one, (page 5 ) 

The only marked dif ferences between the Chemical companies 

and Hayhurst and W i l l s ' s sample are seen i n the responses to 

statements two and f i v e . Eighty four per cent of the B r i t i s h 

companies disagree or s trongly disagree that "a wel l made 

product w i l l s e l l i t s e l f " , while only 64^ of the Chemical 

companies take t h i s viev/point. This means that there i s s t i l l 

a minor i ty (26%) amongst tha Chemical companies which fo l lows 

the o ld concept of product o r i en t a t i on . Also 80^ of the 

Chemical companies agree- or strongly agree that " d i v e r s i f i c a t i o n 

p o l i c i e s should b u i l d on ex i s t ing company resources" whereas 

only 62^ of the B r i t i s h companies agree. I t can be said then 

that Chemical companies hava expressed the appropriate 

a t t i t ude Iboward the above statement since most of them are 

w i t h i n the' smallest size category. 

The conclusion drawn form . this part of the analysis i s 

that most of the examined North Eastern Chemical companies 

have adopted the-marketing concept and that according to t h i s 

c r i t e r i o n can be characterised as marketing oriented. 

From the comparison of the present resul ts with those 

of Hayhurst and W i l l s , i t has emerged that Chemical companies 

are i n agreement wi th the companies examined by them. This 

point i s in t e res t ing as the companies covered i n the present 

research were only 51 and medium to small size, whereas 
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Hayhurst and Wi l l s examined 2400 large companies. 

F i n a l l y three re l a t ions have been established during the 

above analysis: 

a) The larger the company the better the at t i tudes expressed, 

b) The higher the status of the Chief Marketing Executive 

the bet ter the. a t t i tudes expresse.d, and 

c) Companies with written-down marketing plan have expressed 

be t t e r a t t i tudes than the companies without marketing plan, 

7. D e f i n i t i o n 'of the term 'Marketing' 

Twenty f i v e out of the 51 companies (80^) reply to the 

question "what do you understand by the term 'Marketing'?. 

The c l a s s i f i c a t i o n of these responses has as f o l l o w s : 

Table 51 Marketing .def in i t ions 
Very good Good Reasonable Poor No reply 

Number of 
companies \ 2 9 2 12 6 

% \ 6 . 29 6 59 20 

The ma jo r i ty of the companies have been characterised as 

•reasonable' or 'poor ' and only I I out of them gave a 

s a t i s f ac to ry response. 

The data have been subjected to chi square analysis 

aimed at discovering how f a r the given de f i n i t i ons correspond 

v/ith the a t t i tudes expressed toward marketing st ate'ment s or 

wi th the size of the company, or even with the nature of i t s 

business a c t i v i t y . However np f i r m conclusion can be drawn 

from t h i s analysis. 
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An attempt has been made to summarize the given responses 

in to some groups. The f o l l o w i n g table comprises these 

general headings' as w e l l as a comparison with Hayhurst and 

W i l l s r e su l t s , wherever t h i s was possible. However the 

actual rep l ies are contained i n Appendix I I I , 

Table 52 D e f i n i t i o n of the. term /Marketing' , 

Summary of d e f i n i t i o n s 

P r o f i t maximization 

Sa t i s fac t ion of customer needs 
p r o f i t a b l y 

Sa t i s fac t ion of customer needs 

Product promotion 

Having the r i g h t goods i n the r i g h t 
place at t]ae r i gh t time at the r igh t 
p r i c e , the '4 Rs 

Sel l ing 

Development, d i s t r i b u t i o n and 
s e l l i n g of products 

Good business pract ice 

Market' research 

Explorat ion of out le t s f o r 
ex i s t i ng and fu tu re products 

No response 

Present 
Data 

16 

16 

5 

10 

10 

10 

6 

5 

. 5 

5 

20 

Hayhurst 
& Wil l s 

19 

14 

5 

5 

15 

As i t emerges from the above comparison .there i s ve r̂y l i t t l e 

agreement between the resu l t s of the present study a^d 

those stated by Hayhurst and W i l l s . 
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Sixteen per cent of the exajained companies, that i s 

the largest group of respondents, refere.d to "sat is fact ion 

of customers needs prof i tab ly" and an addit ional three per 

cent refered to "sat i s fac t ion of customers needs". This 

could be seen as an evidence of progress of the examined 

chemical compaiaies tovirards the understanding of the meaning 

of marketing. However the majority of the examined companies 

f a i l e d to give a sa t i s fac tory de f in i t ion of the terra 'marketing' 

Ten per cent of the chemical companies defined marketing 

as "product promotion" while only f ive per cent of Hayhurst 

and W i l l s ' s sample gave t h i s d e f i n i t i o n . This could mean 

that the examined companies, due to t h e i r small' s ize , 

consider t h e i r products as separate e n t i t i e s and pay more 

attention to them. 

The conclusion drawn from t h i s part of the analys is i s 

that only 2.^% or 9 out of the J I compa.nies gave sa t i s fac tory 

d e f i n i t i o n s of marketing which were "sat i s fact ion of customer 

needs pro f i tab ly" or the 4 Rs, or the "sat is fact ion of customer 

needs". The majority of the examined companies have confused 

marketing with i t s techniques. For example, "sel l ing" i s 

part of marketing but not i t s purpose (page 5) . "Product 

projiiotion" i s a technique used in marketing, the same applies 

to the "development, d i s tr ibut ion and s e l l i n g of product s". Also 

"marketing research" i s only a tool of marketing used f o r the 



i d e n t i f i c a t i o n of the custo:nGr'£ mseds in order to s a t i s f y 

them. F i n a l l y "profit raaxiniissation" i s part of the purpose 

of marketing but v/ithin the constraint of "seneit iyely serving 

and sat i s fy ing of huraan needs". (p age 9) 

So T/ithout an understariding of the r e a l purpose of marketing 

v/hich de.mands customer oriej itation v/ithin the f i rm, i t i s 

possible that these tools juay not be. used e f f e c t i v e l y . 
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7. SUMMARY-AND CONCLUSION 

The examined companies have been c l a s s i f i e d i n t o two groupst 

the ' v e r y good and good' and the 'reasonable and poor ' group, 

concerning the p o i n t s : 

