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POSITIONING THE BUSINESS SCHCOQL THRU THE 198075

Paul Hugstad, California State University, Fullerton

Historical Development

smerican business education can be traced back as far aa
the early nineteenth Century in the form of private busi-
ness colleges and trade schools teaching the basics of
bookkeeping, arithmetic and commercial law.l

However, what we today know as business schools are typi-
cally dated from the establishment of the Whartom School
in 1881. The early programsa such as that at the Wharton
School were decidedly liberal in nature. "Higher educa-
tion for business thus began in considerable part as a
means for educating gentlemen. Tt was to provide more
character development than vocational traiming, to empha-
size moral and intellectual training, but not lead di-
rectly to a carser."?

The demands of rapidly expanding industry arcund the turn
of the century led to a rapid expansion of both business
schools and accompanying business literature, Tn the
forefront of much of this growth was the preserve to pro-
fessionalize the accounting function.

Much of the growth and popularity of business schools
during this period was attributed ro their tendency to-
ward more and more narrowly specialized courase offeringe,
moving away from their liberal arts underpinnings and to-
ward the practical. Emphasis was placed upon entry-level
skill development rather than concern for longer-range
administrative and management skills, This pragmatic or~
ientation, coupled with the relatively low cost of pro—
ducing business school graduates (versus such schools as
engineering and medicine) triggered a rapid rise in busi-
ness school student enrollments.3 The business school
meved toward the profession to a degree that it was dif-
ficult to distinguish whether faculty were teachers or
businessmen.

The tremendous growth of business schools between World
War T and II has been attributed in large part to the
"bureaucratization of American business." The nineteen-
twenties also witnessed attempts to broaden the function-
al business perapective of students in production, mar-
keting and finance, and give added consideration to mana-
gerial coansideration. These attempts were, in general,
thwarted as students continued their rush into iacreased
specialization within their various majors.%

The ninateen-thirties were a period in which emphasis on
analytical methods began to replace the descriptive tech-
niques of the previcus period. However, the depression
economy acted as a barrier to such change, creating a job
market where functional specialization was etill the pre-
ferred hiring criteria.’

With the end of World War II came enormous growth in
business school enrollments. Enrollments in business
schools peaked in 1947, and in 1950, more than 76,000
baccalaureate degreas in business were awarded.

A student body comprised increasingly of older, more ma-
ture stadents put pressure on administraters to heighten
the true educatiomal value and long-run benefits of a
business degree.b

The Foundation Report Era

A period of criticism of business education reached a
peak in the late 1950's, with the publication of two in—
dependeat, comprehensive and highly eritical Foundation
studies of business schools.? Gordon and Howell criti-
cized the business school core courses for being overly
descriptive and lacking in both the use of analytical
techniques and focus on managerial problem solving. Gor—
don and Howell argued stromgly against both the imbalance
between undergraduate and graduate emphasis, and the
over-specialized nature of the undergraduate business
programs examined. Iadeed, Gordon and Howell suggested
that specialization be postponed to the graduate level,
relying on work experieunce and training to provide much
of the technical and specialized training increasingly
needed by business and industry.

The high student/faculty teaching vatios, heavy teaching
loads, and minimal support services characteristic of
moat business school programs of the time, had resulted
in many curriculum programs of dubious quality. Inter-
estingly, these concerns, expressed over twenty years
ago, as well as 1960 forecasts of increasing faculty
shortages in future years, largely echo the coacerns of
today's business school administors.

Pierson's evaluation of the present state of business
schools was ia close agreement with that of Gordon and
Howell. Of foremost concern to Pierson was the question-
able quality of students enrolled in business schools,
suggesting that much of the current content of business
education was not appropriate for university level study
and should be shifted back to trade achools and community
colleges.?

"The Rise of The New Vocationalism"

The decade of the 1960's saw the movement of the business
school temporarily away from the profession toward the
academy. Much of this shift in orientation can be traced
directly to the criticism of the foundation reports, but
must also in part be credited to the more liberal atti-
tudes developing on most campuses during the first full--
scale assault of the baby boom generation. Enrollments
grew not only in business schools but in nearly all sec-
tors of the university, removing most disciplines from
the pressures of "labor market relevance." Indeed, by
the end of the decade the concerns regarding overemphasis
on vocational concerns had been replaced by criticism
that business programe were becoming too esoteric and
theoretical.

The fact that business schools were larpgely unaffected by
the cries for relevance on campus during the late 1960's
can, in retrospect, be seen ag a evidence of their fortu-
itous positioning for the emergence of has been labeled
as the "new vocaticnalism'; the decade of the 1970's.

The most notable shift toward business undergraduate
enrollments lagged several years behind the expansion of
MBA enrollments. Business degrees at both the under-
graduate and graduate levels grew dramatically in both
absolute and relative terms during the peried 1962 - 1980.

During the early 1970's, a number of business schools
(primarily larger state universities) began developing
highly specialized "career tract" programs within each




functional discipline. Such specialized carvicula were
generally popularily received by both students seeking an
advantage in the job market and by faculty feeling in-
creased professional pressure to further specialize both
their teaching and research activities within rapidly ex-
panding functional areas. Indeed, the technologically
inspired trend toward functional specialization became
one of the major legacies of the business schoole of the

1970's

Internal Changes in the Business School - The 1970's

With the phenomenal growth of businessa schools during the
last decade came a number of internal problems. Growth
brought a change in the composition as well as size of
business school student populations., Business schools
began attracting increasing numbers of quality students
from across campus (both male and female).

The growth of the 1970's also strained faculty resources
to the limit, As student enrollments grew dramatically,
the supply of business professors (eapecially new doctor-
ates) fell off substantially. This mismatch of supply
and demand {which has become even more acute in the
1980"s8) in turn led to an overreliance at many business
schools on part—time lecturers, increased class sizes,
and created comern over controlling the quality of pro-
gram output.

Curriculum Issues of the 1980's

1. HOW MUCH SPECIALIZATION IS DESIRABLE AT THE
UNDERGRADUATE ARD GRADUATE LEVEL?

While much of industry becries the lack of generalist
skills among their new hires, they continue to select en-
try level job applicants to a large extent on the basis
of their technical specialization . This emphasis has
not gone uanoticed by either unlverslty students or uni-
versity administratorsa.

While many deana (business as well as liberal arts) would
prefer ro moderate the trend toward curricula speciali-
zation, pressures from busineass faculty (increasingly
specialized themselves) and students {seeking an edge in
today's highly competitive job markets) have resulted in
yet further calls for career—oriented, highly-specialized
programs. The coaflict between liberal and specialized
orientations in the future will prove to be even

greater,

11, HOW DOES A LIBRRAL EDUCATION FIT INTO THE NEW
VOCATTONALISM?

While many both on and off campus continue to attack uni-
versity curricula for not providing enocugh exposure in
the liberal arts, what in fact they are lameating is the
erosion of student competence in skill areas such as oral
and written communication, analytical thinking and inter—
personal development. Since such skills were historical-
ly the byproduct of a good liberal arts education, many
have called for the reinstatement of more liberal arts
courses in business school curricula. However, just as
any subject matter can be taught liberally, so can com-
munication skills and analytical abilities be sharpened
outside the context of a liberal arts curriculum. In-
deed, if these skills alone are considered as the only
valuable byproduct of liberal arts programs, they may be
more efficiently developed elsewhere on campus (speech
communication, business writing, or management sclence s
examples). The recent trend toward cffering business
writing courses within the curriculum of the business
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school may be intrepreted as an attempt Lo more effici-
ently provide business students with liberal arts
"skills."

I1L. CAN UNIVERSITIES TEACH THE SKILLS BUSINESS IS
DEMARDING?

A corollary issue concerans whether or not a university is
an appropriate or the most effective place to teach cer-
tain skills desired by business. It has beea argued,
for example, that universities are aot well situated
either in terms of physical comstraints or more impor-
tantly psychological barriers to teach students about the
"real world of business.” Lacking both the larest in
business equipment, and staffed prlmarLly with Eaculty
devoid of significant managerial experience, universitias
have been criticized for even attempting to provide on-
the-job type experiences for their students.

Cooperstive education and internship programs have been
polnted to as the most reslistic mechanism for providing
"real world" experience. To the extent that business
schools continue to evolve into professicnal schools,
they may find the medical school model imsightful for es-
tablishing more systematic and rigorous internship re-
quirements.

POSITIONING THE BUSINESS SCHOOL OF THE 1980'S

Market Saturation for Business Graduates

S8igns of market saturation levels being reached (especi-
ally for MBA's) have been noted over recent years,l0

This saturation has in part been due to the tremendous
growth in the mumber of degrees being awarded by business
gchools cited earier, along with a general disiltusion-
ment with the product of many of these program,

While some dissatisfaction has been expressed with tech-
nical, or more commonly, general business competence,
much of the criticism stems from what employers perceive
te be unreasonable expectation concerning early job re-
sponsibilities and rapid career advancement. Couptled
with high initial salary demands and a view toward manag-
ing their own careers uot the company's business, MBA's
have clearly fallen out of favor with many employers.

Current recessionary pressures have axacerbated these
trenda to the point where even some graduates from the
"top ten" business schools are finding job hunting ser-
ious business.ll

Development of a Three-Tiered Structure

Current market forces, combined with technology's persis-
teat pressure toward increased function specializationm,
have resulted in the emergence of a three-tiered strue-
ture for business schools.

The top tier of business schools will likely remain es-
sential as they are, catering to the needs of primarily
the Fortune 500 to train future top executives. Of the
nearly five-hundred business graduate programs in exis-
tence, as few as ten to twenty in number (most of them
private) will continue in this role., These schools will
continue to disclaim undergraduate education in faver of
high quality, liberally-laced professional orientationa.

A second-level tier of busineas schools is presently
evolving, primarily among the better—known publie
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universities and selected private universities, which
have developed extensively specialized graduate business
programs. Ia some of these schools Master of Science
prugrams in functional areas such as Accounting, Finance,
Marketing, etc,, have arisen to challenge the convention=
al supremacy of the MBA.

In addition, functional specialization has been combined
with industry specialization to create hybrid programs
such as Marketing of the Arts, Health Care Marketiag,
wtc, Graduate level specialties such as these have
arisen at these universities, in part, as positioning
strategies, aimed at countering the prestige of the top-
tier schools, with greater marketplace application.

Currently, graduates of these specialized programs are
enjoying marked success in securing initial employment
within their specialties. It remains to be seen if this
high level of market segmentation will prove attractive
into the future as these graduates move up on their ca-
reer ladder, and as traditional MBA's begin to compete
wmore directly with them across presently less developed
areas of business application (such as the nonprofir sec-
tor).

The third-tier of business schools, comprised of the re-
maining seventy-five percent of busineass programs, will
be markedly undergraduate in orientation, while remaining
heterogencus with regard to quality and curricula. This
tier will include moat of the state universities, and
smaller private and religlously-affiliated colleges.
Presently, a number of the larger state universities in
this category have undergraduate enrollments in buainess
in ercess of five thouwsand students. Their MBA programs
are usually of moderate gize and are clearly ancillary to
their undergraduate focua.

Many of these large undergraduate universities are fully
accredited by the AACSB (at both levels) and provide ex~
tengive career—oriented specialization for their stu-
dents. Their curricula are primarily focused on provid-
ing sound entry-level skills, in the traditional depart-
mentalized mode. Further, their programs tend to have a
distinctly local, or at best regiomal orientation, in
many cases utilizing cooperative-type programs to build
specific links to industry job markets.

Many of the lesser schools within this third-tier were
begun or enlarged primarily in response to enrollment
losses elsewhere on campus, and posseas neither the qua-
tity of faculty or curricula specialization to compete
effectively with tier-two schools over the decade of the
1980"s.

A substantial number of these business programs will
likely become victims of a consolidation of busineas
schools over the remainder of the decade. Others will
survive by indentifying a specific mission, and tying
themselves increasingly closely to their local business
community.

The business schools in these three tiers are not pure
forms, and while business schools have long served dif-
ferent markets, the degree to which the public and busi-
niss will become aware of this three-tiar typology will
accelerate. This heightened awareness of strata will in
turn crystalize the positions of existing business
schoels and lead to a concommitant need for yet further
nichemanship and positioning.

Conclusion

Marketing departments need to play a key role in the
development of these positioning strategies, not merely
through the development of their own internal curricula,
but more iamportantly in initiating school-level dialoges
concerning the appropriate position of the entire busines
school.,

The degree to which any given school's "position" shifts
toward the liberal or the vocaticnal over the coming
years should be based on a careful analysis of market
trends, competitive analysis and an internal resource
audit.

In this context, (i.e., strategic planning, market
segmentation, pesitioning, etc.) the chance to practice
what we preach should not be ignored.
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DIFFERENTIATING INTRODUCTORY MARKETING FOR NONBUSTNESS MAJORS

Thaddeus H. Spratlen, University of Washington, Seattle

ABSTRACT

This paper presents a conceptual framework and supperting
ratienale for differentiating the introductory marketing
course for nonbusiness majors. Its two main purpcses are
to {1) present the case for differentiating the intro-
ducteoryv course as part of a response to the potential of
segmenting the audience served by the course; and (2}
conslder some limitations of the nearly universal accep-
tance of managerial approaches and single basic course

of ferings at the introductory ccurse level In marketing.

COURSE BACKGROUND, PREREQUISITES AND AIMS

The introductory marketing course is usually offered at the
upper—~division or junior level in four-year institutions.
Few prerequisites are made explicit, but business majors
will commonly have completed a pre-business curriculum that
includes one or more courses in economics, accounting and
management as well as supporting work in quantitative sub-
jects and the behavioral sciences. Nonbusiness majors typ-
ically have relatively little exposure to such marketing-
related courses, except for general college or university
requirements in quantitative subjects and the behavioral
sciences. They may also have rather different interests,
educational needs and expectations regarding future uses

of marketing concepts and methods. Selected comparisons

of both groups are shown in Figure 1.

The primary aims of the introductory marketing course
appear generzlly to be as follows:

1. Provide fundamental knowledge of marketing
as the process of analyzing, influencing
and managing market exchange transsctions,
relationships and organizations,

2. Introduce students to marketing methods
and techniques that will afd them in
preparing for future employment in
business.

3. Help students develop conceptual and
analytical skills which will be useful
in completing further courses in business
administration.

4. Develop an understanding of the relation-
ships between marketing and other manage—
ment disciplines as well as the understanding
of marketing as part of a college education
in business administration.

1t 1is almost axiomatic for these aims to be Interpreted as
being best represented in the teaching of managerial and
micre perspectives in marketing. On the contemporary
educational scene, managerial approaches to the study of
markering dominate the teaching and learning process from
the introductory course all the way through the capstone
cage/policy course for marketing majors.

The appeal of managerial approaches to the study of mar-
keting can be explained largely in terms of their focus
on practicality, problem solving and decision making.
These features capture the essence of the main tasks and
responsibilities of managers in business firms. But as
noted below there are some limitations in their exclusive
application at the first course level.

PIGURE 1
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COURSE-RELATED PACKGROUND CHARACTERISTICS
OF INTRODUCTORY !“ATKETING STUDENTS

rbharacteristics

Business Majors

Nenbusiness Majors

Completion of
Pre-Business
Coutrses

Accounting
Economics
Computer Pro-
gramming
Management

Usually none

Specific
Prerequiaites

Junior standing,
admission to the
business program
and at least onei
course in eco-

nomfcs i

Junior standing

Completion
of Cognate
Courses

Most will have
completed one
or MOTE COourses
in finance and
other upper-
divigion busi-
ness courses

. Usually none, ex-
" cept for students
- in communications
. and arts and sci-

ences majors with
an interest in
economics

Basis for
Selecting
the Courme

Mostly as a
business pro—
gram require-
ment

i

Mostly as a program
requirement in
commmications; or
as a business
elective for
nommajors

Relevance to Ex—
pected Fature
FEmployment

—
Subject Interest; ! General orienta-

{ tion as to future

: job prospects;
some focus on

¢ first job

| preparation

¢

e,

Except for commu-
nications students,
less likely to know
expected area of
future employment;
generally less
focus on first

job preparation

EDUCATION:

A FUNDAMENTAL QUESTION FOR MARKETING
SHOULD THERE BE JUST ONE
INTRODUCTORY COURSE FOR ALL?
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Degpite the acknowledged popularity and euccess of mana~
gerial approaches to the study of marketing over the past
thirty vears, they have some important limitations. First,
as observed by Kramer (1972) " In order to fully perceive
complex marketing subjects we must not approach them from
a single viewpoint but should allow for the applicatien of
several approaches." This brings te mind that marketing

is both a managerial and social process as well as an in-
terdisciplinary field of study. As such ft extends beyond
the boundaries of marketing management. A micro~managerial
bias to the study of marketing may omit or obscure a number
of important topics. Thus, topics such as market structure
and the external effects of consumption decisions as well
as a host of macromarketing and public policy issues such
as distribution costs, advertiser support of mass media
and efficiency in the marketing system may be crowded out
in the quest to acquaint beginning studenta with the suc-
cessful and unsuccessful marketing efforts of various
firms and industries, Further, the gains from illustrat—
ing basic principles that underlie observed behavior in
the marketplace may be sacrificed for more "realism" and
ad hoc examples of marketing practices, There also tends
to be an underemphasis of students’ current and future
roles as consumers and citizens who will be expected to
help decide a wide range of public policy iasues affecting
the marketplace. To a considerable extent, then, heavy
reliance on managerial marketing at the f£irst course level
may detract from the educational value of introductory
marketing., To use an analogy: just as Introductory eco-
nomics is not taught to help the student become an econo-
mist, there is a place in teaching introductory marketing
for reascons othbr than to help students hecome marketers.

Several alternatives should be considered.1 Functienal
and systems approaches provide a broader context for
marketing analysis. But current and effectively written
textbooks which use these approaches are extremely hard to
find. Consumer and socletal perspectives alsoc offer a
potentially challenging focus for the fntroductory course
targeted for nonbusiness majors, espectally. Of course
the textbook sftuation does not improve much in a move in
that direction either. Whatever the label, nonbusineas
majors should be helped to learn how to learn and analyze
exchange relationships in both a micro and macro context.
With a more balanced treatment of micrc and macro aspects
of marketing, students would be helped to understand some
of the ways fn which consumers are 1ll-informed, mis-
informed and as a consequence, exhibit a tendency to over=-
gimplify choices and decisfonz in the marketplace. Using
breader, comparative and behavioral views of the subject,
its entire scope and importance can be presented more
accurately than often occurs in the present emphasis on
managerial and micro views of the marketing world.

RATIONALE FOR COURSE DIFFERENTIATION

In addition to the limitations which may be identified
with the dominant managerial approaches, there are a num-
ber of other factors which support efforts to differentiate
the introductory marketing course for nonbusiness majors.
For the sake of brevity, several are summarized in

Figure 2. In the marketing education literature, theo-
retical as well as empirical support for differentiation

1the helpful comments of the reviewers are acknow-
ledged with special thanks in connection with the portien
of the paper devoted to alternatives and responses to
student educational needs.

FIGURE 2

DIFPERENTTATING INTRODUCTORY MARKETING:
SUGGESTED RATIONALE AND RESPONSES

RATTONALE RESPONSES IN MARKETING EDUCATION

1. Recognition Determination of the extent of dif-
of Student ferences in courses of study, expectat-
Differencem ions in the course, subject matter in-

terests and career objectives,

2, Consideration |[Periodic student needs assessment: seg-
of Student mentation in teaching strategies; ex-—
Needs panded effort to serve different stu-

dent audiences. TIncluded here could

be consultation with faculty from

areas served by the course for non-—

buginess majors.

3, Broadening Expansion of marketing into the public
of the and nonprofit sectors; acquainting
Boundarfes students with the influence of market-
of Marketing |ing outside the traditional areas of

commerce and for-profit applications.

4, Exploration Social and behavioral aspects can be
of the emphasized along with the methods and
Academtc technology of marketing practice; im-
Substance of |pact of marketing on society; sociali-—
Marketing fn |{zation and public palicy aspects of
Areas Beyend |marketing; efficiency and other macro

Management marketing issues.
and Micro=
Perspectives

5. Application Matching the marketing course as a
of a Market— |curriculum "product” to twoe or more
Ing Orienta- |[student segments; doing a better job
tion te the of marketing marketing to different
Destgn of the | groups of students,
Marketing
Currfeulmm:

6. Expanded Adapting course content to respond to

Contribution |the needs of such areas as communi-
to the Service] cations, pre-professional areas in
Misalon of the| forestry, pharmacy and related fields
Cellege or as well as fn arts and sciences
University generally.

has also been presented fn the work of Dwyer (1977, 1982)
and in Laric and Tucker (1982).

CONCEFTUAL TRAMEWORK AND GUIDELINES
FOR COURSE DIFFERENTIATION

In addition te the literature in marketing education, the
work of Posner and Rudnitgky (1982) has been used in formu-—
lating the conceptual framework and guidelines that are
presented. The fundamental steps in course design are
tllustrated in Pigure 3,

Audience characteristics, needs and Intereats provide the
foundation upon which the differentiating process 1s de-
signed and implemented. Some of the background considera-
tions were summarized earlier In Figure 1. Of course

they should be made institution- and group-—specific in the
actual course design process.




FIGURE 3

CONCEPTUAL FRAMEWORK FOR

COURSE TITLE:
Marketing Concepts

AUDTENCE

DIFFERENTIATING INTRODUCTORY MARKETING

BUSINESS NONBUSINESi
MAJORS MAJORS

FOCUS OF INTEREST/
PRIMARY RATTONALE

COURSE CONTENT

APPROACHES/
PERSPECTIVES

EMPHASIS ON CONCEPTS,
METHODS AND TECHNIQUES

LEVEL OF
SOPHISTICATION

IN COURSE CONTENT
SEQUENCING OF TOFPICS

EVALUATION

&

FEEDBACK.

INSTRUCTIONAL

METHODS /MEDTA

INTENDED

LEARNING OUTCOMES

The fafrly eclectic and concentual approach of Nickels
(1982} is currently preferred as a textbook for the course
fer nenbusiness majors taught by the author. Previously,
the tntegrated approach of McPaniels (1979) and the
shorter, applfed-management-wethods ortfentation of Boone
and Kurtz (1980) have been used. But the search is con-
tinufng for 2 textbook that serves an even wider range of
student Interests among nonbusiness majors.

Determining the proper emphasis on the councepts, methods
and techniques of marketing can be guided by the types of
analyzis reported in Dwyer (1982). The small sample of
nonbusiness majors (12 of 53) indicated an importance
ranking of topics as being of greater importance to them
than to 41 of 53 business majors. Included were consumer
motivatfon and decision making, evaluation of advertising,
market etructure and problem recognition. About the same
importance ranking as busines: majors was {ndicated for
branding strategies, distribution channels and research
techniques of experimentation. Nonbusiness majors ex—
pressed as being of lesper importance than business
majors all of the remaining toplcs commenly covered in
the bamic course. These findings suggest clearly the
need for more extensive use of such comparative

analyses in differentiating the introductory marketing
course,

CORCLUSICNS

Formal, systematic and sustained efforts are needed to
properly deaign and appropriately differentiate the in-
troductory marketing course for nonbusiness majors. A
framework that highlights various aspects of the course
destpgn process has been proposed. Appropriate rationale
for differentiating the course along with the recognition
of some of the Background characteristics of nonbusiness
majora were presented. Educational rationale as well
as some limited evidence were provided in support of

the came for differentlating the intreductory course for
nentbusiness majors. As the proposed framework is more
extensively developed and used, impressions and personal
preferences of marketing teachers can be replaced with
information and personal preferences of beginning mar-
keting students. When considered along with the con-
tent that is of interest to faculty in areas served by
the course outside the business program, the process
will yteld a sounder basis for course as well as curri-
culum desfgn than we generally employ at the basic
course level.
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A NORMATIVE MODEL FOR TEACHING PRINCIPLES OF SELLING

Robert J, Zimmer, California State University, Fullerten
MaryAnn Oberhaus, Orange Coast College

In the past decade, the demand for sales-oriented grad-
uates with formal college dinstruction in selling has
been insatiable, With the advent of the information
revolution and the concomlitant explosicon of high-techno-
logy products in such fields as computers, communica-
tions, health care and robotics, industries’ appetite for
well-educated, highly professional salespeople will
continue te grow, Compounding the situation is the
increasing technological complexity of these products
which is requiring firms to devote an inordinate amount
of time to training new sales persconnel in product know-
ledge. Consequently, firms have less time

available to spend formally develcping and refining the
selling skills of their salespeople.

In response to this need, college-level courses in

sales have become increasingly meore popular. The growth
of college instruction in selling is documented in a
recent study by Johnscn (1982). A survey of 207 busi-
ness schools and departments taken from the Membership
Direcrory of the American Assembly of Ceollegiate Schools
of Business (AACSB) highlighted several important
findings. A sales course is being offered in the under-
graduate marketing programs of 53.1% of the schools
responding to the survey. Approximately cne—third of
those institutions currently not offering a sales course
are planning to offer a course in selling within the
next twc years.

INSTRUCTIONAL PROBLEMS IN UNDERGRADUATE SALES COURSES

While the apparent response of academia to the market-
place is quite encouraging, there remains some inher-
ently serious problems in teaching Principles of Sell-
ing. One such problem is the lack of agreement among
academicians as to what subject areas should be covered,
and which areas should be emphasized most heavily in the
course. Some instyuctors emphasize the behavieral side
by spending considerable time in explaining the practical
application to selling of such theories as self-concept,
personality, meotivation, communication and buyer
behavior. TIf they faver the behavioral approach, they
may also devote their efforts to developing students'
interperscnal skills in listening, bedy language
(kinesics) and vocal qualities (metacommunication).
Conversely, other instructiors may emphasize the tech-
nical side of selling by concentrating on teaching the
selling process from prospecting to closing and cus-
tomer follow-up. Skill development in each phase of the
selling process should always be a major part of Prin-
ciples of Selling.

Divergent approaches to teaching any course, especlally
a sales course, are inevitable and quite healthy for
hoth students and instructors. However, they can be-
come dysfunctional and hamper student learning when the
differences become extreme. For example, instructors
who spend 80-%07 of the course teaching the behavioral
material and who almost completely ignore the techni-
cal side of selling or vice versa are doing a tremen—
dous disservice to their students. It seems that
instructors' gravitation to either the behavioral or
technical selling side is a function of thelr educa=
ticnal background, work experience, and their own
perscnal attitudes and perceptions of providing college
level instruction in selling and the whole selling pro-
fession.

The problem of instructors’ different proclivities to
teaching a sales course manifests itself in the use of
part-time faculty. Because of department heads' de-
creased contrel cver part-time instructers, a sales
course can take on unusual dimensions. Although most
evaluations of part-time instructors are very high, the
variability in their approaches to teaching a sales
course can create some unique problems. Negative student
feedback includes complaints such as the sales course

was more like Psychology 101 or that the students were
never given the cpportunity to do oral sales presenta-
tions in class before the camera. While the complaints
tend to be more about instructors who overkill the be-
havioral aspects of selling, students have complained
also about instructers' failure to help them develop a
rich understanding and appreciation of buyers roles, needs
and motives.

In additien to the lack of concensus among marketing -
instructors on the best mix of subject areas for a sales
course, profound disagreement exists between academicians
and practitioners as to the relevant importance of those
subject areas. In a recent study, 331 sales managers
ranked the five most important subiect areas for a sales
course to be: time management, self motivation, commu-—
nications, planning sales calls and handling objections.
A similar survey of 207 professors and instructors had
these same topics ranked ninth, tenth, sixth, fifth and
second respectively. The complete results of both sur-
veys are presented in Table T (Johmson 1982).

The purpose of this paper is to proffer a normative model
which serves as a conceptual framework for teaching Prin-
ciples of Selling. The model attempts to prescribe the
optimal mix of subject areas, the depth of coverage, and
a number of teaching tools and techniques for providing
students with the necessary level of knowledge and skill
development in each area.

COURSE CONTENT BY SUBJECT AREAS

In designing an optimal course outline, the underlying
premise 1s that students need to be given a proper bal-
ance of interpersonal/communication skills and techni-
cal selling skills. Using Dr. Anthonv Alessandra's
analogy of a bicycle, the primary function of the rear
wheel is to push or to propel the bleycle forward while
the front wheel is designed to steer or to guide it. 1In
selling, the technical skills of prespecting, precall
planning, etc,, provide the impetus while the interper-
sonzl skills provide the direction in buyer-seller inter-
actions. Salespecple with strong technical selling skills
are often unsuccessful if they are incapable of communi-~
cating effectively with prospects, or if they are insen-
sitive to their clients' needs and preferences. Inter-
personal skills are vital but without expertise in che
technical side of selling, even the most articulate and
sensitive salesperson will enjoy little success.

Because knowledge and skill development in each area is
critical for professional salespeople, both need to be
covered extensively in Principles of Selling. The proper
balance between the twec areas seems to be approximately
two-thirds technical selling process and one-third inter-
personal-comumunicarion process,
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Figure | presents a complete outline of 22 subject areas
which should be covered ideally in Principles of Sell-
ing. The toplcs are presented in a legical order around
which instructors could organize their courses. Sub-
headings highlighting key points of certain subject areas
are provided in order to clarify the domain of these
areas. For example, the first subject is Demands on the
(ontemporary Salesperson. For this topile, Instructors
should discuss salespeople’s roles as profit managers of
thelr territories, and their problem-solving roles as
client-oriented change agents. In addition, the impor-
tance of professicnalism in seiling should be stressed
along with the increasing skill and knowledge demands
placed on salespeople.

The second topic, Selling and Its Role in the Marketing
Mix, 1s covered typically in virtually all sales text-
books in a similar fashion. Consequently, the domain
and topical material of this traditional subject area

is relatively self-explanatory. The same decision rule
was used threocughout Figure I. In Figure 2, the 22 sub-
ject area outline has been expanded to show beth the
prescribed number of classes which should be devoted to
each subject area and a set of time-tested instructional
tocls. The class-allocation guildelines provide a
coverage-weighting plan developed from Johnsen's re-
search, and the authors’ subjective evaluation based on
their teaching experiences, sales managerlal experieances
and interviews with sales executives. Subject areas
three through ten, which have fourteen classes allccated
to them, comprise the behavioral portion of the course.
The technical selling side, which has twenty-three
classes alotted to it, consists of the first and second
subject areas plus eleven through twenty. The remain-
ing eight class meetings would be spent on testing and
oral sales presentations.

The instructional tools prescribed in Figure 2 for each
subject area were developed from years of pretesting,
using them in both the classroom and sales tralning pro-
grams, and annual pruning and updating of all course
materials. Research shows that sales instructors ranked
lecture/discussion first and role plaving second as
their preferred Imstructional techniques. Films,
videotapes, records and audiotapes were rated at the
bottom of mest instructers’ rankings of Instructional
techniques (Johnson 1982). Given the adage that "a
picture is worth a thousand words,"” and the strong
enduring impace of the visual message, it appears that
many Instructors are missing an excellent opportunity

to Increase student learning.
ASSUMPTIONS OF THE MODEL

The guidelines presented for teaching Principles of
Selling were based on several assumptions. These
include:

1. The introductory sales course is a 300 level full
semester course which has 45 meetings of 50 min-
utes duration.

=]

Students are belng groomed for industrial sales
positions as opposed to over-the-counter and
docr-to-door sales careers-

3. Maximum student enrcllment is 25 in the class.

4. Audio-visual equipment is available and an appro-
priately designed classroom is close toc the equip-
ment center.

5. Instructor 15 willing and able to tape oral sales
presentations outside of the scheduled classroom

time.

CONCLUSION

In response to the needs of industry, college-level
instruction of personal selling has become quite popular
in the last few years. However, the lack of consistency
in both the content and the instructional techniques
used in the course has created a number of problems in
the way in which introductory sales courses are being
taught. To help alleviate the problems, a normative
medel for teaching Principles of Selling was presented.
The model attempted to outline the major subject areas
and the appropriate length of coverage, and to suggest
teaching tocls which have worked effectively in the
classroom. If the model helps make the instruction of
personal selling more enlightening and entertaining

for students, it has served a useful purpose.
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TABLE I
CONTENT OF SALES COURSE
Sales College
Managers' Professors’

Tepic Ranking Ranking
Time Management 1 9
Self-motivation 2 10
Communications 3 6
Planning sales calls 4 5
Handling objections 5 2
Professionalism in selling 6 11
Closing techniques 7 4
Understanding buyer behavier "8 1
Sales presentations and demonstra-

tions 9 3
Routing and territory management 10 14
Prospecting 11 3
Sales training 12 12
Career opportunities in selling 13 13
Environment of selling 14 15
Appreach 15 7
Rewards of selling 16 16

FIGURE 1
CONTENT OUTLINE OF SUBJECT AREAS

I. The Role of Personal Selling in the Firm
A. Demands on the Contemporary Salesperson

1. Territorilal profit manager.

2. Salesperson as a problem solver and change
agent,

3. Professionalism.

4. 5skills and knowledge needed for success.

5. "Uniqueness"” of the position,

B. Selling and Its Role in the Marketing Mix

II. The Interpersonal-Communication Process: Contribu-
tions to Selling From the Behavioral Sciences

A. The Dynamics of Buyver-Seller Interactions
1. Dyadic~interaction theory.

2, Interpersonal-attraction theory.
3. Expectation levels and role concensus.

n




ITI.

1v.

i s s e
it i G A

4. Artending to visual, vacal and verbal
MRS S .
B, A Model of the Interpersonal Communication
Process
C. Models of Buver Behavior

D. Buyver-Seller Interactive Appruaches

Stimulus-response medel,
Formula approach.
Brewster's formula.

Xeed Sarisfaction model.

L R

I~

E. A Model of Behavioral Stvles
1. Assertiveness and responsiveness,
2. Driver, expressive, analvtical, amiable-
needs, pace and priority preferences,
3, Behavioral versatdility.
Interpersonal-Communication Skills Development
A, Inmcreasing Listening Efficiency

B. Reading Body language and Proxemics

C. Understanding Vocal Qualities and Changes in
Vocal Patterns

The Technical Selling Process
A. Using Product Knowledge Effectively
1. Features, benefits and competitive differen-

tial advantages.
2, Developing buver—-tailored sales proposals.

FIGURE 1L

VI,

H.

Additional Skill Requirements for Successful Sales-
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The Precall Planning Stratepy

+ The planning process.

. Planning account—-influencing strategies.

. Planning interpersonal-influencing strat—
egies.

[

Pruspecting

The Approach and Opening the Sales Call

1. Methods of pgaining entree to prospects.
2., Tirst Impressions.
3. PRapport building.

Probing.

£~

Oral Sales Presentations and Demonstrations te

Individual Buyers and Buyving Committees

1. Criteria for effective presentations.
2, Visual aids.
3. Selling buying committees.

Handling Objections (Manapging Sales Resistance)

Closing the Sale

Effective Follow-up

people

A

B.

Telephene Selling

Time Management

Miscellaneous Subject Areas

A.

B.

Professionalism and Ethics in Sales Careers

Sales Force Manarement

DEPTH OF COVERAGE AND INSTRUCTIONAL TOQOLS

Subject Areas # of Classes

I. ROLE OF PERSONAL SELLING

A, Demands on Salesperson

B. Selling in Mktg Mix
II. TINTERPERSONAL-COMMUNICATION PROCESS

A. Dynamics Buyer/Seller Inter-
actions

B. Meodel cf Interpersonal Commu-
nication Process

C. Models of Buyer Behavior

D. Buver/Seller Interactive
Approaches
F. Model of Behavioral Styes

10

Instructional Tool

Handout
Film: "The Competitive Edge"

McGraw-Hill

Overheads

Overhead

Overhead

Handout
Film: "Why Do People Buy"

McGraw-Hill

Handout

Roleplaying

Overhead

Handout

Analysis of TV show characters:
M.A.S.H.
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VI,

vI.

VII.
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INTERPERSONAL-COMMUNICATION SKILLS

A, Listening

B. Body Language

C. Vecal Qualities

TECHNICAL SELLING PROCESS

A, Product Knowledge

B. Precall Planning

C. Prospecting
D. The Approach & Opening

E. Oral Sales Presentation and
Demcnstrations

F. Handling Objecticns

G. Closing

H., Follow-up

ADDITTONAL SKILLS
A. Telephone Selling

B. Time Management

MISCELLANEQUS TOPICS
A. Professionalism & Ethics

B. BSales Force Management

TESTING AND TWC ORAL SALES
PRESENTATIONS

[

[

11

Handout

Films: A) "The Power of Listening"
MerGraw-Hill, B) 'Listen to
Communicate”™ (complete 1lis-
tening package with visual &
audio components plus exper-
iental exercises),

Handout

Films: A) "The Nonverbal Agenda,"
B) "Listen to Communicate,"
(video and experiental exer-
iences), Analysis of TV
characters.

Handout

Analysis of TV Characters

Pencil Exercise; Overhead presenta-

tion of 3 or 4 real-world sales

proposals

Film: "Custom Oriented Selling"
Tratec Inc.

Experiential exercises

Film

Handout

Secondary data research

Roleplaying & video tape

Film: "Probing for the Sale"
MceGraw-Hill

Film: "Speaking Effectively to 1 or
1000" Toastmasters

Roleplaying

Roleplaying

Handout

Handout

Roleplaying

Film: "Selling to Tough Customers"
MeGraw-Hill

Handout

Handout
Time log exercise

Film: "The Time cof Your Life"
Alan Laekin

Handout
Handout

Audio-visual critiquing




MARKETING AND POLITICAL ACTION: A USEFUL NEW COURSE

George Schyartz, University of Massachusetts, Amherst

ABSTRACT

Currently, marketing educaticn, insofar as it pertalns to
regulatory legislation and rules, is essentially reactive.
This 1s not in accord with business practice which has be-
come more proactive in the political process, seeking to
influence government such that company, industry, and gen-—
eral business interests are protected and enhanced. This
paper suggests a new course which would help students sat-
isfy expanding expectations that marketing and other manag-
ers have the capability to participate effectively in the
political process on behalf of the companies by which they
are emploved.