1 . E s t i m a t i o n of the present s i t u a t i o n , 

2. Data r e q u i r e d f o r e s t a b l i s h i n g ob-jectives and s t r a t e g i e s , 

3. S t r a t eg ie s adopted, 

4 . ,Ex i s t ence of market ing p l a n , 

3, R e s p o n s i b i l i t i e s of the Chief Market ing Execu t ive , 

6. A t t i t u d e s expre ssed towards market ing statements, and 

7« D e f i n i t i o n of the te rm ' M a r k e t i n g ' , 

Table 53 A l l the r e s u l t s . (B -, ^ I ) 

Very good .& Good Reasonable & Poor 

Number of Number of 
companies companie s 

E s t i m a t i o n , 20 65 I I 35 

Data r e q u i r e d 22 71 9 29 

St ra t eg i e s adopted 21 68 10 52 

R e s p o n s i b i l i t i e s 15 42 18 58 

A t t i t u d e s 19 61 12 39 

Market ing d e f i n i t i o n • 11 35 14 45 

Existence of Market ing p l a n 

Yes 

NG 

Number of 
companie s 

20 

I I 

70 

65 

35 
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Prom the ana lys i s o f the above p o i n t s i t can bo concluded 

t h a t the m a j o r i t y o f the examined Chemical companies have 

accepted and implemented the market ing concept. 

The r e s u l t s o f an o p i n i o n study by Steiner ( I969) , 

coverit tg; . ; 250 Execut ives i n 200 o rgan iza t ions can be vi&wed 

as suppor t ing the above conc lus ion , S te ine r ' s study revealed 

t h a t amongst the most important f a c t o r s ra ted by the managers 

was "service t o customers", "knowledge about market", and 

" v i g o r i n sales o r g a n i z a t i o n " . I t was found tha t there were 

d i f f e r e n c e s i n emphasis between i n d u s t r i e s and b e t t e r long 

range p l ann ing i n cooiperating the marketing f u n c t i o n was 

viewed as o f s t r a t e g i c importance i n the Chemical I n d u s t r y . 

The ana ly s i s also revealed the f o l l o w i n g weaknesses 

amongst the examined companies. 

1 , Inadequate promot ion . 

a) 39% o f the companies r e l y on ly on one or two promot iona l 

methods (Table 38) , 

b) 83fa of the companies spend less than 3% of t h e i r gross 

sale's revenue on promotion (Table 40) , 

c) Most of the examined companies base t h e i r dec i s ion 

concerning the amount t o be spent on a d v e r t i s i n g on some 

o l d methods such as "p^st sales" o r " p r o f i t " or the "same 

each year" . (Table 41) 
« 

2, 55^ of the examined companies have no wri t ten-down 

market ing p l a n . (Table 4 2 ) . 

3, The ma jo i t y of companies were unable t o give a s a t i s f a c t o r y 

d e f i n i t i o n of the term ' M a r k e t i n g ' , - ( t ab l e s 5I» 52), 
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The present study has hov7ever demonstrated tha t most o f 

the examined companies are av/are of the o p e r a t i o n a l needs of 

the market ing concept and have formed t h e i r . a c t i v i t i e s i n a 

way which r e f l e c t s the p a t t e r n r e q u i r e d when accepting t h i s 

concept . 

I n a d d i t i o n i t has been found t h a t the acceptance of the 

marke t ing concept and the a p p l i c a t i o n o f i t i n o p e r a t i o n a l 

terms i s s t r o n g l y r e l a t e d t o the" size of the company." I t has 

been e s t a b l i s h e d t h a t large. and medium size companies are 

ahead i n the implementat ion o f the market ing concept than 

smal le r companies, concerning the f o l l o w i n g p o i n t s : 

1. E s t i m a t i o n o f the present s i t u a t i o n , 

2, Data r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s , 

3* S t r a t eg ie s adopted, 

4 , Exis tence o f w r i t t e n market ing p l a n , 

5, A t t i t u d e s expre ssed towards market ing stateme.nts, and 

6, D e f i n i t i o n s o f the term ' M a r k e t i n g ' , 

Though i t could be argued tha t market ing concept i s more 

u s e f u l t o / l a r g e r size companies, a research conducted by 

Barksdale and Darden and cover ing the op in ion p r o f i l e of 199 

Pre s iden t s , 205 Market ing D i r e c t o r s and 198 Educators, on the 

market ing concept and i t s c o n t r i b u t i o n s , revealed t h a t : 

"Execut ives and educators agreed almost unanimously t h a t the' 

market ing concept i s e q u a l l y v a l i d f o r large and small f i r m s . 

Some respondents p o i n t e d out tha t there i s o f t e n grea te r 

r e l i a n c e on s h o r t - r u n s t r a t e g i e s i n smaller companies, e x p l a i n i n g 

t h a t problems o f immediate s u r v i v a l may preclude implementat ion 

of the concept. Others expressed the op in ion tha t the 
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market ing concept i s more important f o r smaller f i r m s than 

l a r g e r o r g a n i z a t i o n s " . 

Nevertheless the ana lys i s revealed a t r end araongs the 

smal ler companies towards the marketing o r i e n t a t i o n , since 

most of them have been cha.racterised as being at the 

midpoint of the implementat ion of the marketing concept. 

The c h i square ana lys i s revealed the existence of two 

separate groups amongst the examined companies, concerning 

the three f i r s t step of the a n a l y s i s , (page 60 ) , As a basis 

of d i s t i n c t i o n between those groups has been taken the . 

exis tence of wr i t t en -down marketing p l a n , since the examined 

p o i n t s are pa r t o f the market ing p lann ing process, (page 34) 

As i t was expected companies w i t h w r i t t e n marketing p lan were 

e i t h e r ' v e r y good' or 'good ' i n ana lys ing the environment, 

c o l l e c t i n g i n f o r m a t i o n f o r e s t a b l i s h i n g o b j e c t i v e s and 

s e t t i n g s t r a t e g i e s t o meet these o b j e c t i v e s . On the other 

hand companies w i thou t market ing p lan have found t o be e i t h e r 

' r easonab le ' or ' poo r ' concerning the above p o i n t s . 

Also companies w i t h w r i t t e n market ing p lan have expressed 

b e t t e r a t t i t u d e s towards the market ing statements than 

companies vrithout market ing p l a n , -

The exis tence of the above mentioned groups i s more 

apparent w i t h i n the smal ler size companies, (page 86 ) 

F i n a l l y i t i s wor thwhi le n o t i c i n g tha t the above 

conclus ions cover on ly the medium and small size Chemical 

compariies of the N.E, of England, since only two large, 

companies completed the ques t i onna i r e . 
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.Instruction 
Please put a c i r c l e round the number which most closely agrees with 
your answer. 
Questions 16, 17, 18, 54, 55, 76-86 require a f i g u r e , while questions 
15, 22, 37-39, 43, 47, 53, 96, 97 require a note. 

1. Could you please state the precise t i t l e of the executive with 
main r e s p o n s i b i l i t y f o r 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 f u l l r e s p o n s i b i l i t y , shared r e s p o n s i b i l i t y or no 
responsibility? 

Ful l Res- Shared Res- No Respon-
p o n s i b i l i t y p o n s i b i l i t y s i b i l i t y 

3. Sales forecasting 

.4. Marketing research 

5. Advertising and 

promotion 

6. Overseas Marketing 

7. Pricing • 

8. Physical d i s t r i b u t i o n 

9. Packaging 

10. Public relations 
11. Marketing s t a f f 

selection and 
t r a i n i n g 

12. New product planning 

2 

2 

2 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3; 

3 

3 

3 

Not 
appli
cable 

8 

8 

8 

8 

8 

8 

8 

8 

8 

8 

13. Does your Company have a written-down organisation chart? 

Yes 1 No 2 



-157-

14.' In r e l a t i o n to the Chief Production Executive i s the Chief 
Marketing Executive:r 

Of equal status? 1 Of lower status? 2 Of higher status? 3 

15. What are the t i t l e s of the personnel reporting directly, to the 
Chief Marketing Executive? 

16. How many people are employed i n the marketing areal 

17. How many of the t o t a l , employed i n the marketing area are 
fullr-time marketing executives? 

18. How many of the t o t a l employed i n the marketing area are members 
of the sales force? 

19. Do any marketing executives have written-down job specifications? 
Yes 1 ' No 2 

20. I f yes, i s i t general company polipy to have written-down job 
specifications f o r a l l company executives? 

Yes No 

22. 

Do you break your marketing a c t i v i t i e s down 
(a) according t o products i n your range? Yes 1 No 2 

(b) according to geographic area? Yes 1 No 2 

(c) according t o customers? Yes 1 No 2 

(d) according to any combination of the 
above? Yes 1 No 2 

In any other way? (Please specify) Yes 1 No 2 

•/ 
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Many firms use external agencies to assist them i n carrying out a 
part or a l l of a number of marketing a c t i v i t i e s . W i l l you please 
say whether you use external agencies either p a r t l y or e n t i r e l y i n 
respect of the functions l i s t e d : -

^ P a r t l y / E n t i r e l y Not used Occasionally *- • appropriate 

23. Display/Pack Design 

24. Advertising 

25. Marketing Research 

26. Public Relations 

27. Transport of finished 

goods 

28. Sales operation 

29. Customer credit 

2 

2 

2 

2 

2 

2 

2 

3 

3 

3 

3 

3 

3 

3 

9 

9 

9 

9 

9 

9 

9 

30. Has the Chief Marketing Executive ever attended any educational 
courses i n marketing either before or a f t e r j o i n i n g your company? 

Yes No 

IVhich of these methods of promotion do you employ to s e l l yoiir products? 
(For a l l promotional methods used, we should be grateful i f you could 
indicate the approximate proportion of the promotional budget that each 
represents). \ , 

,Used 

31. Personal s e l l i n g 
32. Above the l i n e advertising 
33. Below the l i n e advertising 
34. Direct mail 
35. Exhibitions 
36. Public relations 

Any other (please specify): 
37. 
38. . • • 
39. • 

Not used 

2 
2 
2 • 
2 
2. 

' 2 

% of Total 
Promotion 
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40. Approximately what proportion of gross sales revenue did your t o t a l 
promotional expenditure represent i n the last f i n a n c i a l year? 

Under 1% 1 l%-2.9% 2 
f 

3%-4.9% 3 5%-10% 4 
Over 10% 5 

41. On what basis do you determine the amount to be spent on advertising? 

Percentage of past sales 1 
Percentage of expected sales 2 
Percentage of p r o f i t 3 
Other (please specify) 

42. On what basis do you generally f i x 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 i n selecting the channels 
of d i s t r i b u t i o n you use? 

44. Which of the following d i s t r i b u t i o n 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 
t o t a l company sales? 

Less than one year ^ 1 
1 year and less than 3 years '2 
3 years and less than 5 years 3 
5 years and less than 10 years 4 
10 years and over . 5 . 

46. Does your company have written-down marketing plans? 
Yes 1 No 2 

( I f yes) For what periods? 
Less than one year 1 
1 year and less than 3 years 2 
3 years and less than 5 years 3 
5 years and less than 10 years 4 
10 years and over 5 

47. What are the pr i n c i p a l headings of your current marketing plan? 

48. Which senior executives par t i c i p a t e i n the preparation of your 
marketing plans? 

Chief Executive 1 
Chief Marketing Executive 2 
Chief Production Executive 3 
Head of Research and Develop
ment 4 

Chief Finance Executive 5 
Others (please specify):-
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49. Do you ever carry out any marketing research a c t i v i t i e s ? 
Yes 1 No 2 

( I f no, please proceed to question 89). 

( I f yes). Does anyone i n the company have f u l l - t i m e r e s p o n s i b i l i t y 
f o r marketing research? 

Yei 1 No 2 

SO. ( I f yes). What i s his/her precise job t i t l e ? 
( I f no, f>roceed to question 53) 

Market Research Manager 1 
Market Research Officer 2 

. Any other (please specify):^ 

51. Does he/she have a written-down job specification? 
Yes 1 No 2 

52. How long has the company had someone responsible f o r marketing 
research on a f u l l - t i m e basis? 

Eess than one year 1 
1 year and less than 3 ' 2 
3 years and less than 5 3 
5 years and less than 10 4 
10 years and over ' 5 

53. To whom i s the senior marketing,researcher responsible i n your 
company? 

54. What was the t o t a l cost of marketing research a c t i v i t i e s i n your 
l a s t f i n a n c i a l year? 

55. . Have you ever tested new products by marketing them in.a r e s t r i c t e d 
geographical area? 
( I f yes). What percentage of your new products are tested i n t h i s 
way? 