INTRODUCTICN

The pervasive effect of government on the practice of mar-
keting is, of course, well known. It is the rare marketing
course which does not spend some time delving into the var-
ious laws and regulations affecting such areas of marketing
ag pricing decisions, channel policy, advertising, or prod-
uct safety.

Typically, the instructional thrust is to convey to stu-
dents what is legal marketing practice as well as practices
considered illegal given the provisions of relevant legis-
lation and their administrative and judicial history.
Hopefully, the result will be to help students minimize
confrontations with the law in their future managerial ca-
reers,

BUSINESS PRACTICE SUGGESTS NEW COURSE

While unanimity prevails about the relevance of such in-
struction in marketing courses, current business practice
suggests that instruction restricted only to reactive man-
agerial behavicer does not adequately prepare students for
additional managerial activities, vis 3 vis government,
which thev will be expected to perform during their ca-
reers. These activities are proactive in nature and seek
to prevent or reduce the negative impact of govermment on
the operation of an enterprise,

Individual firms, specific industries, and business as an
institution, have become more active in the political pro-
cess in response to the expanded impact of government con
the survival of firms and industries, theilr decision-making
freedom, and their ability to cperate profitably. This im-
pact can take the devastating form of a Feod and Drug Ad-
ministration order to remove a product from retail shelves,
or can be helpful by pressuring the Japanese government to
"woluntarily™ 1limit their automcbile exports to the United
States.

It is the rare large firm that does not have an office in
Washington, managed by an executive of high rank assisted
by a variety of staff personnel. These Washington opera-
tions are usually attached to an organizational unit in a
firm's headquarters office bearing such titles as Govern-—
ment Relations or Public Affairs., Many medium sized firms
also have similar arrangements for monitering and influenc-
ing government,

One result of expanded corporate political activity has
been the growing expectation that managers in each of the
functional areas have the capabllity teo help their firm in-

fluence government in ways beneficial to the company.
While such activities are not the major responsibility of
operating managers, involvement in this area increases as
executives move up, and constitutes a significant activity
for many chief executives (McGrath 1979, pp. 70-77).

Participation of business firms in the political process
1s more sophisticated at the national level than at the
state and local levels. However, the possible realloca-
tion of governmental activities from the federal govern-
ment to the states associated with President Reagan's

New Federalism, may lead to an increased involvement of
firms with the political process at the latter level, as
well as enhanced capability and sophistication (Lydenberg
1979). 1In recent years, about 100,000 bills affecting
business have been introduced annually at the state level.
While most of these proposals are not passed, growing num-
bers are being enacted into law. These laws not only af-
fect home state firms, but can also impose marketing re-
strictions on companies located elsewhere, For example,
Vermont 's ban on phosphates affects FMC Corporation in
Chicago, since the company produces the bulk of the coun-
try's output of phosphates (Dun's Review January 1978).

If it is agreed that a case can be made for educating mar-
keting and other business students so that they not only
avold running afoul cf the law, but will also have the
capablility for participating in the political process on
behalf of their firms, what should be the substantive
content of the necessary new course?

COURSE CONTENT

I have had an opportunity to experiment with the develop-
ment of such a course for undergraduates in a seminar set-—
ting. Since no one book {3 available which treats all of
the major relevant topics, much effort was expended in he-
coming familiar with a wide variety of published sources
in order that an appropriate set of readings could be com-
plled. Moreover, student performance revealed a poor un-—
derstanding of the many very significant ways that govern-
ment impacts on business firms, and a lack of familiarity
with the mechanics of government and the political pro-
cess.

Accordingly, a course which might be entitled, "Marketing
and Political Action” needs to begin with an overview of
government regulation sc¢ that students can truly under-
stand the magnitude and importance of geovermment interven-—
tion in the affairs of firms (Weidenbaum, chs., 1, 2}, The
details of government regulation can be i{llustrated by ex-
posing students to materials reflecting the operation of
such agencies as the Federal Trade Commission, Consumer
Product Safety Commissiocn, and the Food and Drug Adminis-
tration (Wilson 1980Q).

Students in the seminar appeared to have little understand-
ing of interest groups--their nature, large number, obiec-
tives, strategies, and tactics. They tended net to think
of individual enterprises, specific industries, and busi-
ness ag an Ilnstitution, as interest groups working to pro-
mote self-interest in the same way that those from labor,
the medical profession, and ethnic groups sought to influ-
ence government. If student education is to proceed in
this type of course, it is essential that instruction be
successful in causing students to understand that interest
group behavior is inherent in a pluralistic soclety
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(Ornstein and Elder 1978, ch. 2).

In order to give students perspective on business' partici-
pation in the political process, they need to be exposed to
histerical materials on this subject. Available publica-
tions appear to be meager, but enough 1s available to con-
vey to students the fact that political activity by busi-
ness firms is not a recent invention (Epstein 1969, chs. 2,
3, 4).

If marketing and other mapnagers are to influence govern-
ment, they obviously need to understand the operation of
the legislative process--the rules, procedures and nature
of political behavior affecting legislative proposals from
the time of introduction to thelr consideration by standing
committees and ultimately to approval or defeat in the
House of Representatives and the Senate (Froman 1967).
Strategies and tactics aimed at Influencing this process
have achieved increasing levels of sophistication over time,
and utilize appropriate newly developed technology such as
the computer. Students need to become familtiar with these
developments much as marketing majors need to learn about a
wide variety of promotional tactics available for influenc-
ing consumer behavior (Schwartz 1981).

Since lobbying is such an important part of any interest
group's attempt to influence government, students need to
become familiar with this activity., Lobbying tends to have
pejorative connotations, and instruction needs to convey
the idea that lobbying is legitimatized by the constitu-
tional right of citizens to petition government. Much pub-
lished material is available describing the importance and
activities of lobbyists and how lobbying fits into the
government relations activities of firms (Miller and John~
son 1970; McGrath 1979, ch. 2).

Educating students about the use of money te influence gov-
ernment policy through corporate and trade aggsociation
Political Action Committees can be accomplished using a
varlety of materials explaining the legal basis for such
committees, and the various tactics that have been devel-
oped for maximizing the political benefit derived through
intelligent contributions to friendly candidates and those
holding important positioms in government (Savings and
Loan News, September 1978; Engineering News, November 2,
1978). Faculty wishing to warn students about the illegal
use of money in influencing govermment policy can make use
of publications pertaining tc some of the well known in-
stances of illegal corporate behavior in recent years (Re-
pert of the Special Review Committee of the Board of Direc-
tore of Gulf 01l Corporation 1975}.

Well researched materials describing the organizational
development of corporate government relations units are
avallable. These describe the various structutes of gov—
ernment relations departments used by different companies,
the use of job descriptions to spell cut the government re-
lations activities expected of managers, and techniques for
actually involving managers in this function (MeGrath 1979,
chs. 4, 5, Appendix). In additicn to the activities of in-
dividual corporate government relations departments, stu=-
dents also need to become familiar with the proactive re-
gources and talents of organizations external to the firm
such as trade associations, and general business organiza-
tiors exemplified by the U, $, Chamber of Commerce and the
Business Roundtable.

Case studies of legislative struggles Importamt to busi-
ness are a necessary and useful pedagogical device. These
are fortunately available, and enable students to under-
stand why a firm, industry, or many business firms oppose
or support a speclfic legislative propesal. The underlying
relevance of corporate self-interest in these appraisals
needs to be conveyed, as well as the fact that legisiative
propesals do not have the same impact on all affected
firms, which explains why "the business position," is not
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always unified. Case studlies alsc enable students to see
the use of pclitical strategies and tactics in specific
legislative struggles, and to learn the result (Carper
19623 Schwartz 1979).

CONCLUSION

The involvement of business firms in the political process
is not a temporary phenomenon. Just as government's im-
pact on business has expanded at the federal and state
levels, so have firms Increased the allocation of re-
sources and talent to the task of influencing government
for the benefit of the firm. And while companies use in-
house and external specialists to bear the primary respon-
sibility for this activity, increasingly, operating manag-
ers, Including the Chief Executive Officer, are expected
to make a contribution in the government relations area.
Moreover, the quality of such contributions are taken into
account in the personnel evaluation process.

Given these developments, it 1s desirable to offer a
course which will prepare students for participation in
the political process in cooperatiom with their firm's
government relations department. All business students,
irrespective of their area of specialization, can benefit
from this course. However, if 1t is not possible to add
such a course to the achool-wide curriculum, then a some-
what modified course tallored more to the needs of future
marketing managers is feasible, and should be offered by
the Marketing Department.

Both undergraduate and graduate students who aspire to
managerial rank need to have the capability offered by
this course. With respect to undergraduates, however, in-
struction is likely to be more difficult because of the
level of maturity and background inadequacies. Among a
number of undergraduate students I found an unwillingness
to accept as a fact of 1ife the self-interest behavior of
companies in their relation with government.
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STRIKING A BALANCE IN THE TEACHING OF QUANTITATIVE COURSES

L]
Wilke English, The University of Texas at El Paso, El1 Paso
William Martin, The University of Texas at El Paso, El Paso

ABSTRACT

The past decades have seen a tremendous increase in the
mathematical sophistication of the statistical techniques
which are taught in the average university. As this so-
phistication increases, however, there is the growing dan-
ger that we are failing to strike a practical balance in
two critical areas: (1) Will the student realistically
have occasion to use the techniques? (2) Does the student
have the mathematical aptitude to implement these more so-
phisticated techniques coutside the sheltered and structur-
ed classroom environment?

INTRODUCTION

As Instructors in many courses requiring the utilizatiom
of quantitative methods, the authors were intrigued and
encouraged by the theme selected for this Educator's Con-
ference. There are several areas in which the teaching of
quantitative methods appears to be "out-of-balance”™. 1In
specific, a case could be made that the teaching of quan-
titative methods is "out-of-balance'" in at least two major
areas: One, does the student have a real probability of
utilizing certain statistical techaiques in an operational
business enviromment? Two, would the student actually be
able to implement such a techniquye? (0r in other words,
has the student mastered the technique sufficiently as to
actually utilize it?)

Over the last few decades the field of quantitative meth-
ods has witnessed a virtual explosion in the number and
complexity of the statistical techniques which are avail-
able, and which are routinely presented to the typical
student. One can easily verify the magnitude of this ex-
plosion by examining a business statistics texthook from
the 1930's versus a current business statistics textbook.
The same type of comparison could be made with respect to
marketing research texts from earlier periods versus the
current texts, and that comparison would also 1llustrate
the greatly expanded variety of techniques which are pre-
gented to current uaniversity students.

In all probability this increase in quantitative sophisti-
cation would be viewed by most educators as a positive de-
velopment, and surely ome would not expect to see a text-
book selection committee recommend the adoption of a fifty
year old text. However, this ever-increasing sophistica-
tion does present a danger. The danger is that the tech-
niques go beyond the ability of the user to make use of
them. Hence, a balance needs to be struck between the
amount of sophistication which is academically desirable
and that level of sophistication which is desirable from

a strictly pragmatic prespective.
Striking a Balance: Is it Used?

In this instance, we are seeking to strike a balance be-
tween what is taught as opposed to what is actually used
in business. Admittedly, certain individuals routinely
use quantitative techniques of the highest sophistication.
Yet these perscns represent a small and rather atypical
minority. The average manager, salesman, or small busi-
ness executive actually makes very little use of the vari~-
ous quantitative techniques which are available. And when
quantitative techniques are used, that use will usually
fall into cne of several simple types of analysis: over-
all means and/or precentages, percentzge breakdowns by

group ot classification, and cross-classification tables.
In the field of marketing research, for instance, it is
very rare to see any type of analysis beyond means, per-
centages, breakdowns, and classification tables. O0Of
course, when a research project has been done in the hope
of a journal publication, tests of significance will be
routinely performed, yet in renumerative comnsulting work,
such tests are the exception rather than the rule.

The obviocus reason for the absence of statistical testing
in consulting is that tests of significance only answer

the very narrow question, ''Does the observed difference
seem to be more than Zzero when compared to some standard?"
The abscolute size of the difference is of no conseguence

so long as the statistical test makes it appear that strict
equality is unlikely. Thus the question of a statistical
difference becomes of little concern to an actual, for pro-
fit, business-manager. The manager is looking for impor-
tant differences; differences that are large enough to
contain what can be termed "managerial imperative'.

Hence, with respect to what we teach our students, 1t appears
that far toomuch time is spent upon the more ®soteric aspects
of statistical testing, topics such as: the I test, the t test,
use of the Z va the t,unbiased estimators, finite population
correction factors, the F test, homoacedasticity, linear
models, analysis of variance (let alone topics such as:
canonical analysis, discriminate analysis, multidimentional
scaling and factor analysis). Quite frankly, the proba-
bility that the average graduate from the typical large
university would encounter such techniques is quite small,
Thus it would seem appropriate that more emphasis needs to
be made at those initial stages of a research design, as
well as increased emphasis upon the more simple types of
data tabulation and analysis. Emphasis upon such topics
as: How to code 2 questionnaire? How is the data set pre-
pared for analysis? How is the data set entered into the
machine for processing? How are the analysis routines
(usually canned programs) called forth for execution? How
does one direct the machine to perform analyses such as
meang, percents, breakdowns and cross-tabulations? How
does one read computer ocutput? How does one write a sum-
mary report based upon such analysis?

Don't get the wrong impression. The authors have no ven-
detta against the more sophisticated techniques. The to-
plcs which are covered in the standard statistics course
are appropriate subjects for investigation and imstruction
at the college level. However, it scems that a very good
argument could be made that the traditional areas of sta-
tistical analysis and statistical hypothesis testing are
receiving far too much attention. And in the same manner,
it also seems obvious that those more mundane analytical
skills which were menticned in the series of questions
ligted above are not getting the emphasis they deserve, es—
pecially in the light of their higher preobability of usage.
In shert, we are sending forth our graduates, rigorously
trained in statistical concepts that they, in all probabil-
ity will never use, beilng at the same time, woefully under-
trained in thoge more simple types of analyses which they
will use, Although some may protest this line of thought,
claiming that this represents a "retreat in sophistication
tion", the problem of over-sohpistication remains a valid
concern., We need to take a closer look at the intended
objectives of our quantitative courses with an eye toward
striking a greater balance between what is taught and what
is uged.




Striking a Balance: Can They Do It?

Obviously we all desire that "perfect teaching enviren-
ment': classes filled with extremely bright, highly moti-
vated students; with every student possessing a full mea-
sure of those background skills and native abilities nece-
ssary to do an exemplary job. Unforturmately, and equally
obviously, such attributes do not accurately describe the
average college class. Admittedly, such students may ex-
ist at certaim "elitist™ universities; however, when ap-
proximately 85% of the educatecrs in an association such as
this one teach at state-funded universities, our attention
must understandably be directed toward that individual who
more accurately typifies the "average student'. As most
of us know, this "average" student is usually not overly
bright, relatively ummetivated, and is generally unpre-
pared with respect to both specific quantitative skills as
well as overall quantitative aptitude. In short, they
lack the ability and preparation necessary to truly master
many of the more sophisticated techniques.

Given this more typical and less talented breed of student,
there are basically two approaches: independent and rela-
tive, The independent approach is to set the standards
and curriculum independent of the skill level of the stu-
dents. That is, decide what materials should be covered,
and at what level they should be covered, and do it. If
the students make it, fine...if they don't make it, tough.
A simple "sink or swim" proposition.

This approach represents the traditicnal attitude of most
academicians, and ideologically speaking would be the fa-
vored altermative. Yet such an approach when viewed in
the light of the reality of the actual skill levels of
most students may be too elitist, and as such may violate
the mission of those state universities which account for
the vast majority of students. The second approach then
becomes to set the standards and curriculum relative to
the students. That is, declde what materials that the
students can reasonably handle and work at that level.
The objective im this approach is not (necessarily) to
“water-down' the curriculum, but rather to place primary
concentration upen only those techniques which the average
student has a reasonable chance of mastering. Obviously,
this is not the ideal solution; in fact, most prefessors
would probably characterize it as a bad solution. Admit-
tedly this is not the type of teaching environment which
most professors desire. However, that 1s nct the relevant
question. The relevant question before us is this: "Gi-
ven that we have a bad situation, how do we make the best
of that situation?”

The relative approach has the advantage of at least making
the best of a bad sitwation. On the other hand, tc con-—
sistently teach at a level which is above the level of
proficiency which the typical student can reascnably at-
tain, is quite frankly, a waste of everybody's time.

Unless the faculty decides to undertake the drastic step
of eliminating all of the marginal students, more effort
should be made to teach skills that actually way benefit
the student. The plain truth eof the matter is that the
"average' student in the typical quantitative methods
class never really understands what hefshe is doing. They
simply memorize enough of the definitions and problem for-
mats tec stumble through the exam, get through the course,
and promptly forget all of it. Even though they have been
exposed to an impressive gauntlet of statistical tests of
undeniable sophistication they generally remain rather
impervious to the process, devoid of both conceptual com-
prehension and computational ¢cmpetence. Inm short, they
leave the course with nothing.

Thus a balance needs to be struck between those techniques
which we teach versus those techniques which the average
student has a reasonable chance of mastering. Ergo, it
would seem reasonable to focus upon a smaller set of sim-
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pler rechniques, glving greater emphasis upon how these
techniques could actually be implemented.

Along this line, the authors would like to share the re-
sults of a "proficiency analysis" which was performed upon
a set of student test papers. Most introductory statis—
tics classes present several techniques for testing for
"significant differences", as well as techniques for exam-
ining other types of relaticenships which may be present in
the data set, such as regression and correlation analysis.

The question before us is this: Are certain techniques exe-
cuted with greater proficiency than other techniques? Re-
alizing that many of these techniques are rather inter-
changeable, it would seem advantageous to emphasize those
techniques which the student has the highest probability
of mastering.

An analysis of several classes was performed to assess the
level of proficiency which students could attain with re-
spect to five statistical techniques: the chi-square test,
the Z test, the t test, regression analysis, and correla-
tion analysis. For the 72 students in the combined class—
es, TABLE ONE shows the number of students who (1) got the
problem perfectly correct, (2) missed a somewhat minor
amount of the problem, or (3) missed a substantial amount
of the problem.

TABLE 1
chi- regres- | corre-
square Z test |t test sion lation
perfect 32 20 24 36 L4
minor
etrors 18 32 37 26 38
major
arrors 2 20 11 10 20

To simplify TABLE 1 and to emphasize the strength of these
findings, TABLE | was partitioned and then collapsed to
produce TABLE 2 and TABLE 3.

TABLE 2 represents a cross—classificaiton table which com-
pares the chi-square test against the Z and t test com-
bined {since they are quite similar). In addition, the
categories of minor miss and major miss have been combined.