.•; I i\ 
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Which of the following marketing research a c t i v i t i e s were carried out 
either by your own personnel or an external agency during 1972. 

Not Internal External Both 

7 3 4 56. Studies of acceptability and 
p o t e n t i a l of new products 1 2 3 

57. Studies of present products 
versus competition 1 2 . 3 4 

58. Packaging research and . -
design 1 , " 2 3 4' 

59. Research on competitor's 
products 1 2 3 4 

* 

60. Product te s t i n g , b l i r i d 
product tests 1 2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

2 3 4 

9 3 4 

61. Assessment of market po t e n t i a l 1 • 

62. Determination of market 

characteristics 1 

63. Market share analysis 1 

64. Studies of market changes 
(geographic, age-distribution, 
etc.) 1 

65. Sales analysis 1 

66. Establishment of sales quotas 1 

67. Establishment of sales 
t e r r i t o r i e s 1 2 3 4 

68. Studies of effectiveness 
of methods of paying salesmen 1 2 3 4 

69. Analysis of effectiveness of 

channels of d i s t r i b u t i o n 1 2 3 4 

70. D i s t r i b u t i o n cost studies 1 2 3 4 

71. Test marketing 1 

72. Retail audits 1 

4 

4 

73. Measuring effectiveness of 

sj^ecial offers 1 2 3 4 

74. Copy research 1 2 3 4 

75.. Media studies 1 2 3 4 
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What proportion of your t o t a l marketing research expenditure went on 
specific areas of marketing a c t i v i t y last year? 

76. Product _% 

77. Market % 

78. Sales including d i s t r i b u t i o n % 

79. Advertising and promotion % 

80. Others % 

\He have examined your marketing research a c t i v i t i e s i n terms of the . 
data they generate. 
Could you now please, describe the most important techniques you use i n 
terms o f expenditure on each as a proportion of your t o t a l research 
expenditure? 

81. Qualitative Research v % 

82. Trade/Retail Audits _% 

83. Customer Panels ^ % 

84. Continuous Siirveys % 

85. Ad hoc Surveys % 

86.. Experimentation % 

Others (please specify) :-r 

87. 

88. 

Below are a.number of statements which have been made about some 
aspects of business a c t i v i t y . 
Please indicate the extent to-vhich you agree or disagree with each 
statement by c i r c l i n g the appropriate response.- A space i s provided 
fo r any comments you may wish to make: 

89. 'The marketing man's job i s simply to s e l l what the works produce'". 
Strongly agree (1) 
Agree (2) 
Undecided (3) 
Disagree (4) 
Strongly disagree (5) 

Further comment: 
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90. "Our main task i s to increase sales volume. Pro f i t s w i l l follow 
n a t u r a l l y " . 

Strongly agree ( I j 
Agree (2) 
Undecided (3) 
Disagree (4) • 
Strongly disagree • (5) , -

Further comment: - ..: 

91.. "A w e l l made product w i l l s e l l i t s e l f " . 

Strongly agree (1) 
Agree (2) 
Undecided (3) 
Disagree (4) 
Strongly disagree (5) 

Further comment: 

92. "Further increases i n p r o f i t a b i l i t y w i l l be attained mainly by 
more e f f i c i e n t production". 

Strongly agree (1) 
Agree (2) 
Undecided I (3) 
Disagree (4) 
Strongly disagree . C5) 

Further comment; 
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93. " D i v e r s i f i c a t i o n policies should b u i l d on existing company 
resources". 

Strongly agree (1) 
Agree (2) 
Undecided (3) 
Disagree (4) • 
Strongly disagree (5) • 

Further comment« 

94.. "Provided we succeed i n s e l l i n g a planned level of production, we 
should not be too concerned with trends i n the t o t a l market". 

Strongly agree (1) 
Agree / (2) 
Undecided (3) 
Disagree. (4) 
Strongly disagree (5) 

Further comment: 

95. " I n our type of business we know the market too well to need 
marketing research". 

Strongly agree (1) 
Agree (2) 
Undecided (3) 
Disagree (4) 
Strongly disagree (5) 

Further comment: 
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96. What do you understand by the term "marketing?" 

97. What implications do you think developments i n marketing w i l l 
have f o r the way you organize your a c t i v i t i e s i n the next 10 
to 15 years? 

CLASSIFICATION DATA 

98. Size i n terms of t o t a l number of people employed. 
Up to 249 1 
250-499 people 2 
500-999 people 3 
1,000-2,999 people 4 
3,000-4,999 people 5 
5,000 and over 6 

99. Size i n terms of Gross Sales Revnue during las t f i n a n c i a l year. 
Below €1 m. 1 
€1 m.-4.9 m. 2 
f5 m.-9.9 m. > 3 
#10 m.-24.9 m. 4 . 
£25 ro.-49.9 m. 5 
£50 m. or over 6 

100. Nature of business a c t i v i t y 
Manufacture of Consumer Products 1 
Manufacture of I n d u s t r i a l Products 2 
Dis t r i b u t i o n 3 
Services 4 

THANK YOU FOR YOUR HELP 

ALICE MYRIANTHIS. 
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APPEOIX I I 

THE LETTER 



IPOSTGRADUATE S T U D E N T 

J } . W J -^48-
DURHAM UNIVERSITY BUSINESS SCHOOL 

, 22nd June 1973 

Dear S i r , 
I am undertaking research i n t o those Companies i n North East England 

which are part of the "Chemical Industry"*. 

The objective of the research i s to enquire in t o the state of 
Marketing i n the industry. 

I am seeding your assistance by asking i f you w i l l cooperate with 
t h i s work by studying the enclosed questionnaire and i n response to each question 
pu t t i n g a r i n g round the nimiber which most closely corresponds with your answer. 
I n a few questions you are Mked t o put a f i g u r e . 

As you w i l l see,the questionnaire i s confidential. Your reply does 
not give your name. The only general indication of your Company i s v i a the 
C l a s s i f i c a t i o n data:numbers employed,gross sales revenue,nature of business 
a c t i v i t y . This cannot be translated i n t o Company i d e n t i t y . 

I recognise that there are many questions and that t h i s w i l l take up 
some of your valuable time. However,I am sure you w i l l recognise that the 
results of t h i s work could have an important bearing upon the development of. 
organisations i n the chemical industry and I therefore seek your assistance. 
I n r eturn I w i l l make available to you a copy of my an8J.ysis and conclusions 
based on the evidence obtained. 

I enclose a stamped and addressed envelope f o r your reply. 

Yours f a i t h f u l l y . 

Mrs.A.M.Myrianthis. 

.* "Chemical Industry" as defined by the Department of Trade & industry Standard 
I n d u s t r i a l C l a s s i f i c a t i o n No.271:279 
General Chemicals Dyestuffs & Pigments 

Inorganic chemicals (inclxiding inorganic gassiss) F e r t i l i z e r s 
Organic chemicals (including organic gases) Polishes 
Other chemicals ' Formulated adhesives 

Pharmaceutical Chemicals & Preparations Explosives,fireworks 
T o i l e t Preparations Formulated pesticieds 
Paint Printing ink 
Soap & Detergents Surgical bandages 
Synthetic Resins & Plastic Materials & Synthetic Rubber photographic chemical matenal 
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APPBNDIX I I I 

DEFINITIONS OP MARKETING BY 

MARKETING EXECUTIVES 
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Responses t o q u e s t i o n : "What do you understand by the term 

' m a r k e t i n g ' ? 

!• The o v e r a l l f u n c t i o n o f a d v i s i n g hov t o develop, 

d i s t r i b u t e , and s e l l a p r o d u c t o r s e r v i c e , 

2, S e l e c t i n g those consumer needs o r wants we are prepared 

t o s a t i s f y because o f t h e i r p r o f i t a b i l i t y t o the company, 

5. C r e a t i o n o f a p r o d u c t t o f i l l a need i n the. market p l a c e 

a t a p r i c e c o m p a t i b l e w i t h the need but maximising 

p r o f i t a b i l i t y t o the m a n u f a c t u r e r s , 

4o Making maximum p r o f i t f r o m the b u s i n e s s . 

5» O f f e r i n g o f goods o r s e r v i c e s t o a p o t e n t i a l o r e s t a b l i s h e d 

market and s u p p l i n g the most s u i t a b l e p r o d u c t / s e r v i c e f o r 

t h a t market a t a p r o f i t , . 

6, M a r k e t i n g s e r v i c e s are an a i d t o S a l e s / T e c h n i c a l p e r s o n n e l 

i n p r o m o t i n g p r o d u c t s , 

7 a To s u p p l y a p r o d u c t / s e r v i c e f o r which t h e r e i s a demand, 

e v e r though the demand may be l a t e n t , and p r e s e n t i t i n a 

manner which achieves s a l e s and s a t i s f i e s the demand. 
• f 

8, E v e r y t h i n g t h a t i s not concerned w i t h ^ p r o d u c t i o n and 

f i n a n c e . I t i n c l u d e s elements o f .R.& D., d i s t i b u t i o n , money 

c o l l e c t i o n e t c , 

9 o The b a l a n c i n g o f the company's needs t o s e l l , w i t h the 

customers' needs t o buy,,and the m a n i p u l a t i o n o f a l l aspect^ 

o f these needs t o make the most e f f e c t i v e use o f the 

company's r e s o u r c e s and so b r i n g about i t s o b j e c t i v e s o f 

which the major one i s u s u a l l y p r o f i t . 

1 0 , I d e n t i f y i n g market s i z e s growth and t r e n d s . 
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1 

11, The p r o v i s i o n of good q u a l i t y products to meet customer 
demand - at the r i g h t p r i c e - a v a i l a b l e at the r i g h t time - and 
prov i d i n g a reasonable/good p r o f i t r e t u r n to the s u p p l i e r / 
manufacturer. To such products must be added a proportion 
which are designed to innovate new methods/techniques. I n 
other words, products to develop for'the next generation of s a l e s 

12, Using the a s s e t s , s k i l l s e t c . o f the company to achieve 

maximum p r o f i t a b i l i t y and create a sound base -and market growth 

i n . the areas of busi n e s s , to achieve these t a r g e t s . 

1 5 , What the market products are, both e x i s t i n g and p o t e n t i a l , 

what the company p o s i t i o n i s i n r e l a t i o n to the market, and 

the way i n which the company s a l e s are to be promoted i n order 

to r e a l i s e the maximum p r o f i t f o r the company, 

14, The co-ordination of a l l a c t i v i t i e s involved i n the 

p r o f i t a b l e operation of e x i s t i n g products, and the launching 

of new products to cover researched gaps i n the market. 

15, Supplying the needs of our chosen market i n order to 

maximize our share and maintain our budgeted percentage of 

p r o f i t , 

16, P u l l s c a l e of s e l l i n g from wholesale accounts down to 

small shopkeepers, 

17, Defining a product demand and then obtaining a product 

to f u l f i l that demand p r o f i t a b l y , . ^ 

18, G e t t i n g the r i g h t product to the r i g h t place at the r i g h t 

time' at the r i g h t p r i c e , at the t i g h t p r o f i t . 
19, S a l e s and d i s t r i b u t i o n . 

20, Determining a customers requirement and meeting that 

requirement. 
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2 1 * Good b u s i n e s s p r a c t i c e 

2 2 . E s s e n t i a l l y t h e p l a n n i n g o f c a p a c i t y s a l e s l e v e l and 

p r i c e , t o a c h i e v e most s a t i s f a c t o r y p r o f i t and g r o w t h s i t u a t i o n , 

2 5 , E x p l o r a t i o n o f p o s s i b l e o u t l e t s f o r e x i s t i n g p r o d u c t s . 

E x p l o r a t i o n o f p o s s i b l e o u t l e t s f o r f u t u r e p r o d u c t s . 