TABLE 2
chi-square Z and t
100%
cor— 52 (13 Independence of classification
rect test: chi-square value = 33.75
some
miss 20 100 (.01 value = 6.64)

In TABLE 3 the chi-square is compared against the combined
regression plus correlation results since these techniques
are also covered in tandem. As before, minor misses and
major misses have been combined into a single category.

TABLE 3
chi~square reg and corr
1002
cor- 52 50 Independence of classification
rect test: chi-square value = 27.08
some
miss 20 94 (.0l value = 6.64)
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Judging from these results it seems readily apparent that
the average student finds it significantly easier to mas-
ter the chi-square test than any of these other techniques.
Given the fact that the chi-square test can produce rough-
ly the same conclusions as these other tests, and in view
of the fact that it avoids many of the technical assump-
tions required by the other tests, and finally in light of
the fact that students find it demonstrably easier to use,
more attention should be given to this technique. In em-
phasizing the chi-square test the instructor is striking

a greater balance between the techniques which are pre-
sented, and those techniques which the average student can
execute with reasonable proficiency.

CONCLUSION

In summary, this paper has argued that more attention
needs to be givenm to the ultimate goals and objectives of
our quantitative courses. In the quest for greater sophis-
tication in our quantitative courses two important, prac-
tical conslderations have been slighted. These two con-
giderations are applicability and proficiency. In order
to more adequately address these comsiderations it was
suggested that more emphasis be given to the wore basic
analytical steps such as data collection, coding, entering
tabulating, developing means and percentages, developing
sub-group breakdowns, and cross-classifying. If a statis-
tical test of significance is desired, the chi-square test
was recommended due to the higher levels of proficiency
associated with with this test.

Admittedly such a shift in emphasis would be highly contro-
versial, and many would decry these suggestions as a "re-
treat from sophistication”, a shameful watering-down of
the curriculum. Nevertheless, attention needs to be given
to the end product of our educational efforts, the student.
While there is an undeniable need to maintain requisite
academic rigor, it seems equally appareat that univer-
sities have failed in their educational mission if the
bulk of cur efforts are spent in the presentation of tech-~
nigques which our students will not use and cannot master.
Truly a balance needs to be struck!
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COMPREHENSIVE EXAMINATIONS IN MARKETING

Daniel J. Brown, Oregon State University, Corvallis
william G. Browne, Oregon State University, Corvallis

INTRODUCT ION

Muny Marketing faculty have wondered about the overall
student performance and the factors related to achieve-
ment in college Marketing curriculums.  Faculty have
wanted to measure the scheturly advancement students
have made from the start of their Marketing major
through its completion, They alse have wanted to

know of factors such as gencral academic performance,
exam preparation, and personal characteristics that
contribute to test score performance.

Last year Oregon State University's marketing area
required that all senlor Marketing majors take a
comprehensive exam midway through their capstone
Marketing course. This exam was based on material
provided in the introductory course taken during the
iunior year.

The study presented below was developed with the goal
of exploring many of the factors that will have to be
considered in responding to the above needs and chal-
ienges.

BACKGROUND

Oregon State University has about 180 undergraduate
business students graduating each year with a concen-
tration in Marketing, one of the largest in the School
of Business. As at many schools, the students take an
intreductory course during their junior year as a pre-
requisite to their concentration (major) courses during
their senior year. The concentration reguires senior
students: to start with Marketing Management, take 2-3
electives, and complete their concentration with a cap-
stone course in either Marketing Policy or Marketing
Research. At least 18 quarter hours in senior Market-
ing courses must be completed for graduation in Mar-
keting.

A number of the QSU faculty have wondered if the senior
students retain much of the material in the introduc-
tory course. Furthermore, the faculty teaching the
capstone courses wondered if the students retain much
of the material covered in the Marketing Management or
elective courses. The faculty teaching the capstone
courses jeintly developed a comprehensive exam that was
administered to the students in the capstone courses
during the Spring of 1982,

Material for the exam was taken from the introductory
course with minor extensions into the Marketing Man-
agement and elective courses. The exam questions had
previously been tested by the author(s) of the intro-
ductorv text test banks. Performance on the test
showed that there was high reliability or internal
consistency in the exam.

FACTORS RELATED TO COMPREHENSIVE PERFORMANCE

The second stage of the exam process was the cempletion
of a guestionnaire which measured the student's back-
ground. The faculty wanted to discover the factors that
might be related to high and low performance on the cxam,

These fuctors were cutegorized into three groups. The
first group was related to academic measures and in-
cluded items suach as: overall GPA, scholarship awards,
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number of marketing courses, minor (05U students are
veguired to tuke a 28 credit technical minor), years
spenit at Oregon State University, and length of time
spent in the business and marketing curriculums. The
second group was related to oxam measures including
items such as: test anxiety and preparation time. The
last group designated by personal characteristics in-
cluded items such as social affiliations, student polit-
ical participation, hours employed each week, living
accommodations, type of residence, and propertion of
college expenses the student earned. All Marketing stu-
dents who gradusted Spring term took the exam, a total
of 160.

Where possible the data was verified with student re-
cords, The exam scores were then merged with the cor-
responding questionnaire responses., Once the data base
was completed, SPSS was used to run cresstabulations

on all the variables using the comprehensive exam score
as the dependent variable. Raw exam scores were used
to construct a regression model to test relationships
between background and test performance., Exam scores
were standardized for use in a crosstabulation analysis
using the Chi Square Significance tests.

RESULTS

Individual exam scores ranged from 52 to 99 on the 56-
question comprehensive exam. The average score was 80.3
which was slightly higher than expected. The background
data on the students yielded a general profile that is
displayed in Table 1. The rest of the results are dis-
cussed below,

The background data was combined with the test data to
obtain an analysis of possible relaticnships between
background and test performance.

As expected, grade point average {GPA) was highly sig-

nificant. If students had performed well in their pre-
vious collegiate courses, they normally scored high on

the exam; and if they had low GPA, they tended to score
low on the exam.

There was a strong relationship between test perfor-
mance and having an elected office on campus. Students
who held elected offices in student government and/or
secial groups tended to score better than those who had
not held elected offices.

Type of student residence also appcared to have a sig-
nificant association with the corresponding test scores.
Students living in the dormitorics and Greeks had, on
the average, better test scores. On the average, those
who rented scored lower., (It should be noted, however,
that a small group of the renters scored very high.)
Students living at home had average test scores.

The last variable te have significance in the Chi Square
test was number of Marketing courses. It appeared that
there was a small but positive rclationship between the
nunber of Marketing courses and test performance. The
marginal relationship would support one of the goals in
developing the exam. The exam poul was to test concepts
and material from the principles course that were inde-
pendent of material stressed in advanced marketing
courses.




TABLE 1

Demographic Characteristics

Variable

Percentages

Years attended

First university major

Current major

Number of Marketing
courses

Minor area

Oregon high school
graduate

Percentage of college
expenses paid fer by
the student
Scholarship

Social crganization

membership

Residence

Extracurricular
activities

Hours employed

Sex

Transfer status

Eiected to campus office

Hours/study for the COMP

Reported anxiety

Percentage in each
grade category

55.6% attended the university
4 years.

Business, 66%; science or engi-
neering, 14%; social sclence, 15%;
other, 19%

Marketing, 98%; general business,
2%; other, 2%

2-3 courses, 16%; 4 courses, 18%;
5 courses, 48%; 6 courses, 14%;
6 courses or more, 4%

Business, 63%; science or engi-
neering, 16%; other ([forestry,
food science, home economics,
etc.), 15%

§7% graduated from an Oregon
school

0-15, 17.5%; 16-35, 18.1%; 36-
55, 26%; 56-75, 17%; 76-100, 20%

24% of the students were assisted
by some form of a scholarship

52% of the students belonged to
no social organization. Of the
remaining 48% most belonged
either to a fraternity or a
sorority

Rent, 70%; dormitory, 5.6%; fra-
ternity or sorority, 17.5%;
other, 4%

None, 31.3%; 1 activity, 22.5%;
2 activities, 26.9%; 3-4 activ-
ities, 11,2%; 5+ activities,
8.1%

Nome, 37.5%; 1-5 hours, 19.4%;
11-20 hours, 16.2%; 20+ hours,
15%

54.4% were male (n=87). 45.6%

were female (n=73)

65.5% had originally begun thelr
university education at the same
institution. 33.1% were transfer
students from other institutions.

13.1%

4 hours, 55.6%;

None, 16.9%; 1-
23.8%; 10+ hours, 3.7%

5-9% hours,

High, 6.3%; moderate, 39.4%; low,
26.2%; almost no anxiety, 7.5%

o

A, 15%; ; C, 30.6%; D,

9.4%, F,

B, 43.8
1.2%
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A stepwise lincar regression was used to relate the back-
ground variables with the test score, The results in-
cluded two independent variables, GPA and number of Mar-
keting courses. The regression results are represented
in the following equation. {Numbers in parenthesis
represent probability levels for t tests.)

50 + 9.8(GPA) + 1.8 (No. of Mktg. courses)
{.0001) {.004)

Test Score =

No other variables were significant in the model. Thirty-
two percent of the test score variance was explained
(Rz = ,32) using the two variables.

DISCUSSION AND CONCLUSIONS

The research discussed above is in its embrycnic form.
The test will be repeated this year. Initial results

are interesting since they, for the most part, comple-
ment a faculty member's intuition concerning background
and test performance. As the background questionnaires
are tefined with non-significant variables deleted and
other possibly more meaningful variables added, the level
of understanding should improve. Also there should be
improvement as the measurement scales are refined.

At this stage the reader should be comsidering the pos-
sible extensions of the use of a comprehensive exam.

There may be benefit from the exam in monitoring the
competencies of graduating Marketing students on an

annual basis. Substantial changes in the competencies
from one year to the next could reflect changes in the
quality of students majoring in Marketing and/or changes
in quality of the curriculum or instruction. The focus
would be directed to internal curriculum and improvements.

Another use of the exam may be to measure the effective-
ness of one Marketing program versus another. If the
exam results for one school in a group of schools admin-
istering the exam were constantly above or below the
average (generated by a group of schools), the faculty
might want to review their Marketing curriculum.

Potential employers may be interested in the exam
scores of prospective employees conming from the Market-
ing program. Currently a few of the larger employers
test the students on their own during the interviewing
process. The comprehensive Marketing exam could re-
place parts of the employer's test.

The test may serve as a base for future uses in the
Marketing profession. For example, prefessicnals, aca-
demics, and practitioners, have speculated on the need
for testing, certifying and/or licensing personnel em-
ployed in certain functions (marketing research, ad-
vertising, publicity, sales management, etc.). Many

of these same professionals have toved with the idea of
requiring some standardized training for individuals
employed in certain aspects of Marketing. Many execu-
tives and employers have alsc considered and sometimes
used testing to screen Marketing applicants. Often

the testing evaluated academic performance and meas-
ured personality characteristics that employers asso-
ciated with career success in Marketing. The comprehen-
sive exam discussed in this paper may be expanded and
refined to meet some of these potential needs.
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ABSTRACT

TEACHING BRANDING MANAGEMENT THROUGH RESEARCH WORKSHOP

Farrokh Safavi, Western Washington Unlversity

During the 1970s American f{irms allocated substantial
funds for application of scilentific methods to the selec-
tion of effective brand names and logos, and success
stories have been increasing. Nonetheless, the 1982
Consumer Survey repoTted that a majority of Americans
could not recall any brand name for some commonly pur—
chased products.

A survey of teaching methods conducted by the author in
182 universities and colleges throughout the United
States and Canada (1977-82) revealed that marketing in-
structors spent an average of 20 minutes on branding in
marketing management courses of graduate and undergradu-
ate levels. Some of the shortcomings of conventional
approaches are cited in Anderson's Survey of MBA Market-
ing Research course content (1982) where a significant
difference between faculty and practitioners' priorities
for design of experiments were teported.

The Research-Workshop approach to teaching Branding Man-—
agement was developed by the author at Western Washington
University in 1974, and since then 24 successful experi-
ments have been conducted, the findings of each contri-
buted to further improvement of the brand selection
model.

A newly established company with international operations
(here referred to as ABC) was considering a new name and
logo for its enterprise. The author was involved in de-
velopment of brand name and design for this company.
Relevant information about ABC was furnished to a number
of artists as the basis for logo design. Altogether
twenty logos were designed for management conslderation.
These designs were then tested in samples of ABC target
markets in various parts of the world. The same research
format was used to teach branding management tc market-
ing students.

Each design was given a number, and several color slides
were preduced for testing and instruction. Equipment
consisted of two glide projectors, two screens, a tape
recorder, a raw tape, and a poianter. A set of workshop
forms was produced in two parts, each in a different
color, and distributed amomg the participants. Workshop
forms were designed and arranged to measure the effec-
tiveness of each design with respect to various aspects
of learning process, i.e., cognition, retention, recall,
etc.,

Students {(workshop participants) were told to assume
their role as members of the ABC target market who were
randomly selected and paid to help the company select an
ef fective brand name and logo. The difference between
this mock gession and an actual session was mostly in its
format, i.e., in order to maximize academic productivity
within constraints of class hours only a selected number
of designs were presented in each test. The testing
process was alsc interrupted at varicus intetrvals to dis-
cuss the purpose of that test and its contribution to
branding management.
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various tests were conducted to demonstrate the effective~
ness of each design with respect to objectives znd mission
of the firm. In the Associlation Test a number of designs
were projected on the screen and the participants were
asked to associate each design with four characteristics
of the firm, i.e., its activities, areas cf operaticen,
gize of the company, and its persecnality, The instant

feedback ranked the effective logos by closeness of their
perceived characteristics to the minds of the target mar-
ket (here represented by the workshep participants}. The
instructor then cited the work of other scholars iz sup-
port of these findings. Experiments by Bewen and Chaffee
(1974} and Traylor (1981) found a positive relationship
between ego imvolvement in a product class and commitment
to a brand in a low-involvement product. Stevens (1981)
suggests that assoclating product {or company) character-
istics with events of public interest or areas of public
concern enhances brand promotion. He coins the term
'"Brandstanding" for this strategy. The next step is to
measure the uniqueness of the logo, i.e., the degree to
which a particular design would make the brand identifi-
able among competitive brands (Unigueness Test). Al~
though previous designs could be projected for this test,
new logos were presented to reduce menctony. Participants
marked any established companies or brands which logos
brought to their minds. Usually these logos which were
not reminiscent of other companies or brands were pre-
ferred, unless the firm was deliberately seeking associ-
ation with competition. $Statman (1981) points out that

a distinguishable lego contributes to brand loyalty.
Kleinberg (1980) warns that if a brand is distinguished

"too clearly from competition but is heavily associated

with a product it may lose its identity and be conaidered
generic by FTC.

Other tests include the Preference Test, which measures
attractiveness of each design; the Sultability Test,
which matches the overall feature of designs with com-
panies' objectives and mission in light of adequate in-
formation; the Modification Test, which recommends per-
fection touches on preferred logos; and the Typeset Test,
which measures suitability eof varilous typesets for print-
ing companies' names.

The innovative approach increased academic productivity
both on quantitative and qualitative levels. Final exams
in all 27 courses produced most complete and correct
answers about questions of Branding Management. Student
evaluation of the instructor and the course gave the
highest rating to the workshop. Alummi wheo had taken the
course five years ago referred tec the branding workshop
as their most valuable experience ir marketing class. In
suybsSequent experiments the instructor raised the workshop
size from 30 to 100 participants and noticed the same
quality of performance in midterms and finals.

(The references are included in the complete paper, a
copy of which can be obtained from the auther.)
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A PRACTICAL M.I.S.:

e T LG S B COP TR

SUGGESTED,

TESTED AND APPLIED

Gary D. Klein, California State University, Long Beach

ABSTRACT

With the present increase in computer processing accessi-
bility, the development and operaticnalizing of marketing
information systems has become feasible for all firms. An
M.I.5. based primarily on Inveice information is presented
as are data from its implementation. Results indicated
that the system provided information immediately useful
for making marketing strategy decisions.

INTRODUCTION

An examination of sales costs for 1980 and 1981 revealed
an alarming trend: Within most of the industries consid-
ered the costs of selling were apparently increasing
faster thamn total revenues. (Sales & Marketing Manage-~
ment 1981, 1982). 1In other words, to a firm facing such
cost and revenue curves, it is no longer sufficient to
concentrate on expanding sales. In fact, the firm that does
concentrate singly on sales will find that increased sales
revenues will literally and consistently result in de-
creased profits. Obviously this is contradictory to tra-
ditional marketing theory.

In the past, both sales training programs and corporate
marketing philosophies have suggested that one of the
primary cbjectives of a firm should be to maximize sales.
Thus, sales personnel were instructed to cultivate both
customers and orders; considerable time was spent devel-
oping positive relationships with clients on the assump-
tion that such would produce increased sales. Sales peo-
ple's orlentations were towards amount of sales, and thelr
performances were based on--and bonuses awarded because
of--achieving varilous levels of sales.

Within the present environment, however, a strategy of
sales maximization will not be effective. Rather than
concentrating on increasing the quantity of sales, a firm
would be better advised to emphasize increasing the

quality of its sales.
Quality = Profitability

In {its present context, gquality of sales means profitabil-
ity of sales or, more accurately, profitability of the
particular product items sold and marketed. What are
universally applicable--and only slightly less ignored or
unappreciated--are the differences, often extreme, in con-
tributions to profit that result from various items in a
firm's product mix. Very simply, some items in a firm's
product mix are more profitable than others. It becomes
the responsibility of the firm to determine that profita-
bility and then to base its marketing strategy on those
determinations.

Surprisingly, while many firms are aware of their overall
profitability, they are very much unaware of profitability
by other variables--e.g., by customer, by gecgraphic re-
gion, and most importantly, by preoduct item. Yet deter-
mination of such profitability segments may be a rela-
tively easy matter for many firms, particularly for small
manufacturers, even if the number of their product
offerings 1s conslderable.

Essentially the determination of segmentation by profit-
ability revelves around the acquisition and effective use
of information. With few exceptions, this information
may already be available within the firm. Thus, {t be-
comes more a matter of merely processing already-existing
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data than of acquiring or gathering new informatioen. Of
course, what has just been described is a marketing in-
formation system, What is going toc be suggested is that
every firm, regardless of size, needs to develop and
utilize just such an M.I.S,

Certalnly the strategy of allocating marketing efforts
according to profitabllity analyses is not a particularly
new one--such was formally suggested at least 20 years
ago (Sevin 1965). Nor is the use of an M.I1.S. to facili-
tate that analysis a unique suggestion. What may be new
and unique, however, is the present ease with which firms
can have access to computer systems to implement an
information system.

In addition to the information itself, a successful M.I.5.
requires both the appropriate theory to underly it and
effective technolegy tc operationalize it. The current
proliferation of computers--micros, minis, and main
frames—-effectually means that any firm, whatever its
resources, need not be stymied by inaccessible technology.
This paper will suggest that the theoretical foundation

is alse within reach of most firms.

THE CALIFORNIA SURVEY

One note of caution: The research effort that is de-
scribed here was not undertaken to provide for the formal
testing of market information system theory. Rather, as
the title implies, its crilentation was purposely practical
in mature: an attempt to show that a practical M.I.S.

can be designed and implemented, and that such a system
can indeed provide results useful for making marketing
strategy decisions.

Methodology

The research examined invoice data from several marking
device manufacturers within the State of California.
Marking devices refer to items which are used to mark or
identify other things, such as rubber or plastic stamps,
printing plates, marking machines, stencils, badges, etc.
In this case, the industry is concentrated in or near the
greater Los Angeles and greater San Francisco areas: 76%
of California industyy members were apparently located
within these two areas. In all, five firms were studied,
three from the greater San Francisce area and two from

the greater Los Angeles area. In addition to a sampling
of firms, a sampling of dates was included. Based on the
past vear's sales fluctuations, four months were chosen—-
January, March, July and October., Within each month, five
days were systematically chosen such that each week was
represented at least once. In this way, It was reasonable
te expect that these 20 days would be representative of
the kinds of sales and situations present during 1980.

Seven pieces of information were collected from each in-~
voice: date of order, type of customer, geographic lo-
cation of customer, type of item ordered, quantity
ordered, price per item, and any discount granted. In
addition, profit per item--in terms of profit margin--
was cbtained from management.

Results

In all, more than 8,000 invoices were examined. Results
indicated that, on both theoretical and practical levels,
at least two generalizable and significant coaclusions
were apparent:




1. Relevant information was easily accessible,  With
the exception of profit margin data, which was
available from management, all information was
titerally taken straight from firms' invoices.

Significant profit segments were apparcvnt.

Not only were these segments recognizable, but
alsoe Lt was possible to use them to suggest
marketing strategy decisioms.

Each of the following strategy suggesticons was based on
specific results from the 1980 survey; each was statis-
ticallv supported by data from that survey; and though
his study concentrated on California, each suggestien
could feasibly be considered for any geographic area,

Segmentation Based on Profit Consideration

It would be rare for a firm, let alone an entire industry,
to be faced with an undifferentiated marketplace--and the
marking device industry is no exception. Certainly the
needs of consumers will vary across customer groups--e.g.,
the needs of bankers cannot be satisfied in the same way
as theose of wholesalers. So toc, the profit from deing
business with bankers may be significantly different from
that from wholesalers or any other customer for that mat-
ter. In fact, results from analysis of both customer type
and item type indicated just such segmentation possibili-
ties.

Type of customer. Table ! presents the average profit
per item generated by each type of custemer. Analysis of
wvariance (Table 2) indicated that profit per item varied
significantly acress custeomer categories (p < ,001).

TABLE 1
Profit per Item Ordered by Type cf Customer
Average Standard
Profit Error n
Utilities 5.06 .76 154
Banks and S&L's 11.42 5.63 96
Paper Houses 5.53 W27 576
Government 6.49 1.83 202
Manufacturers 5.78 .32 2,405
Retailers 3.56 .36 424
Small Businesses 5.45 W41 297
Wholesalers 2.28 1.05 505
Walk-Tn business 5.58 2.58 3
Miscellaneous/Other B.36 1.56 145
Total 5.36 4,807
TABLE 2

Analysis of Variance of Profit per
Item by Customer Type

Source df Sum of Squares Mean Square F-Value
Berween (Gtoups 9 11,708.30 1,300.92 4,37%
Within Groups 4,797 1,426,687.52 297.41

__ Total 4,806 1,438,395.82

*p < 001

What this means is that while all men may be created equal,
all customers certainly are not. Some are of higher
"qualicy' than others; that is, doing business with them
is simply more profitable. Ideally, a firm should strive
ro have a distinct marketing mix for each customer type,

to have a marketing plan tailored to the individual needs
of each of its different consumer segments, With small-
siged firms like these were--and perhaps pedium-sized as
well-—sucit extensive marketing customization mav not be

feasible. It is guite feasible, however, that:
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1. Specific markertiny approaches should be devel-
oped for the highest quality customors.

2. The attention and effort given to customers
should be proporticnal to their profitability.

In this study, it was possible to group customer types
according to profitability as follows:

High Qualitvy - Miscelluaneous/Others? {58.386)
Medium Quality - Paper Houses }
- Government } _
- Manufacturers : {55.73)
- Small Businesses 1
Low CQuality - Retailers 1 (52, 86)

- Whelesalers ;

Tvpe of item ordered. Depending upon the study cited

or the industry examined, the rate of new product and new
business failure has varied between 507 and 90%. At the
same time, it is virtuallv impossible for a firm which
does not innovate, does not continually intreduce more
satisfying products, to survive. This apparent dilemma
should alert management to the feasibility of at least
two distinct marketing strategies.

First, it is a requisite to continually examine the
productivity of all product cfferings. As was seen in
this study, that productivity is likely to vary consi-
derably across products. Table 3 presents the average
profits generated by each of twelve product categories;
and analysis of variance of those data (Table 4)

suggested that profit did indeed vary significantly across
those product item groups (p < .001).

TABLE 3
Profit per Irem Ordered by Type of Praduct
Average Standard

- Profit Error n
Rubber/Plastic Stamps 5.17 .29 2,583
Porous Stamps 3.35 .30 127
Surface Marking Machines 26.97 17.22 12
Metal Marking Tools & Dies 7.97 1.21 124
Indent Marketing Machines 9.66 2.20 17
Nameplates & Engraved Signs 3.95 1.24 485
Marking Inks 6,92 .70 387
Embossing, Notary & Corp. Seals 18.60 12.85 200
Stencils, Stencil Equipment 5.50 .38 200
Badges, Tags & Coins 1.21 .51 63
Other Marking Devices 5.10 1.13 287
Other (non-marking items) 3.66 .69 489

Total 5.37 4,802

TABLE 4
Analvsis of Varlance of Profit per
Item by Item Type

Source " df__ Sum of Squares Mean Square F-Value
Between Groups 11 15,899, 40 1,445.40 4, 87%
Wwithin Groups 4,790 1,422,418.83 296.96

Total 4,801 1,438,318.23
p < .00l o ’

Secoend, no firm has unlimited resources:; therefore, it is
only loglcal that it should get the most out of those
resources that it feasibly can. This means it is just

as lmportant to drop low productive products as it 1s to
introduce high potential ones. In this study, it was
possible to yroup preducts according te profitabiliey
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Rubber/Plastic Stamps 811 324 590 552 1561 325 241/ 1345 3] 103 5125
1.6 6.3} 11.5] 10.8] 30.5| 6.3 4.7 26.2 1] 2.0 62.9
42,91 81.6% 67.4} 78.5| 53.0] 62.1| 55.8) 70.9/ 75.0] 55.4
Porous Stamps 3 6 42 46 | 106 42 344 12 0 6 357
.8) 1.5} 10.6 11.6] 26.7 [ 10.6] 8.6 28.2 0| 1.5 4.9
1.6% 1.5) 4.8 6.5] 3.6 8.0| 7.9] 5.9 o] 3.2
surface {ink) Marking Machines 0 1] 2 2 7 0 2 G Q 0 13
0 0, 15.4{ 15.4] 53.8 0l 15.4 0 0 0 .2
0 0 2 .3 .2 a .5 0 0 0
Metal Marking Tools & Dies 3 1 16 5 89 2 3 6 0 1 126
2.4 .81 12.71 4.0¢ 70.6 1.6 2.4) 4.8 1] .8 1.5
1.6 .3 1.8 .7 3.0 L4 7 .3 o} .5
indent Marking Machines 2 4] 3 0 7 0 2 o] ] 3 17
11.8 0l 17.6 0y 41.2 0] 11.8 o] 0] 17.6 .2
1.1 0 .3 0 .2 0 .5 0 o] 1.6
Nameplates & Engraved Signs k! 54 97 65 259 45 44 205 ] 22 822
3.8} 6.6] 11.8| 7.9] 31.5} 5.5] 5.4/ 24.9 el 2.7 10.1
16.41 13,64 11.1{ 9.2| 8.8) 8.6| 10.2) 10.8 0| 11.8
Marking Inks, special purpose 8 0 25 8 273 18 27 46 1 18 424
1.9 o] 5.9| 1.9 64.4] 4.2 6.4 10.8 20 4.2 5.2
.2 o) 2.9) 1.1] 9.3] 3.4 6.3 2.4] 25.0) 9.7
Embossing, Notary & Corporate Seals 5 1 6 1 10 4 [ 17 0 0 50
10,01 2. 12.0f 2.0| 20,00 8.0% 12,0[ 34,0 o] 0 .6
2.6 3 .7 1 .3 .81 Ll.4 .9 0 0
Stencils & Stencil Equipment I 1 6 27 128 23 14 31 0 5 211
.5 .5 2.8 9! 60.7] 10.9| 6.6, 14.7 Q] 2.4 2.6
5 .3 7 3| 4.3] 4.4 3.20 1.6 al 2.7
Badges, Tags & Colns 5 1 18 2 18 7 8 I2 0 6 77
6.5 1.3 23.4) 2.6} 23,45 9.1 10.4} 15.6 0] 7.8 .9
2.6 30 2.1 3 61 1.3 1.9 .6 oy 3.2
Other Marking Devices 6 0 16 3 181; 23 16 36 o 6 287
2.1 0y 5.6 .0 63.1] 8.0 5.6; 12.5 0y 2.1 3.5
3.2 Q 1.8 KA b.ll 4.4 3.7 1.9 0 3.2
Other b4 9 55 171 307 34 35 38 0 16 605
7.340 1.5] 9.1] 2.8 50.7] 5.6| 5.8; l4.5) 0] 2.6 Foho |
23.37 2.3; 6.3 Q.QJ 10.4] 6.5 8.1 4.6 0| 8.6 [
N j i
Customer 183! 397! 876 703 2946 523 432i 1898} 4l 186 l 8154 |
Total 2.3{ 4.9 10.7] 8.61 3.1 6.47 5.3{ 23.3% .01 2.3 1 100.0

hi Square = 947.80 with 99 d.f., p < .00l
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as follows:

High Quality - Rubber/Plastic Stamps }
- Metal Markimg Tools )
- Indent Marking Machines i
- Marking Inks } ($5.54)
- Stencils & Stencil Equipment !
- Nameplates & Engraved Signs 3
- Other Marking Devices }
Medium Quality - Porous Stamps 1 (3. 60)
- Other (non-marking ltems) BT
Low Quality - Badges, Tags & Coins T8z

Since walk-in busSiness appeared to be negligible, most
sales were evidentlv generated by marketing efforts,
whether from sales personnel or through advertising.
Certainly it would be reascnable for the marketing people
within the firm to be aware of these product priorities;
and perhaps just as reasonable if their efferts, when
possible, were allocated in proportion to the profit con-
tributlions of the product types,

Multivariate Relationships

In addition to the previous univariate examinations, there
are many multivariate relationships which would be of
interest to a firm assessing its marketing position. For
instance, one could examine whether seasonal fluctuating
were present within customer. grouping or product item
classifications; so too whether profitability varied fer
customers or products within specific gecgraphic areas;

or whether a relationship existed between customer type
and item type. This latter relationship was used to il-
lustrate the types of analyses which are feasible.

It was reascnable to speculate whether certain custoumers
would be more likely tc demand some product items than
others. Table 5 was prepared to examine that possibility,
1t summarizes the number of orders requested during the
sampling period (estimated demand) by customer type and
item type. A chi-square analysis applied to the data
indicated that an apparant relaticonship did exist between
the two variables (p < ,001).

From a practical standpoint, the table can be read in two
wavs: Reading across the table, one can observe segmen-
tation possibilities for particular marking device items.
Meving down the columns, one can examine the needs of
specific customer types.

Considering Rubber Stamps, for examle, 63% of all orders
were for this item. If there was no relationship between
Rubber Stamps and customer tvpe, then one would expect
the orders from each customer group to be composed of
approximately 63X rubber stamps. Note, however, the
significantly higher customer percentages for Banks (827),
Government (79%), and Wholesalers (71%); these three
customer types appeared to have a greater need for rub-
ber stamps than the average marking device customer. This
same reasoning allows one to conclude that Nameplates &
Engraved Signs were dispropertionatelv demanded by
Utilities, Marking Inks by Manufacturers, and Other items
also by Utilities.

Now considering customer tvpes, the following customer
groups were observed to have these specific needs:

Paper Houses - badges, tapgs & coins
Manufacturers - metal marking tools & dies

- special purpose marking inks

- stencils and stencil equipment

- other marking devices

Wholesalers - enbussing, notarvy & corporate seals
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Tt may also be worth noting that while the previous anal-
sis wtilized number of orders as ag indicator of demand,
it would be just as reasonable to select, say, quanticy
per otder or profitability per item as the dependent var-
iable. Although their interpretations ohviously differ
somewhat, each variable provides a useful measure of the
attractiveness te the firm of certain customer tvpes to-
wards specific product preferences.

WASTED RESOURCES

All of the infermation in this studv--all of the results
which were produced, all of the conclusions which were
drawn, all of the suggestions which were made--was based
on already-existing data. No one needed to be interviewed
no questionnaire needed to be designed, no survev needed
to be taken--all data came directly from the invoices of
the participating firms. To the extent that the results
and conclusions are seen as worthwhile, to that extent

the existing resources have until now been wasted bhv those
firms. And this same information 1s undeubtedly available
to all manufacturers of multiple preducts; and is undoub-
tedly being wasted by most of them in the same fashion.

It sits in filing cabinets--or, perhaps, within computer
storage devices—-and, except for dccounting purposes,
gathers dust, whether physical or magnetic in nature.

Suggestion: Each firm, according tec its particular needs,
should develop its own Marketing Information System. Such
an M.1.5. should be based entirely on information inter—
nal to and easily obtainable by the firm, The information
must be worthwhile and continual. It should be worth-
while to the extent that it provides practical informa-
tion, Infermation that can be used to increase decision-
making effectiveness. And it must be continual to the
extent that the M.I.8. is a functioning cperation of the
firm, that it continually feeds information to the deci-
sion maker without the necessity of a direct request.

At stake is not merely the more efficient use of existing
information, but also, in the not-so-long run, the profit
survival of the firm.
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ABSTRACT

TOWARD A PHYSIQPSYCHOLOGICAL THEORY
OF CONSUMER BEHAVIOR

Z. 3, Demirdjian, California $tate University, Long Beach

In taking stock of the current theoretical foundation
in the discipline of consumer behavior, recently sev-
eral authors have arrived at ore overriding common
conslusion that neither sociologists nor psychologists
have provided a viable paradigm for the study of
consumer and consumptive behavior.

Some investigators have sought to study consumer be-
havior at a social, psychological, or socio-psycholog-
ical level. These approaches have proven inadequate,
at least from pedagogical standpeint, for the main
reason that the current models have attempted to ex-—
plain consumer motivation and behavior based only on
afferent input (carrying extermal stimulus information
toward the central nervous system).

An important "key area" has been neglected. The more
recent, emerging view is that the effects of stimula-
tion or motivation on behavior must be understood as
an interaction between stimulus objects in the eavi-
ronment and a particular physiological state of condi-
tion of the organism {i.e., the consumer).

Although much of the individual's consumptive be~
havior is motivated by environmental, social, psycho-
logical stimuli, a vast number of times behavior is
also motivated from internal conditioms, nsmely phy—
siological processes which arve related to behavioral
states. Often the most gccurate measuring of products
and services is conveyed by having the comsumer ex-—
perience them perscnally, such as through sampling
{e.g., by eating a slice of salami offered by a
friendly product demonstrator at a supermarket). How
can we explain purchase behavior had the shopper
bought some of thig product other than through social
or psychological influences exerted by thie comely
demonstrator or through the concept of "satisfaction"
after purchase, which is a feedback information (again
an afferent input} and does not explain or incorporate
the internal (bloodborne) input resulting from physio-
logical changes due to the initial act of the sgampling
experience? A process such as this example is not
amenable to purely social or psychological explana-
tion. To bridge this gap, we have to resort to phy-
siological psychology findings.

Although research in areas embodied by physiologi-

cal psychology has been taking place since the 1800's,
it has only been within the past fifty years, with the
development of neuroelectrical technology, that scien-
tists have been able to make fine-grain analysis of
brain and nervous system structure and function.

Thus, there is a huge body of kaowledge already accum
ulated in this field which needs to be synthesized and
integrated into our perspectives on consumer behavior.

In this paper an attempt is made to incorporate the
physiological aspects of the consumer in explaining
consumption behavior. The assumption underlying the
proposed model is that the unit of analysig ie the
individual consumer whose behavior is also controlled
by physiological processes. For students of consumer
psychology, the justification for learning about phy-
siology comes through demonstrating that such know-
ledge increases our understanding of how Important
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behavioral processes can be influenced. Explaining
consumer behavior, thus, would involve the examination
of the individual's two imteracting systems. The
first system is the psychological aspect and the
second system is the physiclogical dimension of
consumer behavior.

The proposed model, has five major components {(af-
ferent input, physio-psychological information pro-
cesaing, decision process, environmental forces, and
output).

Egsentially, the nature of the model can be described
in the following ways:

1, It is a stimulus-organism-response (SOR)
model.

2, It is homeostatic and morphogenic model
(i.e., the consumer is constantly trying
to maintain and/or attain a higher level
of internal balance with the environment
for coping with the requirements of var-
ious needas).

3. It accounts for subliminal stimulus pro-
cessing,

4, It accounts for low and high invelvement
stimuli processing.

5. It is a wodel of consumer's rational/emo-
tional choice decisions, and

6. PFinally, it accounts for physiological
processing of information.

- Although, the proposed model may seem akin to that of

Howard and Sheth's, the similiarity lies ‘in format and
choice of some varisbles. However, there are three
major differences. First, while the Howard-Sheth
model concentrates only on rational brand choice deci-
sions, the suggested model, in addition to that ac—
counts for subception and emotional choice decisions.
Second, the Howard-Sheth model presents first percep-
tual constructs for information processing whose and
results would be "input" to the learming constructs,
whereas this model adopts the individual's cognitive
structure as the information processing unit (an in-
put) to facilitate perception of the incoming stimu-
lue. Finally, while Howard-S$heth model is largely a
psychological sbstraction drawn upon learning
theories, this model is besed on physio~psychological
underpinning of consumer/consumption behavior.
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CHANNELS MANACEMENT AND THE CHANNELS MANACER

Bruce .J. wWalker, Arizena State University
Janet E. Keith, Arizona State University
Donald W. Jackson, Jr.,

Disgriputivn channels are one of the most important ele-
Thus, scveral au-

ments of a firm's marketing strate
i supported the need for effective ccordination
activities (Alderscn 1959, Little 1970, Wilkin-

son 1974} .