S t u d y o f e c o n o m i c d i s t r i b u t i o n e t c , 

2 4 , K n o w i n g y o u r c u s t o m e r s and m a k i n g " s u r e t h a t n o n can s u p p l y 

t h e r i g h t p r o d u c t a t t h e r i g h t p r i c e w o r t h l y . 
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APPEKDIX I V • ..: 

, COMPANIES INCLTIDING 

I N . THE CHEMICAL INDUSTRY 
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The C h e m i c a l I n d u s t r y a c c o r d i n g t o t h e D e p a r t m e n t o f T r a d e 

and I n d u s t r y S t a n d a r d I n d u s t r i a l C l a s s i f i c a t i o n , ( N o . 2 7 1 - 2 7 9 ) 

i n c l u d e s t h e f o l l o w i n g c o m p a n i e s : 

. I . G e n e r a l C h e m i c a l s : " •-

a . I n o r g a n i c c h e m i c a l s ( i n c l u d i n g i n o r g a n i c g a s s e s ) 

b . O r g a n i c c h e m i c a l s ( i n c l u d i n g o r g a n i c g a s s e s ) 

c . O t h e r c h e m i c a l s 

2 e P h a r m a c e u t i c a l C h e m i c a l s and P r e p a r a t i o n s , 

3 . T o i l e t P r e p a r a t i o n s . 

•• 4 , P a i n t , 

5 , Soap and D e t e r g e n t s . 

6 , S y n t h e t i c R e s i n s and P l a s t i c m a t e r i a l s .and S y n t h e t i c R u b b e r . 

7 , Dye s t u f f s and P i g m e n t s . 

8 , F e r t i l i z e r s . 

9 , P o l i s h e s . 

1 0 , F o r m u l a t e d A d h e s i v e s . 

1 1 , E x p l o s i v e s , F i r e w o r k s . 

1 2 , F o r m u l a t e d p e s t i c i d e s . 

I 3 o P r i n t i n g i n k , 

1 4 , S u r g i c a l b a n d a g e s . 

1 5 , P h o t o g r a p h i c C h e m i c a l m a t e r i a l . 
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APPENDIX V 

SCALE USED DURING' 

THE ANALYSIS 

\ • 

\ 
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1 , E s t i m a t i o n o f t h e p r e s e n t s i t u a t i o n 

2 , D a t a r e q u i r e d f o r e s t a b l i s h i n g o b j e c t i v e s and s t r a t e g i e s 

3, S t r a t e g i e s a d o p t e d 

S c a l e ; 

' V e r y g o o d ' : r e s p o n s e t o 4 o r more q u e s t i o n s 

' G o o d ' : r e s p o n s e t o 5 q u e s t i o n s 

' R e a s o n a b l e ' : r e s p o n s e t o 2 q u e s t i o n s 

' P o o r ' : r e s p o n s e t o I q u e s t i o n , 

4 , R e s p o n s i b i l i t i e s o f t h e C h i e f M a r k e t i n g E x e c u t i v e 

S c a l e t 

P u l l r e s p o n s i b i l i t y t 2 p o i n t s 

S h a r e d r e s p o n s i b i l i t y i I p o i n t 

' V e r y good'^^ : . 7 f u l l 1 7 - 2 0 p o i n t s 

• G o o d ' , : , 5 - 6 f u l l I 4 - I 6 p o i n t s 

' R e a s o n a b l e ' , : . 5 - 4 f u l l 1 2 - l 4 p o i n t s 

• P o o r ' \ : 2 f u l l 0 - 1 2 p o i n t s 

5 , A t t i t u d e s t o w a r d s m a r k e t i n g , s t a t e m e n t s 

S c a l e f o r s t a t e m e n t s I . 2 . 5 . 4 , 6 . 7 » 

S t r o n g l y agree . . . i p o i n t 

A g r e e : 2 p o i n t s 

U n d e c i d e d : 5 p o i n t s 

' D i s a g r e e • 4 p o i n t s 

S t r o n g l y d i s a g r e e i 5 p o i n t s 
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S c a l e f o r s t a t e m e n t 5 

S t r o n g l y ag ree 

A g r e e 

TJnde c i d e d 

D i s a g r e e 

: 5 p o i n t s 

: 4 p o i n t s 

: 5 p o i n t s 

: 2 p o i n t s 

S t r o n g l y d i s a g r e e : I p o i n t 

• V e r y g o o d ' : 50 

•Goo>d« : 25 

'Re a s o r i a b l e • : 20 

' P o o r ' : 0 

35 p o i n t s 

30 p o i n t s 

25 p o i n t s 

20 p o i n t s 
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APPBNDIX V I 

RELATIONS EXAMINED BY 

C H I SQUARE ANALYSIS ..: 
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Cni SQUARE TESTS 

I . E s t i m a t i o n o f t h e / D a t a r e q u i r e d f o r e s t a b l i s h i n g 
p r e s e n t s i t u a t i o n o b j e c t i v e s and s t r a t e g i e s 

a ) M e d i u m and Larp:e c o m p a n i e s 

V e r y g o o d 
& Good 

Re a s o n a b l e 
& -Poor 

V e r y g o o d 
& Good 

12 I 13 

R e a s o n a b l e 
& P o o r 

0 I I 

12 2 14 

X2 =. 
14 ( 12-0)' 

13x1x2x12 

2,016 

312 
= 6 .46 P r s i g n i f i c a n t ' ' 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

• 

•Reasonab le 
& P o o r 

• 

V e r y g o o d 
& Good 

7" 2 9 

R e a s o n a b l e 
& P o o r 

I 7 8 

8 9 17-

X2 „ 
17 (49-2) 

8^x9^ 

57,555, 

5,184 
- 7 . 2 4 P 5 s i g n i f i c a n t o 
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2, E s t i m a t i o n o f t h e 
p r e s e n t s i t u a t i o n 

/ S t r a t e g i c s a d o p t e d 

a ) M e d i u m and Lar ; ;e CO rap a n i e s 

V e r y Good 
& Good 

R e a s o n a b l e 
& P o o r 

V e r y Good 
& Good 

« 

12 I • 13 

R e a s o n a b l e 
& P o o r 

0 I I 

12 2 14 

14 (12-0)^ . 2,016 
x2 .-. 