A distinct and separate positico called rhe channels man-
aaer was advorcated by Jackscon and Walker (1980). The
channels manager would be responsitle for plaoning, coor—
dinating, and evaluvating and coatrollicg activities relat-
ed to the firm's distribution chamels. Yet, despite the
importapce of distribution channels and the advantages
that can accrue te the firm that coordinates channels ac—
rivities, available evidence suggests distributien channels
are not nmanaged (Cox and Schutte 1969, Lambert 1978). Few
firms hsve incegrated the management of marketing channels
under ope channels manager (Moore and Eckrich 1976).

The purpose cof this study was to examine the adoption and
viabilitv of the channels manager concept, The study in-
volved a mail survey of top marketing executives in large
manufacturing companies, A svstematic random sample of

1000 companies (or subsidiaries) with annual sales of $50
million or more was selected for study from Standard and

Poor's Register of Corporations {1981).

Qf the 1000 questionnaires mailed, 14 were deleted because
they were nondeliverable or unusable, OCf the remaining
986 questrionnaires, 123 usable gquescionnaires were re-
turned. Respondents represented a good cross-section of
manufacturers, A telephone survey of nonrespondents re-
vealed no differences between respondents and nonrespon-
dents,

Results of the study indicated that the plamning, coordi-
nating, and evaluating and controlling activities related
to distribution channels were diffused throughout several
pasitions within the organization, including the marketing
vice president, marketing manaper, sales manager, and
aothers. Furthermore, only 14 percent of the respondents
nad & channels manager position within their marketing
creganizational structures., Thus, the position had not
reached the scope as advocated by Jackson and Walker
(19807 .

In all firms with a channels manager, the channels manager
neld primary responsibility for only 13 of the 20
planning, coordinating, and evaluating and controlling
activities included In the survey. Also, for cach of
these activities, the channels manager had primary respon-
5ibility in no more than 25 percent of the firms with a
channels manager. However, respondents in firms with a
charnels manager pusition strengly supported the exis—
tence of the positien within thelr own company and within
large, multiproduct, nultimarket, multichanmel companies.

Among all respondents, there were more excoutives who did
nob perceive a need for 4 channels manager position within
thelr owrn organization than there were executives who saw
Thus, mest respondents es-
citation of the

4 real need for the positiun.
tirated that the likelihood of dimplem
channels manager position within thelr own company was
low.

On the otner hand, there was some recegnition of the need
fur the channels manager position in Jarge, multiproduct,
multimarket, ltichannel companies. However, about
toeur—-tifths oo the respondents estimated the likelihood

of Implementation of the chennels manaper position in

large Tirms in the next pive vears was less than 50 per-

Arizona State Uniwversity

cent. Tne major impediment to implementation seemed to
be concern about proliferation of organizaticnal positions
and cost of implementation.

The present study indicated that the channels manager pe-
sition was still mere concept than reality. However,
faverable views expressed by those respondents repre-
senting firms with a chanrels manager positlop sugpest
that the concept dees have potential value, at least in
certain types of companies. Hence, other companies
sheuld evaluate the benefits that can accrue to their or-
ganizaticns through effective management of channels ac-
tivities and snould seriously consider implementing the
channels manager posicion.
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SERVICES MARKETING: THE MISCONSTRUED DISTRIBUTION VARIABLE

Kenneth R. Evans, Arizona State University, Tempe
Stephen W. Brown, Arizona State University, Tempe

ABSTRACT

services marketing has become increasingly important in
recent years to both marketing practice and marketing the-
ory. Despite the heightened interest in services, when
the marketing mix variables are considered, product, price,
and promotion are singled cut for examination, while dis-
tribution receives scant attention. The minimal attention
given rto distribution stems from the nem-physical nature
of services and the apparent inseparability between the
producer, provider, and user of services. This paper
challenges both physical distribution and inseparability
assumptions and offers a reformulaticn of distributive
service networks. The paper demonstrates the important
multi-level distributive functions performed by service
providers and service parents. Through this discussion
marketing theorists are provided with an expanded and more
sophisticated perspective cn the distribution variable in
services marketing.

INTRODUCTION

Interest in services marketing has blossomed among market-
ers in recent years. This interest stems, in part, from
the growing services nature of the American economic syst-
em, Various estimates suggest that close to 50 cents out
of every dollar spent in this country is allocated to ser-
vices. Yet, desplte the heightened interest in services,
much of marketing thought is still mired in the tradition
of the sale and distribution of tangible goods. To a great
extent, this orientation stems from the histeorical roots of
marketing thought. Early contributors to the discipline
were especially interested in the distributien process.
These authors focused on the roles of middlemen or inter-
mediaries in moving goods (particularly commodities) from
producers to consumers. Services received minimal atten-
tion since they do not move physically through distribu-
tion charnels.

Thiz long standing goods orientation colors the way that
marketers view services even to this day. Even with the
obvious significance of services, this area of the disci-
pline is still appreached from the perspective of product
marketing. Using the product marketing base, writers pro-
ceed to simply note where services differ from goods.

This in effect forces square pegs into round holes, and
implicitly results in services marketing being treated as
a subset of geoods cor product marketing.

In noting some of the unique features of services, market-
ers often use the marketing mix variables as a framework.
Product, price, and promcticn are singled out for special
consideration. Distribution, on the other hand, receives
scant attention. There are at least two reasons why the
distribution variable is downplayed in the literature.

The first reason was noted earlier in the sense that mar-
keting's beginnings focused on the physical distribution
of goods. Since services are not moved physically, there
are few, 1f any, distribution considerations surrcunding
their marketing. This perspective, of course, is toc lim-
itiong in that the distribution of services includes more
than just a physical dimension., While services do not
move physically through distribution channels, other mar~
keting flows--e.g., information, risk takling--are per-
formed by intermediaries within services channels. A
health maintenance organization, for example, facllitates
the flow of health information between the provider of the
services, the medical docter, and the consumer of the ser-
vice, the patient. Although no physical flows exist, the
HMO facilitates the exchange relatvionship between the doc-

tor and the patient,
27

A second and perhaps more significant reason for mini-
mizing the distributicn variable is assoclated with the
widely held inseparability assumption. This assumption
simply holds that production and consumption are insepara-
ble for services. This suggests that no middlemen are
needed In services marketing and that the consumer cannot
be separated from the production process {(Batesan 1979;
Bessom 1973; and Rathmell 1974). Lovelock's observations
are representative of this position. He argues that ser-~
vices do not travel through channels of distribution and
that the "service outlet is, in reality, a factory (1979).

The thrust of much of this paper rests vpon a challenge
to the inseparability assumpticon. Our argument 1s that
the producer cof a service is not always the party respon-
sible for dispensing the service to the consumer. In
other words, intermediaries often do exist between the
producers and users of many services not only to facili-
tate service distribution but also to accomodate consumer
demands for the service offering., Sasser, Olsen and
Wyckoff (1978) argue that consumers cannot benefit from a
service without a distribution system, They add that
this delivery component 1s often separate from the pro~
duction of the service. The substantiation of this
thesis would advance services marketing inte this vital,
and vet untapped, area of discribution in service indus-
tries.

In the next section of this paper the inseparability as-
sumption 1s more directly challenged. This discussion is
succeeded by an examinatlon of the important distributive
functions performed in services marketing. The existence
of significant distributive functions is illustrated by
the presence of two system entities (referred to as ser-
vice providers and service parents)” discussed later in
the paper.

CHALLENGING THE INSEPARABILITY ASSUMPTICN

Many examples exist of distribution channels and their
asgociated intermediaries in service industries. These
intermediaries perform a variety of roles and clearly re-
fute the inseparability assumption.

Exhibit 1 illustrates three services and their use of
distributive intermediaries. Throughout the 1970s, banks
used retailers to encourage customers te apply for and
use credit cards., Most insurance companies provide fi-
nancial protection to individuals and businesses through
a network of independent insurance agents. These inter-
mediaries typically represent a variety of cowpanies and
are the primary marketing vehicle to the buyer. In the
health care industry, hospitals have begun to provide
care to outlying areas via free standing ambulatery and
emergency care centers. Some of these centers are inde-
pendent of the hospital, while others have a direct fi-
nancial and organizarional rie. 1In either case, the hos-

lThe term "service parent” is used in this paper to
refer to all functions perfcrmed by the central distrib-
utive compenent of the services network. It is not In-
tended to connote necessarily that a "parenting role"
must be fulfilled by this entity.




pital provides resource suppert {e.ges personnel, cquip-
pentt), but the free svanding conter is where rhe actual

care 15 distributed to consumers.
EXHTIBIT 1

INTERMEDIARIES USED IN THE DISTRIBUTION
OF SELECTED SERVICES

Survice Producer Intersediary
Credit
Card Bank Retailer
Financial Insurance
Protection Company Tndependent Insurance Agent
Free-standing Emergency and
Health Care Hospital Ampulatory Care Center

The service related characteristics.of inseparability and
perishability have consistently been cited as unyielding
barriers to the application of product channel/distribu-
tion concepts (Bateson 1978; Levitt 1981; Rathmell 1974;
and Sasser, Olsen, and Wyckoff 1978). The simultaneous
nature of both the production and consumption of services
along with the inability to inventory services have re-
sulted in very few efforts to address the distribution
challenges in the services area. Donmelly (1976) argued
that service marketers must make the distinction cencep-
tually between the production and distribution of ser-
vices; furthermore, he cites examples of distribution
channels in a number of service industries {e.g., finan-
cial, health care, insurance, cemmunication).

The true meaning of inseparability in services marketing
is found quite simply in the term “service delivery sys-—
tem." A generic service such as credit, automebile main-
tenance, or lodging is provided at the peint of contact
with the consumetr; hence, in a limited sense, service con-
sumption and producticn are simultaneous. However, the
actual service received may be considerably removed from
the service originator in that service use/consumption may
be only cne component of the service exchange process. An
example of this is home repalr service exchanges, where
plumbers, carpenters, painters and other skilled workers
pay a fee to join the exchange and then benefit through
the exchange's promotion and referral system. Although
consumers, for instance, receive plumbing services, they
also receive the service of an informational/referral sys-—
tem which alsc guarantees the quality of the job per-
formed. All the exchange provides is the transfer of in-
formation from consumers to its membership, both in terms
of consumer needs and quality of performance. The origi-
nator, therefore, takes on the responsibilities of a dis-~
tribution system much like that of a veluntary chain,

EXPANDING THE DISTRIBUTION FOCUS

The problems asscociated with the inseparability assumption
come inte even clearer focus in considering the perspec-
tive of both the consumer and provider of services. Con-
sidering both of these perspectives expands the scope of
the distribution of services while also refuting the in-
separability assumption.

Bhased upon the design of a number of existing service net-
works, Lt appears that service organizations have identi-
fied that consumers encounter and purchase services at two
levels, At one level the consumer must make 4 decision
regarding the overall system network. Decisions at this
level pertain to assurances by some distributive entity as
to the quality of the providers within the service net-
work, the availability/location of these service provid-
ers, and the overall nature of the service mix., The con-
sumers’ decision to commit themselves to the service net-
work fs a necegsary first step to building repeat patron-—
age and/ur long-run satisfaction wlth service consumption,
Numerous examples of distributive entities exist, includ-
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ing rtime share condominiums, hetel chaios, home maince-
nance exchanges, and automebile safety orpantzations. in
all of these cases, the distributive encity provides (a)
a fully integrated information network between the ser-
vice providers and the distributive entity, (b) assurance
of quality at tihe service offering level, and (¢) through
agpregate shared services a broader mix of services than
could be provided by individual provider units.

The second level of the vonsumer decision process is the
actual buying/consumption acLivity. 4 specific service
provider is selected by the consumer in this process. At
this level the scrvice provider and the consumer are in-
separable with a few exceprions {e.g., automatic tellers,
sale by retailers of third party credit, travel insurance
vending). This decision to select a particular service
provider does not necessitate a service network decision
on the part of the consumer. In other words, the consum-
er can choose to patronize an individua] place of lodging
without considering whether the local hotel is affiliated
with a hotel chain, On the other hand, in failing to
consider the existence and nature of a service network(s),
the consumer increases the risk of experiencing poor ser-
vice quality, inadequate information as to the availabil-
ity of the service and misconceptions as to the extent cof
the service mix.

The services distribution networks described above can be
dichotomized into two major bodies as fellows:

1. Services Parent--this is typically the service
criginator to whom the consumer relies upon for
adequacy in the service mix, assurance of satis-
factory service quality, and information about
the nature and availability of the service.

2. Services Consumption Provider--those facilities/
services which directly interface with the con-
sumer at the point of consumption and which are
part of an overall distributive network.

The distipnction between the service parent and service
provider hinges upon a separation between information
dissemination/network control and actual service consump-
tion. This distinction is based on a multilevel view of
the service cffering. At one level, the parent organiza-
tion controls the total service network through the accu-
mulation, storage, retrieval and overall control of in-
formarion which flows to and from its service provider
entities. Information processing functions are conducted
much like that of physical distributien functions with
the parent operating as a distributive hub within the
service network. At the cther level, service providers
participate directly in consumption exchanges with direct
users.

REFORMULATING THE DISTRIBUTICN VARIABLE

Service providers may be separated both physically and
leogistically from the service parent. Physical separa-
ticn makes it possible for the service network to extend
its geographlc scope without necessitating duplications
of informacion functions which can be cost effecrive.
Illustrations of such networks abound. Samaritan Health
Services operates in a southwestern metropolitan area
through the use of satellite hospitals which provide gen—
eral medical care services while the main hospital pro-
vides diagnostic and specialized services, Automobile
Club of America provides a nationwide network of aute
emergency services while dispensing and controlling both
cusrtametr and provider information at national, regional,
and local levels. Legistical separation takes place con-
ceptually with regard to the distinction between parent
funcriong, as they pertaln to the service network, and
provider functions at the customer level, A primary re-
spensibility of the parent is one of facilitating infor-
mation flows to and from the service provider and consum-
ers., The provider benefits {from this information link
and is the party principally responsible for activities
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oceurring at the user/consumer level.

This revised conceptualization of the discribution func-—
tion within services marketing depends upon the above
stated reformulation, The channel from the service parent
to the service provider becomes an information link. The
strength of the channel is determined by the abillity of
the distributive network tu construct a system which main-
tains an adequate level of information input/output to and
from the service providers and users, This information
link determines the degree of distributive control main-
tained by the parent and ultimatelyv determines the par-
ent's legitimacy. Furthermore, the effective communica-
tion of selected information is a significant determinant
in attracting consumer use of the service.

A key feature of this multi-level perspective toward ser-
vices marketing is that scme degree of homogeneity among
the service providers can be assured by the parent. This
is a key feature of the proposed multi-level orientation
in that independent providers can be contreolled by the
parent which counters previocus concerns in the services
literature regarding this aspect of distribution applica-
tions. Adequate information links, however, from the
parent to both the providers and users enhances control
by monitoring both channel membership as well as general
satisfaction with the service offering. In addition, con-
sumer confidence in the exchange process is enhanced be-
cause existing and potential users are dealing with a
knownn service provider.

CONCLUSION

The distribution variable of the marketing mix has been
essentially ignored by services marketers. Because of the
widespread acceptance of the inseparability assumption
marketers have focused on product, price and promotional
Issues. This limited focus fails to recognize the appear-
ance of an expanding number and variety of distributive
networks in services industries.

Physical separation between parent and provider in dis-
tributive service networks at the actual consumption level
has been facilitated through advances in technology. The
primary thrust of this separation has been essentially
production rather than marketing in its orientatien,

There are, however, numerous examples of setvice organiza-
tions which have reached dominant positions in their mar-
ket due to their ability to ceonceptuaily separate their
providers from the disctributlve parenz. This separation
is based upon informaticn flows and control, guarantees as
to gservice quality, and system—-wide abilities to provide a
comprehensive service mix.

The reformulated perspective toward distributive service
networks presented in this paper has applications for mar-
keting practitioners and scholars. Marketing managers who
are able to identify distributicn opporrtunities within
their service offerings are capable of seizdng a signifi-
cant advantage in thelr market. In many cases, managers
are utllizing service networks which exhibit many of the
characteristics espoused in this paper; however, thils ser-
vice network may not have heen the conscious design of a
distribution manager, but rather an accidental manifesta-
tion of aggressive product management. Marketing theo-
rists may also benefit from this expanded and more sophis-
ticated orientation by realizing that the inseparability
of service providers and users is only one level of the
total service network. Distributive service networks con-
sist of a multitude of Jevels and contrecl. The mere of -
fering of the service for censumptien is bur one level and
tvpe of service within the total network.
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The argument developed in this paper is a beglanning step
in reorienting marketers' perspectives toward the distri-
bution issues in services marketing. Additional areas of
necded investigation include:

1. consumer declsion process(es) In service pur-
chases as they relate to service networks.
Investigation into this arca may reveal addi-
tional opportunities for service channel appli-
cations based upon consumer demands for the
service network.

2. benefits received by the provider as an affil-
fate of a service network.

3. behavicral issues among competing service net-
works .

4. the addressing of distributive networks from a
distribution perspective vis-a-vis a product,
promotional or pricing perspective by services
marketing managers.

5. empirical investigations into distributive ser-
vice networks' use of storage and retrieval
activities both at an information and service
level.

6. customer service considerations of service net-
works with regard to the distribution interface.

Further investigation into these and many other areas of
distributive service networks will most assuredly provide
a significant contribution to services marketing theory
and practice.
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ABSTRACT

SHOPPER PERCEPTIUN OF SUPERMARKET PROMOTIONS

Stan Mitchell, Western New Mexicc University
Nancy Mitchell, Western New Mexico Universicy
Stuart Devlin, Western Wew Mexico Universicy

The purpose of this study was to (1) determine consumer
preference for supermarket games as opposed to double
coupon promcticns and () determine impressions of super-—
market promotional games as perceived by supermarket man-—
agers and customers,

A survey of the literature showed that discount couponing
was ranked as the most important promotion device by 74%

of the non~supermarket companies, Support for this is
evident from the fact that manufacturers spent $582 million
for properly redeemed coupons in 1978. In recent years,
supermarkets have begun to utilize manufacturers' cents-
off coupons as a store promotion device by cffering to
redeem them at double or triple face value.

Supermarket games may come in the form of BINGO or a
modification of BINGO or a race format, among others. In
1981 shoppers won about $20 million playing 27 forms of
the supermarket games across the U,S. Supermarkets also
spent an additional $9 million on administraticn costs
associated with running the game.

The study consisted of (1) a questionnaire to determinme
consumer preference for double coupons vs. supermarket
games, (2} a questicnnaire to obtain consumer views of
supermarket games and (3) interviews of store managers to
obtain their attitudes toward supermarket games. The sur-
veys were conducted in 2 small community {12,000 population
with a larger trading area (approx. 35,000 population). Tt
was done in the summer of 1982 at a time when unemployment
was approaching 40% in the county, There were five major
supermarkets in the area and some were playing a game and
others were offering double coupons.

The results were as follows for the consumer opinions of
supermarket games: 85% of the respondents would not go to
a store soley because 1t offered a game 55% thought it was
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a2 good idea to offer games; 55% felt that supermarket pames
added tc the price of goods; and 41% thought supermarket
games resulted in higher prices "sometimes'. Interestingly
encugh, 45% of those surveyed had won something plaving a
promotional pame.

Consumer preference for double coupons was overwhelming.
Eighty~four percent of the respondents preferred double

coupens to supermarket games. It appears that the imme-
diate and guaranteed "payoff" of the double ccupons was

more appealing than the “chance winner" prospects cf the
games .

The store managers were unanimcus in their agreement that
the games would pgenerate sales. They held firm on the
noticn that the games did not result in higher prices.
The managers felt that games at other stores would not
attract their loyal customers.

Although these studies canncot be generalized, they do offer
some interesting poilnts. The obvicus consumer preference
for the double coupons is in contrast to the supermarket
managers whe feel the games are the better promotional

item designed to attract customers. The double coupon
program is substantially more expensive then supermarket
games. The games have been in the same general form for

17 years and it appears that consumers may prefer (1) the
sure winner {double coupons) or (2} new formats for super-
market games.

There 1s a great deal of promise for further research in
this area. One of the unique prospects for this area of
research is that it is something students can do very
readily. There's a literature base available and opportun-
ities to provide valuable information in a local market,
The research level is one with which students can readily
identify.
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USING THE COMPUTER AS A PLANKINC AID
IN AN APPLIED MARKETING COURSE

Richard Kagel, Brigham Young University

ABSTRACT

Instructors teaching in applied arcas, such as marketing
planning and strategy, continually look for new techniques
that simulate an actual business environment. The case
study method is the traditional model used to make the
subject matter as professionally realistic as possible.

An applied area that we teach is media planning and strat-
egy. We use the traditional case study method. We remain
convinced that no other approach provides as good a learn-
ing environment for this complex subject. Students in
our course mudt deal with the many planning variables

that make up an advertising media plan. Most of these,
such as, the reach and frequency goals of an effective
strategy, require a great many mathematical calculations
that are, normally in professicnal settings, handled by
computers. The computer, in media planning, has created
a mini-industry devoted to analyzing, restructuring and
modeling the information provided by syndicated research
companies. These service organizations, such as Telmar,
Interactive Marketing Systems (IMS), and Marketronics, are
becoming very fmportant tc media planners.

We struggled with the task of introducing the use of the
computer to our students as a media planning aid, as it
might be available in professional settings. We asked the
media service companies for help in terus of on-line com—
puter time. The responge was that if we were willing to
pay like regular clients, they would accomodate us. Of
course, the costs involved precluded following this line
any further, We then inquired about the possibility of
companies helping us set up our own systems on microcom—
puters, The anawer was no, because of the protected
nature of the simulations used in media modeling.

We then looked at the poasibility of finding publighed
goftware that would provide the models we needed to give
our students the hands-on experience that would simulate
actual media planning activities. We would be willing to
buy the computers to match the software. There was no
published software to be found.

The only reascnable alternative left was to buy our own
microcomputer and program it curselves., This has proved
to be a highly satisfactory solution, We now have the
capacity to tailor-write computer programs to match the
specifications of our case studies. Writing programs is
hard work, involving long hours, but we feel that we have
made a successful atart, The students seem to respond
well to generating their own marketing data and we may
even have some new Interest to an old teaching method. At
least the students are using the computer in a similar way
that profeassional medis planners would. This alone seems
to justify the time and expense involwved in the course
development process,

For a copy of an example case and the accompanying comput-
er program listing write to:

Professor Richard Kagel
Brigham Young University
E=509 HFAC

Provo, Utah 84602
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USING THE COMPUTER AS A PLANNING AID
IN AN APPLIED MARKETING COURSE

Instructors teaching in applied areas, such as marketing
planning and strategy, continually look for new techniques
that simulate an actual business environment. The case
study method is the traditional model used to make the
subject matter as professionally realistic as possible.

An applied area that we teach is media planning and strat-
egy. We use the traditiomal case study method. We remain
convinced that no other approach provides as good a learn-
ing environment for this complex subject. Students in our
course must deal with the many planning variables that

make up an advertising media plan. Most of these, such as,
the reach and frequency goals of an effective strategy,
require a great many mathematical calculations that are,
normally in professional settings, handled by computers.
The computer, in media planning, has created a mini-indust~
ry devoted to analyzing, restructuring and modeling the
information provided by syndicated research companies.
These service organizatione, such as Telmar, Interactive
Marketing System (IMS), and Markeironica, are becoming

very important to media planmers,

We struggled with the task of introducing the use of the
computer to our gtudents as a media planning aid, as it
might be available in professional settings. We asked the
media service companies for help in terms of on-line
computer time. The response was that if we were willing
to pay like regular clients they would accomodate us. Of
course, the costs involved precluded following this line
any further. We then inquired about the possibility of
the companies helping us set up our own systems on micro-
computers. The answer was no, because of the protected
nature of the simulations used in media modeling.

We then looked at the possibility of finding published
goftware that would provide the models we needed to give
our students the hands-on experience that would simulate
actual media planning activities., We would be willing to
buy the computers to match the scftware. There was no
published software to be found.

The only reasonable alternative left was to buy our owm
aicrocomputer and program it ourself. This has proved to
be a highly satisfactory solution. We now have the capaci-
ty to tailor-write computer programs to match the speci-
fications of our case studies. Writing programs is hard
work, involving long hours, but we feel that we have made
a successful start. The students aeem to respond well to
generating their own marketing data and we may even have
added some new interest to an old teaching method. At
least the students are using the computer in a similar way
that professional media planners would. This alone seems
to justify the time and expense invoived in the course
develophent process,

The following case is cne example we have developed to pro~
vide students with as realistic learning experience as
possible. The case cbjectives were to have students buy
newspaper space for a client based on specified marketing
and media goals and to teach the use of four media planning
variables: unduplicated reachz, eirculationd, cost per
thousand (CPM)4, and newspaper coverageS.

Thesze four terms were defined in textbooks available to the
students. In laboratory classes, the use of the computer
was taught and students were able to generate the infor-




mation they felt most important in making the marketing
decisions. The complete case and computer listing follows.
The program was written on a Radlo Shack Model IIT im
TRSDOS Basic and can be adapted easily for use on other
microcomputers.

DOWNEY SAVINGS AND LOAN NEWSPAPER MEDIA CASE 3.

Downey Savings and Loan, founded in 1945, is a state-wide
association with 25 officers in Southern California and

has 20 offices in the San Francisco Bay Area. Assets are 4,
currently $1.3 billion. The company has been steadily

growing and this coming fiscal year management hopes to

boost assets by 5 percent.

Currently, Downey has an advertising budget for the bay
area of $350,000: 50% radio, 25% direct mail, and 15%
outdoor. The advertising budget will be increased to
$400,000 in order to introduce newspapers into the media
mix, $140,000 of the budget will be used strictly for
newspapers. The company hopes that this amoumt will ade-—
quately cover the bay area market where the 20 offices are
located. The target consumer ig similar to Downey's
prime competitor, Home Savings and Loan. Downey's Bay
Area locations are: East San Jose (3), San Jose (2},

San Francisco {2), Oakland {2), Berkeley (1), Palo Alto
(2), Hayward (1), Fremont (1), Antioch (1), Walnut Creek
(1), Concord (1), Livermore (1), Martinez (1), Milpitas
(1), Richmond (1), Sunnyvale (2), San Mateo (2), Redwood
city (2), Menlo Park (1), Cupertine (1).

Management has decided that the size of the ads would be
the same in each lecation (about % page or 1050 lines).
Downey's sales department has alsc indicated that the
major thrust of business over the years has occurred dur-
ing the months of September/October, December/January,
March/April, June/July, especially the last and first 10
days between these months, i.e., (20th of September
through the 10th of October}.

Your Assignment:

Budget the $140,000 to determine what buys would give the
best coverage of each segment of the market. Determine
the relative importance of coverage (reach), audience
duplication and cost per thousand. Use the computer
assistance program to help you make this determination.
Include your printouts with the final report. Get a map
of the Bay Area and determine where the offices are,
relative to media coverage. (Use the most recent Standard
Rate and Data Service edition available).

Determine the demographic/psychographic profile of the

Downey custower using the Simmens Marketing Research data 5.
in the library. Use the case study format provided.

Other possible sources include U.S, Census Data and Sales

and Marketing Management Survey of Buying Power.

For Monday, turn in a type writtem report listing the Bay
Area newspapers you would want to consider in the campaign,
including circulation, coverage cost per 1050 lines. This
will be used for your computer assisted analysis.

Report Format for Monday's Assignment

Newspaper Circulation Coverage Cost per 1050 Lines 6,

"A) Problem Statement!

.C) PNewspapers selected:
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offices pin pointed, This 1s a paod place Lo begin so
you understand the geographlc problems related to
covering your market. As you refine and develop your
buys, you might color-code areas of map which are
covered by certain newspapers.

Target Market
Define customer profile

Style or Technique

Use inductive reasoning. State major points in open=
ing summary. Don't make your plan into a suspense
story with a surprise on each succeeding page. Here's
one way to present your summary of the plan:

Considering management's goal
to increase assets by 5% during the coming year,
which newspapers should be used to maximize
coverage {reach) and number of insertions in our
market areas with annual budget?

B) State objectives and major decisions: Discuss
coverage goals. Was budget large enough to make
insertions every week in the year? Enough for
every month in every market? Did you buy a paper
in every market area?

Be as positive as possible in pointing out the
strengthg of your planning genius. If you en=-
countered budget limitations, show how you solved
the problem.

List each paper or newspaper
group and give rationale for your selectioms. Give
major reasons why you chose the Murcury News, i.e,,
income, circulation, marketing coverage, etc.

D) Newspapers rejected: Which (if any) major news-
papers or newspaper groups did you reject? List
each. Give rationale for decision.

E) Timing: Considerable care and planning should be
given here based on the parameters given in the
case,

a) When did you advertise? What part of the
week? What part of the month?

b) Frequency ., , . how often did you make insert-
ions? Did you skip any months?

Total Expenditure for Each Newspaper

Newspaper Name

Newspaper Name Budget Allocated % of Total
a) Daily Reporter $ 00,000
b) $ 00,000
c) § 00,000
d) $ 00,000
e) $ 00,000
$120,000 100z
Price Paid per Iundividual Ad Based ( _} Lines

Morning or Evening Paper Sunday Paper

Case Study Formag
1. Title

Newspaper Media Plan for (client's name}

a)Daily Reporter Morning - $0000.00 $0000.00
Minimal 5§ 00.00 Minimal
b)Daily Babble Morning & Evening Combo No buy
$0000.00
Minimal § 00,00

2. Map

Include a map of client's marketing region with
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Evening - $0000,00 $0000.00

C}Dailz Shadow

Minimal § 00.00 Minimal
d)Daily Tempest Morning & Evening Combo $0000.00
$0000.00 Minimal

Minimal § 00.00

7. Flow Chart

The purpose is to give a graphic description of media
buy.

8, Monthly Budget Summary

List monthly summary of newspaper expenditures. Give

information about each paper including:
A} number of insertions
B8) sub-total of budget allocation year-to-date

C) percent budget allocation

9. Appendix
Computer summaries6

PROGRAM LISTING

LLERR 1owms

L

“FRUGHAM TO LEVELOF MEDIA BUY INFORMATION FOR
CHFWEFOFEF, DOWNEY LAVINGS AMD LLAn CASE, COMMS. 77T,
FRINT 3 P FULL NeHME: “j

THFUT Mt FRINT

F1THT "ENTLUR LOC1AL SECURLITY HUMBER:
TS OIHRGY S8

ISR IS S5

A o erPINe INE R, )

TR Y § " THEN 87

(151 I I I

STUDENT "% FIRET NeME,

FRINT 0, Miken, Let’'s get goarg. This Ceer 1nvOives newsparer’”

FEINT = for Downey Savinge % Lzan. Ao yua broWy DLrL 1S located”
B FF LN Toamegs CeidtorniAs and hos a namber o braonches acated’
B FRIMY “throughout the Bay Frea. Hopetully you have alr eady made soae”
Qur FRINT "det:sion CONCernaiyd MEwsLapers you wanl to LSE, Now 3 Our 306, "
94 FRINT “.hbuid you chooze to get graded, will be to chassr the news-—"
160 FRING “paper (59 that will Qlve yau the mott effective and efficieni”

15 FEINT “newntpeper media ptan. DCue to programming constraints. you will”
115 FFINT "pe able to word with & wa. 1mum of ANINe newspgapers.”

115 FRINT "This program will, howover, help you lool ot andivitbal ord -~
tTu FEINT “combinad newspaper sffpct)ivenser. .. Underctond” Fress ENTEF ¢
170 FFINT “when you are ready to begin the aumber crunching.”

140 IMFLY A%
A CLS
FRINTEZL,
1811,

"OOMNEY SAVINGS AND LCAN“; @7, "NEWSFAFER FURCHALES!

“CUST per

0 FRINIWIve, CHEWSEAFERST; o917, CCIFC. TS BITY, COSVERAGLTS F 84, ttoLu LINE
P T O PR seees sMEoE_eD, to---s EEEE RN Ve S
LTS B
FRIETI 0, CEMVER NEWSEAFER BUfls™ ol BLeMr 10 ERMDYG 7

s AMFUT M3 OND

iF MSaN; =" THEN Bt

FoMB oL CkeR THEN LTS
allls 4
[
PRINTI  NA &SI+ 00 78 (N- L), MBS
S CETURN
POPF LN R, CEHTER CIREING DT CTRUIEGODINE S
IMFUT Cetrs
IF Ct oMl UHRF R 00TO U

G OB 3o

¢ - CERTER TSN COVLERGE CREACH, o i
Leb ATl hgoNy
Lt 6 FATNT O CERROER LOTO TR
AR T e
. ies T eLeL NS Ly, ER
P LAl KU 1.as1 Mo LIHE i
GO
R R e RN Lt
- REQ o
PENEE a3l T iMES
+
MF TR ALSTS TR FEBJRLT R DTarg Y BAUINGE AND AN Lae

St bper

Lt gnbeb g SF IR T Sk d

Ui W RAGE Ty AR T s

Tag - AR T4Y ¢ ot VaE (G e -

H e T

33

[ETREN.

L R B S a2 AL

T4
.

LT B T 1 R B Y P e

CRmmT o 1

NF Y L

Lo~

LERINTE FLTHT L 1IN

LFRINT TAE 1< "ECTIMATED UNIUFL TCATED 0 e by -
SOLFRETILFF jrgt

FGR L=1 TU ¢ 1

Bl o Wil it - Lo

SoFT oL

[E I NN

Ateg reatk toe CiLgC
Chow i

P peier s 1 By AkLA; g

S0 LFRINT
TeU ONEYT 2

FE LFRING Thb ol "versfied inomy precence,
Thiy LFRHINTILFRINT TREC S YA, the cosguler”
BT END
PR L
buGd *CONTROL FUR PATH ENTRY

T GUSUE i)

T

BOSUE
GOSUE
GUSUB 1417
EQSUB ¥
6osub
GBoSUl
GOSUE 2
GOSUE
NN+l
GUTO Bewa:
END

"ERROR CORFECTIGH FOUTIAL
GOsUk 00

O FRINTESO0, “ENTEF NUPDER UF 1OM:
GOSUE F200

FRINTESOO, “EMTER NUMBER O
M=N

S =Y

ON 2 GOSUE T
N=M

1 GOSUE S3ie
FE TLIRN

PR INT@TO0, STRTHE S L0,
o RETURN

BRI AU B

coLuUMN

see T STREMGS 20, 0 Tl

SAMPLE PRINTOUT

Richard Kagel 04/04/83 02:32:46

565-89-7890

Computer-Assisted Project for

Downey Savings and Loan Case

Cost/per

Newspaper Circ. Coverage 1050 Lines CPM
Sample News 35000 34 456.76 13.05
Daily Wit 3549 35 345.67 97.40
Ex Post Facto 25000 25 356.73 14.27
Estimated Unduplicated Reach:
Unduplicated reach for 3 newspapers in BAY AREA: 67.83

REFERENCES

lJack Z, Sissors and Jim Surmanek, Advertising Media
Planning, 2nd Ed., (Chicago, Ill,: Crain Books, Inc.,
1982), 362,

Represents, through statistics the probabilities of ex-
posing a percentage of the homes or people with a media
vehicle, usually over a four week period.
reach ¥ of vehicle A + (plus) reach I of vehicle B

(-) minus

reach % of vehicle A x (times) reach Z of vehicle B
combined reach of vehicles A and B

From Domald W. Jugenheimer and Peter B. Turk,
Advertising Media, (Columbus, Ohio: Grid Publishing,
Inc,, 1980), 184
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3The audience size of a newspaper is commonly measured in
terms of the number of copies distributed per issue.
This number, which is called circulation, includes all
copied delivered to subscribers as well as those bought
at newssrands or from other sellers. From Roger D.

Wimmer and Joseph R. Dominick, Mass Media Research, An

Introduction, (Belmont, CA: Wadsworth Publishing Co.,
1983), 305,

aCost per Thousand (CPM) is a device for comparing media
and is normally calculated on a weighted basis by media
planners.

general formula

cost x {(times) 1,000
circulation

CPM =

From Antheny F, McGann and J. Thomas Russell,
Advertising Media, A Managerial Approach, (Homewocod,
Ill.: Richard D, Irwin, Inc., 1981}, 92,

5The percentage of persons (or homes) covered by a medium,
From Jim Surmanek, Media Planning, A Quick and Easy
Guide, (Chicago, Ill.: Crain Books, Inc., 1980}, 132,

6From case material developed by Dennis Martin, Brigham
Young University.
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ABSTRACT

THE MICROCOMPUTER AS AN ACADEMIC PRODUCTIVITY AMPLIFIER

Daniel R. Corrigan, Wichita State University
James E, Clark, Wichita State University
Lew Taylor, University of Nebraska

Students are purchasing microcomputers to improve their
employability, to make their lives easiler, and improve
their understanding in courses such ag marketing research
and management science. Housewives are purchasing micro-
computers to keep family hudgets under control and to
learn about this new techmology In order to answer their
children's questions about school work. Business exec-
utives are using microcomputers to solve problems, make
faster improved decisicnms, and te advance their careers
over their peers. Marketing educators do not appear at
this time to be joining this mainstream movement toward
computer literacy either by developing personal uses for
this growing technelogy or encouraging studemts in their
applicaticns with small computers. A recent survey
indicated that 347 of the students surveyed indicated
that they either regularly used or owned a microcomputer
while less than 10% of their business school faculty
could make the same statement. A number of reasons were
given by faculty for this apparent lack of interest:

1. A belief that there are more powerful and
more easily usable computer facllities
already avallable on campus.
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2. A belief that to use the small machine
would require major investments of time
to use and preogram this new technology
effectively.

3. A belief that good personal and teaching
qualities already make them good teachers
so there 1s no need teo tinker with some-
thing that already works.