1 3 x 1 x 2 x 1 2 512, 
.=v6.46 P z s i g n i f i c a n t ! ; 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

Re a s o n a b l e 
& P o o r 

V e r y g o o d 
& Good 

8 2 10 

R e a s o n a b l e 
& P o o r 

0 7. 7 

8 10 

X2 = 

2 
17 ( 5 6 ) ; , " 5^^;3l^2; 

iOx7xirox8 5 ,600 
9,-5-2 P - s i g n i f i c a n t : 
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3 , D a t a r e q u i r e d f o r e s t a b l i s h m e n t / S t r a t e g i e s a d o p t e d 
o b j e c t i v e s and s t r a t e g i e s 

a ) La r f ; e and Ivledium c o m p a n i e s 

V e r y g o o d 
& Good 

Reasonab l e 
& P o o r 

V e r y g o o d 
& Good 

1 1 I 12 

R e a s o n a b l e 
& P o o r 

I I 2 

12 2 14 

- • 14 ( 1 1 - 1 ) 2 1 ,400 . 
r = —^ r 2 . 4 3 P r s i g n i f i c a n t . 

12^x 2^ 576 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

Re as on ab l e 
& P o o r 

V e r y g o o d 
& Good 

9 I 10 

R e a s o n a b l e 
& P o o r 

0 7 7 

9 8 17 

X2 = 
17 ( 6 3 - 0 ) 2 6 7 , 4 7 3 

1 0 x 7 x 8 x 9 5 , 0 4 0 
1 3 . 5 8 P = s i g n i f i c a n t -
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4 , R e s p o n s i b i l i t i e s o f t h e / S t a t u s o f t h e C h i e f M a r k e t i n g 
C h i e f M a r k e t i n g E x e c u t i v e E x e c u t i v e 

a ) L a r f i e and Medium c o m p a n i e s 

V e r y g o o d 
& Good 

Reason ab l e 
& P o o r 

H i g h e r 4 , 8 12 
& E q u a l 

L o w e r 0 2 2 

4 10 14 

14 ( 8 - 0 ) 2 ggg 

1 2 x 2 x 1 0 x 4 9 6 0 
0 . 9 5 P = n . s . 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

R e a s o n a b l e 
& P o o r 

H i g h e r 
& E q u a l 

9 , 5 14 

Lower 0 2 2 

9 7 16 

X2 = 
16 ( 1 8 - 0 ) 2 5 , 1 8 4 

1 4 x 2 x 7 x 9 1 ,764 
= 2 . 9 5 P r s i g n i f i c a n t -

/ • 
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5o R e s p o n s i b i l i t i e s o f t h e / A t t i t u d e s e x p r e s s e d t o w a r d s 
C h i e f M a r k e t i n g E x e c u t i v e m a r k e t i n g s t a t e m e n t s 

L a r g e and Med ium c o m p a n i e s 

V e r y g o o d 
.& Good 

R e a s o n a b l e 
& P o o r 

V e r y g o o d 
& Good 

3 8 I I 

R e a s o n a b l e 
& P o o r 

I 2 3 

4 10 14 

X2 . 
14 ( 6 - 8 ) ' 56 

— 0 . 0 4 P B n . s . 
11x3x10x4 1320 

b ) S m a l l compan ies . 

V e r y g o o d R e a s o n a b l e 
& P o o r 

V e r y g o o d 6 2 8 
& Good • 

R e a s o n a b l e 3 6 . 9 
& P o o r 

. 9 8 17 

X2 = 
17 (36-6)^^ 1,700 

576 
r . 2,95 P - s i g n i f i c a n t s 
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6 . . A t t i t u d e s. e x p r e s s e d t o w a r d / M a r k e t i n g d e - f i n i t i o n 
m a r k e t i n g , s t a t e m e n t s 

a ) L a r g e , a n d Medium c o m p a n i e s 

V e r y g o o d 
& Good 

R e a s o n a b l e 
& P o o r 

V e r y g o o d 
& Good 

4 I 5 

R e a s o n a b l e 
& P o o r 

5 0 5 

9 I 10 

„ 10 ( 0 - 5 ) 250 
1 - z — r l . I P n n . s . 

5 x 5 x 9 x 1 225 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

Reasonab l e 
& P o o r 

V e r y g o o d 5 . • 2 5 
& Good 

Re a s o n a b l e 5 "' 5 • 8 
& P o o r • 

6 7 15 

X2 = 
15 ( 1 5 - 6 ) ' ' 1 ,053 

5 x 8 x 7 x 6 1 , 6 8 0 
- 0 . 6 3 P = n . s . 
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7. E x i s t e n c e o f \7ritten / E s t i m a t i o n o f t h e p r e s e n t 
m a r k e t i n g p l a n s i t u a t i o n 

a ) L a r g e and t t e d i u m c o m p a n i e s 

V e r y g o o d 
& Good 

R e a s o n a b l e 
& P o o r 

Yes 10 2 12 

No 0 2 2 

10 4 14 

- 14 (20-0)2 5 goo _ 
x2 ^ . - 5.83 P = s i g n i f i c a n t ^ 

1 2 x 2 x 4 x 1 0 960 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

Re a s o n a b l e 
& p o o r 

Yes 7 2 9 

No 
I ' 7 8 

8 9 17 

X2 = 
17 (49-2)2 37,553 

5 , 1 8 4 
s 7 . 2 4 P » s i g n i f i c a n t . 
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8 , E x i s t e n c e o f m a r k e t i n g / D a t a r e q u i r e d f o r e s t a b l i s h i n g 
p l a n • o b j e c t i v e s and s t r a t e g i e s 

a ) Lar/ye and M e d i u m c o m p a n i e s 

V e r y g o o d 
& Good 

Re a s o n a b l e 
& P o o r 

• 

Yes I I . • ..: I 12 

No . 
I I 2 

12 2 14 

, 2 _ i ^ . 2^45 

I 2 2 x 22 576 
P o s i g n i f i c a n t -

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

Re .asonable 
& P o o r 

Yes 
1 

7 I 8 

No 
2 7 9 

9 8 17 

2 17 ( 4 9 - 2 ) ^ 3 7 , 5 5 5 

S^x 9^ 5 , 1 8 4 

s 7 . 24 P r s i g n i f i c a n t ! - : 

. / 
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9, E x i s t e n c e o f w r i t t e n / S t r a t e g i e s a d o p t e d 
m a r k e t i n g p l a n 

a ) L a r g e and Medium c o m p a n i e s 

V e r y g o o d 
Si Good 

Re.asonable 
& P o o r 

Yes 10 I I I 

No I I 2 

I I 2 13 

X2 = 
13 ( l O - l ) " ^ 1,053 

I l 2 x 22 484 
s 2 , 1 7 P = s i g n i f i c a n t / ^ : 

b ) S m a l l c o m p a n i e s 

V e r y g o o d 
& Good 

R e a s o n a b l e 
& P o o r 

• Ye s 7, I 8 

No 6 9 

10 7 17 

17 ( 4 2 - 3 ) 2 2 5 , 8 5 7 
_ . : = = 5 . 1 3 

8 x 9 x 7 x 1 0 5 , 0 4 0 

p - significantC 
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10. Exis tence of w r i t t e n / A t t i t u d e s expressed towards 
market ing p lan market ing statements 

a) Large and Medium companies 

Very good 
& Good 

Reasonable 
& Poor 

Yes 9 , 5 . 12 

No 2 0 2 

I I 5 14 

X2 = 
14 ( 0 - 5 ) ^ 126 

12x2x5x11 792 
= , 0 , I 5 P = U . S . 

b) Small com-panies 

Very good 
& Good 

Reasonable 
& Poor 

Yes 6 „ 2 8, 

No 2 7 ? 

8 9 • l'7 

17 (42 -4 )^ 24,548 
X s 5 5-

82x 9"̂  5,184 
= 4 , 7 5 P = s i g n i f i c a n t v 
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I I , Existence o f w r i t t e n / Market ing d e f i n i t i o n 
market ing p l a n 

Larse and Medium comp anies 

Very good 
& Good 

Reasonable 
& Poor 

Yes 6 5. I I 

No I I 2 

7 6 13 

15 (6 -5)2 15 
n-nT4 P = n . s 

11x2x6x7 924 

Small comuanies 

Very good 
& Good 

Reasonab le 
& Poor 

• Yes 4, 2 6 

No 2' 5 7 

6 7 13 

13 (20-4)2 3,528 
— T.fla P - n 0 S 0 

= 6^x 72 1,764 
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12. Exis tence of w r i t t e n / Size of company 
market ing p lan 

A l l the companies 

Larfie & Medium Small 

Yes , 12 8 20 

No 2 9 I I 

17 51 

51 (12x9 - 2x8)2 262,584 
= 5.01 P e 

20x11x17x14 52,560 
= 5.01 

15. A t t i t u d e s expressed towards / Size of company 
market ing statements 

A l l the companies 

Large & Medium Small 

Very good 
& Good 

I I 8 19 

Re asonable 
& Poor 

5 9 12 

14 17 51 

51 (99-24)2 174,5.75 

19x12x17x14 54,264 
r 5.21 P r s i g n i f i c a n t : ^ 
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14. A t t i t u d e s expressed towards / Status of the Chief Marketing 
market ing statemnts Executive 

a) Large and Medium companies 

Very good 
• & Good 

Reasonable 
& Poor 

Higher 
& Equal 

2 12 

Lower I • I 2 

I I 3 14 

X2 = 
14 (10-2 )^ 896 

12x2x5x11 • 792 
1.15 P = n .s , 

b) Small companies 

Very good Re a son able 
& Poor 

Higher • 9. 6 15 
& Equal 

Lower 0 2 2 

9 8 17 

X2 =. 
17 (18-0)2 5^508 

- = 2.55 
15x2x8x9 2,160 

P B s ign i f i can t - : 
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APPENDIX V I I 

RESPONSES TO MARKETING STATEMENTS 

BY MARKETING EXECUTIVES 
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i s s imply t o s e l l what the works produce I I 

Present data 
Hayhurst 
& W i l l s . Mann 

Response t o statement of f / 

St rong ly agree • - . I 10 

Agree 10 8 45 

Undecided - I 6 

Disagree 59 51 25 

S t rong ly disagree 45 55 8 

No response 6 4 

Table 2 A t t i t u d e s t o 'the st atement: " A v/el l made product 

w i l l s e l l i t s e l f " 

Hayhurst 

Present data & W i l l s Mann 

Response t o statement % % % 

St rong ly agree . 5 I 5 

Agree 

Unde cide d 
i 

Disagree; 

S t rong ly disagree 

No re sponse 

25 10 54 

7 2 5 

52. 61 55 

52 25 7 

5 4 
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Table 3 A t t i t u d e s t o the statement; "Further increases i n 

p r o f i t a b i l i t y w i l l be a t t a ined mainly by more 

e f f i c i e n t p r o d u c t i o n " 

Response t o statement 

S t rong ly agree 

Agree 

Undecide d 

Disagree 

S t rong ly disagree 

No response 

Present data 

10 

29 

16 

22 

22 

Hay hurst 
'& W i l l s 

4 

50 

7 

41 

12 

6 

Mann 

% 

54 

• 51 

5 

10 

I 

Table 4 A t t i t u d e s t o the st atement; "Our main task i s t o 

increase sales volume. P r o f i t s w i l l f o l l o w n a t u r a l l y 

Response t o statement 

Strcsugly agree 

Agree 

Undecided 

Disagree 

S t rong ly disagree 

No re sponse 

Present data 

% • 

7 

16 

5 

52 

42 

Hayhurst 
& W i l l s 

•% . 

5 

14 

4 

45 

53 

5 
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Table 5 A t t i t u d e s to the st atement; " D i v e r s i f icat ion pol ic iGs 

should build on ex i s t ing company resources" 

Hayhurst 
Present data & W i l l s 

Response t o the statement % % 

S t rong ly agree - -6 ' 5 

Agree 74 57 

Undecided 5 • . 15 

Disagree 6 17 

S t rong ly disagree - 2 

No response lO 6 

T ab le 6 A t t i t u d e s t o the st atement: "Provided we succed i n 

s e l l i n g a plaj ined l e v e l of p r o d u c t i o n , we should not 

be too concerned w i t h t rends i n the t o t a l market" 

Hayhurst 
Present data & ?<'ills 

Response t o the statement % % 

S t rong ly agree . : . 3 

Agree ' 3 4 

Undecided - 5 

Disagree 6 I 55 

S t rongly disagree 26 54 

No response 7 4 
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T ab le 7 A t t i t u d e s t o the st atement; " I n our type of business 

we know the market too w e l l t o need marketing research" 

Hayhurst • 
Present, data & w i l l s 

Response t o the statement %• % 

S t rong ly agree " 6 - -

Agree 10 8 

Undecided 10 7 

Disagree 55 52 • 

S t rong ly disagree 15 29 

No response 6 • 4 