4. A belief that the software available is
limited and inadequate.

5. A lack of resources to purchase and learn
to use a microcomputer.

The major problem investigated in this paper is the gap
between students, busines=, and societal uses of micro=-
computers and marketing educators use of this machine.
Current applications that deal with some of the major
reservations about microcomputer use by faculty will be
identified and concluding statements will address these
issues.
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The concern for more eccncmical use of students' time and
efforts in pursuing thelr marketing education served as the

basis for this study's hypotheses.

Effectiveness: Hypothesis 1 - The transfer of factual in-
formation is perceived to be more effective (relevant and
applicable), but less efficient (less economically with a
certain amount of wasted time and effort) through the LC
than SC method. Hypothesis 2 - the development of intel-
lectual abilities and skill is perceived to be equally
effective and efficlent by means of the LC or SC method.
Hypothesis 3 - The enhancement of the affective sphere,
that 1s, the formulation and change in terminal and instru-
mental values and attitudes is perceived to be more effec-
tive, but less efficient through the LC than SC method.

Results

If minor differences can serve as a base for a judgement,
measuring students' perceptions of the effectiveness and
efficiency of the long case compared to the short case
method provided the following insights:

Hypothesis 1 - Developing the cognitive sphere, that is,
the power of knowing, with the help of long cases, has been
rated an effectiveness of 4.46 median points out of 5.0
points and only 4.03 median points for the application of
short cases. The transfer of factual information {know-
ledge) as part of the cognitive development, however, has
been similarly acknowledged by 3.96 median polnts for long
cases and 3.98 median points for short cases. This is a
difference of only .21 median points in favor of long

cases.

The difference in terms of efficiency is even less: .15
median points, but this time in favor of short cases (3.87:

4.02).

The results thus confirm hypothesis 1: respondents per-
ceived the use of long cases to be somewhat more effective,
but less efficient than the use of short cases, though the
difference in media grade points is minor.

Hypothesis 2 - The development of intellectual abilities
(such as number facility, word fluency, visualizing abiliry,
memory, perceptual speed, induction and verbal reasoning,
and skill (the physical or mental performance that the in-
dividual has learned to do with ease and precision) 1is
given high ratings for both effectiveness and efficiency.
However, long cases seemed to have a marked higher effect-
iveness impact of .87 median points than short cases (4.95:
4.08), while little difference exists between their effic-
iency rating (4.85-4,77 = .08},

Hypothesis 2 therefore can only be confirmed in terms of
efficiency, but not with regard to effectiveness.

Hypothesis 3 - An effective rating of 4.07 median points
for long cases and 2.90 points for short cases clearly
identifies the preference of students for long cases to
enhance their affective sphere; that is, the progressive
growth of their terminal and instrumental values and atti-
tudes, On the other hand, the long case method is not con-

gidered to be less efficient by the respondents as expected.

Rather, it is perceived as being .20 median points more
efficient than the use of short cases (3.86:3.66).

Hypothesis 3 therefore can only partially {(in terms of ef-
fectiveness) be confirmed.

Long Cases, Short Cases or Mix of Both?
In summary, respondents werée subsequently asked:
If you had to choose between the long or short case method

or a mix of both, which case method would you prefer in
marketing education: Eighty-elght percent of all respon-
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dents Indicated a mix of both methods as theilr preference.

Implications

The develcpment of intellectual abilities and skill of
comprehension, application, evaluation, followed by analy-
sis and synthesls are highly valued, while the transfer of
specific information regarding individual business leaders,
specific companies and industries i3 less appreciated. To
be sure, thig does not mean that respondents were not in-
terested in this kind of factual information. However,
they did not consider the case method to be an adequate
vehlcle for the conveyance and updating of this kind of
kndwledge.

The results clearly indicate that there are opportunities
for the use of both case methods in teaching marketing
courses.

Their merits will also depend on other variables which
have not been measured in this study, such as

the objectives of the course,

the time which is available to course participants for
class preparation,

the reading speed (a function of social and cultural per-
ception and comprehension),

and the experience the respondent has had in his previous
exposure to cases.

Study Limitations

This study has focused on the student's perception of the
effectiveness and efficiency of the long vs. short case
method. It has not tested the relationship of these two
methods to a case method that balances the length of cases
between those two extreme case methods keeping them to
some 2-7 book pages. Also, this study did not explore the
merite of combining both methods by alternating LC's with
8C's according to the specific teaching objectives of each
session.

Sampling was not based on a random design. Time and
lecation of the study, the design of the questionnaire and
the rather limited selection and variance in the quality
and Interest level of the cases introduced additional
random disturbances which cannot be measured.

Additional Research Suggested

Above limitations of the study suggest the direction where
further research is needed.

We know too little of students' perception of the value of
different teaching methods——not only of the case method,
but of the other approaches such as

cage method using neither excessively long or short cases
but those of moderate length

cases of known companies vs. cases of digsguised companies
cages of local companies vs. cases of national companies,
which are not represented locally

cases of specific companies vs. cases of whole industries
instructor's lecture

guest lecture

class discussion

student presentations

student projects

textbook (chapter reviews and chapter questions)
entrepreneurial vs. administrative perspective

small business va. bilg business focus

computer game

field trips

programmed learning

audio-visual aids (movies, slides, transparencies, tapes)

and examination techniques by the objective question method
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(True/False, Multiple Choice, Completion, Matching Pairs),
essay exam and case exam,

We also do not know much about perscnality variables which
profoundly affect the perception of the effectiveness and
efficiency of different teaching metheds. TFurther inves-
tigations into the role that the varilous teaching methods
play in contributing to the learning process could shed
more light in an important area of marketing education., A
meaningful approach, however, should separately identify
the effect of learning on the formation of specific and
general environmental and managerial knowledge, on the de-
velopment of intellectual abilities and skill of comprehen-
sion, application, analysis, synthesis and evaluation, on
the Affective realm of formulation and change in values and
attitudes and perhaps also on the Psychomotor domain of
manipulative and motor skill emhancement.

REFERENCES
Bleom, Benjamin S. (1856}, Taxonomy of Educational Objec-

tives, The Classification of Educational Goals, Handbook
1: Cognitive Domain, New York: David McKay Co.
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Martilla, Joha A. and Johu C. James (1977), "Importance-

Performance Aralysis" Journal of Marketing, 41
(Januaryy, 77-79.

MeGuire, William J. (1969), "The Nature of Attitudes and
Attitude Change," The Bandbook of Social Psychology,
2nd ed., 3, Gardner Lindzey and Elliot Aronson, eds.,
Reading, MA: Addison-Wesley.

Rekeach, Milton (1971), "The Measurement of Values and
Value Systems," Social Psvchology & Political Behavier,
J. W. Soule and G, Abcarian, eds., Merrill,

Wheatley, Edward W. (1972), "Teaching by Objcctives—-An
Operaticnal Method of Teaching Marketing to Undergradu—
ates,” Combined Proceedings: 1971 Spring and Fall Conf-

erences, Fred C. Allvine, ed., Chicago: American Mar-
keting Association, 60.

EXHIBIT 1
PERFORMANCE RATINGS FOR THE LONG CASE (LC) AND SHORT CASE (SC} METHOD
Mean Mean
Effectiveness Efficiency
Attribute Rating* Ratingk*
Number Performance Attributes Le 5C c 5C
A DEVELOPMENT OF THE COGNITIVE SPHERE (power of knowing) 4,46 4,03 4.36 4.40
I. DEVFLOPMENT OF FACTUAL INFORMATION (KNOWLEDGE) 3.96 3.98 3.87 4,02
A. Specific information
1 Individual business leaders, specific
companies, specific industries 3.61 3.82 2.75 3.12
2 Recurring business problems 3.89 4.03 4.06 4,37
3 Professional terminology 3.27 3.06 2.98 3.50
B. Environmental (external) information, such
as physical, economic, political-legal and
cultural variables 4,24 4.08 3.36 3.42
4 C. Managerial (internal) information
5 Principles of how to manage people 3.86 3.96 4.01 4.20
6 Principles of how to manage physical
assets and capital : 3.93 3.6l 4,32 4.32
7 Principles of how to manage infermation 4.02 3.69 4.28 4,31
D. Marketing informaticn
8 Principles of product mix decisions 4.28 4,45 4.30 4.34
9 Principles of communication mix decisions 4,39 4.67 4.46 4,46
10 Principles of distribution mix decisions 4,15 4.43 4,18 4.19
II. DEVELOPMENT OF INTELLECTUAL ABILITIES #*%% AND SKILL+ 4.95 4.08 4,85 4.77
{power of reasoning)
11 Comprehension (conceptualization)} 4.98 4.10 4.79 4077
12 Application 4.95 4.19 4.74 4.76
13 Analysis 4.94 4.07 4.85 4,81
14 Synthesis, especially creative abilities
and skill 4.98 3.78 4.98 4.62
15 Evaluaticn 4,91 4,24 4.90 4,90
B DEVELOPMENT OF THE AFFECTIVE SPHERE (feelings)++ 4.07 2.920 3.B6 3.66
16 Formulation & Change in terminal and instrumental
values 4,11 3.13 3.95 3.77
17 Formulation & Change in attitudes 4.02 2.66 3.76 3,54

*Measures "effectiveness' of che transmisaion process in terms of how students perceivedwzﬂe relevance
and applicability of their newly acquired knowledge and affective change process by the comprehensive

case and incident wmethods.

Ratings were obtained from a five-point scale of "highly significant™,

"significant", "neutral/don’t know", "“insignificant™ and '"not significant at all',
**Meagures ''efficiency” of the learning process in terms of how much time and effort were wasted,
*k*Tnrellectual abilities according to Thurstone are composed of the seven relatively independent

factors of
and verbal reasoning.

number facility, word fluency, visualizing ability, memory, perceptual speed, induction

+4 skill {s a physical or mental performance that the Iindividual has learned to do with ease and

precision,

++The Affect develepment is concerned with the progressive growth of feelings and emotions.
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STUDENT EVALUATION OF IN-CLASS PRESENENTATIONS

William A. Cohen, California State University, Los Angeles, Los Angeles

One of the most important skills for student hiring as
well as for success on the job is oral communicaticn
skills. This was confirmed recently in a survey cf em-
ployers of recent business school graduates. These em-
piloyers were first asked to rank varicus skills as to im-
portance in obtaining employment. Oral communications
skills was ranked number two, out of nine items which in-
cluded pcise, personality, appearance, written communica-
tion skills, recommendations, social graces, andof course,
school attended and grade point average. Employers were
next asked to rank these skills as to their importance in
success on the job. Oral communication skills was ranked
number one.

Many universities require all business school students to
take a course in communication skills, cthers do not, But
in any case it would seem beneficial to the student to
practice oral communication skills as applied to his or
her business specialty whenever possible.

In an effort to sharpen the oral communicaticn skills of
olupr marketing students, for several years I have incorpo-

. rated in-class student presentations of whatever report,

marketing plan, marketing research, etc. was required in
written form. While I beleive this procedure has been of
no small benefit to students making the presentation, its
effects are generally an unrewarding experience for the
remainder of the class even though it is generally felt
that students definitely have something to learn from both
the content and the style of the presentations of their
classmates. Yet, it is difficult to motivate students te
take full advantage of this additional opportunity to
learn.

Recalling techniques used in training instructors in the
4rmy, I implimented a procedure of student evaluation of
in-class student evaluations on a trial basis. I was so
pleased with the results, that after fine tuning I have
adopted this technique in all classes in which student
presentations are made. To date, I have supervised more
than BOO student evaluations in thirty-three different
marketing classes including Principles of Marketing, Prin-
ciples of Advertising, Marketing Management, Marketing Re-
search, Marketing Analysis and Strategy, Business Consult-
ing, Consumer Behavior, Marketing for a New Business,

Mail Order/Direct Response Marketing, and several gradu-
ate courses.

The general procedure followed is as follows:

1. Students receive a lecture cn making the type of pre-
sentation required. They are ncot only taught presenta-
tion techniques, but are assigned a role for their pre-
sentation. For example, students making presentations of
a marketing plan in a course "Marketing for a New Busi-
ness" may be told that the object of their presentation
is to secure funding for their project. They are there-
fore to consider the remainder of the class as potential
investors.

2. Specific criteria for grading the presentation is
supplied at the time of the lecture on presenting. These
criteria are alsc contained on the student grading sheets.
Exhibit I iz a grading sheet with the grading criterie
for research in consumer behavior presented in a course

1Allen Blitstein, "What Employers Are Seeking in
Business Graduates,™ The Collegiate Forum, Winter 1980/8i.
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on consumer behavior. Exhibit Il is the grading sheet
With criteria for a course in Business Consulting.

3. An explanation of the grading procedure 1s given at
the time of the presentation lecture, as well as just pri-
or to the presentations. Every effort is made to motivate
honest and cbjective grading as well as a mildly competi-
tive atmosphere for the presentations. To help foster the
latter, a small price, such as a pocket pointer is offered
for the best presentation as determined by the overall
student/professor presentation grade.

%, Immediately after the presentations, and before any
comments from members of the class, or the instructor, the
grading sheets are ceollected. Each grading sheet must be
initialed by the student. (See Exhibits I and IIJ.

5. The overall presentation grade is determined by first
averaging the student grades and than averaging this grade
with my grade. Thus, the student evaluation of their
classmates presentations counts 50% of the overall presen-~
tation grade, and my own evaluation counts 50%. A sample
caleulation is shown in Exhibit III.

Clearly one major danger in student evaluations of other
student presentations in this fashion i1s that the evalua-
tiens will not be honest or not based on the correct cri-
teria. T believe the procedures folicwed have minimized
this type of unwanted bias in the evaluations. The per-
centage point differences between the overall class aver-
age for the presentation and my own are usually very smail.
Typical results for presentaticns in varlous classes are
shown in Exhibits IV, V, and VI, Note that while the
range of grades awarded by the students are sometimes
large, the average of the class grades when compared with
my cwn are not, I believe this is true primarilly because
because of the procedures followed. While there are
occassional grades awarded on both high and low extremes,
they tend to be few and are cancelled cut by the majority
of grades clustered about a class consensus of presenta-
tion performance.

The advantages of student participation in grading are se-
veral and they are not insignificant:

1, Students are no longer merely passive during presenta-
tions, but are observing the performance carefully.

2. Students learn more rapidly to be conscigus of and to
look for factors that the professcr feels are important in
content and in style of the presentation.

3. Students frequently are able to catch errors, or make
suggestions which the professor may miss due to his con-
centration on evaluating the performance, I will discuss
this more fully later.

4, Because the students know that their peers as well as
the professor will be evaluating the performance, students
tend to be motivated toward better preparaticn and higher
performance.,

5. Students learn to appreciate many facets of performance
evaluation from the viewpoint of the professcr.

Student's are enthusiastic about the evaluations and what
they learn from them. Despite extensive experience with
this procedure, I have received very few negative comments.
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CONFIDERTIAL PRESERTATION ZVALUATIC

T

SUSINESS CONSULTING

Participantis!

Evaluaiinn Factors

v Introduotion

2. DBackground of tre Company

3, FProtlems/Solution Methodology

4. Conclusions/Feccmmendalicns

5. Use of Visual Aids, Models, etc.
4. Presenters Style

7. Enthusiasm

8. Persuasiveness

. Ability to Stimulate and Answer Questions

15, Other

s

fiecommended Grade

Your Inttials

Please Returm This Form To Me Immediately

EXHIBIT I

CONFIDENTTAL PHESENTATION EVALUATION

CCNSLMER BEHAYIOR

Participant(a]

Evaluation Factors

1, {Qrganization of Presentatlon
2. Conteng

3. Presenteri{s} Style

4. Entrhus:asm

5. Innovativeness

6. Creativity

SAMPLE CALCULATION

a0
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83
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96
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34
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85
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a2
g1
-]
90
a5
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90
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MARKETING INFORMATION IN MULTINATTIONAL MANAGEMENT

Kyung-I1 Ghymn, University of Nevada, Reno
William R. King, Univereity of Pitteburgh, Pitteburgh

Of particular concern to marketers and developers of market-
ing information systems is the role played by marketing
information in the management of MNCe. Slnce many over-
seas business activities begin their development as distri-
bution or assembly/sales operations, it is natural to
expect that marketing information would play a major role
in the information basis for MNC management decisions.
Indeed, Keegan has concluded that it is the marketing vari-
able that is regarded as the most important decision vari-
able in international investment by MNC managers (Keegan
1967). Yet, Piper finds that political, social, economic
and marketing variables have recelved substantially lees
attention than the financial variables by MNC managers
(Piper 1971).

There 1s, of course, no dearth of theory to support the
importance of marketing information to MNC management.

For Instance, Terpstra (1972) and others emphasize that the
size of the overseas markets, their potential growth, com-
petitive structure, distributionm channels, and other mar-
keting variables must be critical inputs to the development
of customer—oriented MNC marketing strategies.

This paper seeks to empirically asssess the importance of
marketing information relative to other varieties of infor-
mation in MNC management. Others who have sought a2 similar
objective have either attempted to have managers recall
several recent decisions situations (Keegan 1%67) or to
analyze investment feasibility studies (Piper 1971). Both
of these approaches would appear to over-emphasize the
rational and analytical aspects of decision-making.

In this study the emphasis is on the assessment of manag-
ers’ perceptions of the relative importance of a wide array
of different specific kinds of variables which are of
potential utility to MNC management. These perceptions are
obtained and statistically analyzed to shed light of the
relative perceived informational needs of monagers ar dif-
ferent organizational levels with different responsibili-
ties and with different personal experiences and back-
grounds., This approach has advantages over the others that
have been taken because it should not be so blased toward
the objective and analytical and because the decision
maker's perceptions of envirommental factors are directly
linked to the strategies into which they will guide their
organization (Weick 1969).

METHCODOLOGY

Data for the study were collected from a sample of 128
managers in a large U.S.-based MNC, These individuals
were selected by the cowpany as managers who were at the
time actively involved in international business cperations
and who were located at U.S. based cffices, including
headquarters,

The perception data were obtained via questlonnaires which
arrayed 38 specific elements of information inte six major
categories. Table 1 shows these categories and specific
informational elements as they are adapted from Piper
{(1971).

The MNC managers in the sample were asked to respond to

each of the 38 informational items of a Likert-type scale
ranging from "Very often $ignificant"” to "Rarely Signifi-
cant' ag well as to provide information relating to their
positicn, experience, etec. Sixty-four questionnaires were
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returned of which 54 were usable for analysis.

In addi-

tion, twelve personal interviews were conducted in order to

supplement the formal responses.

The perception data were analyzed using multivariate dis-
criminent analysis because it provides a way of assessing
the statistical significance of differences in perceptions
smong various groups of manager-respondents with reepect to
the importance of the various informational elements.

These analyses ware carried out by the Clyde-Cramer ap-
proach using the Wilk's Lambda criterion (Cooley and

Lohnes 1962).

This program ¢f multivariate discriminant

analyeis scane all variables and then selects those which
contribute most to the separation of the predefined groups.
The important points in the use cof this tocl in this situ-

ation are that:

first, the discriminant functions are

chosen In guch & way as to maintain the greatest possible
separation between the groups being compared; second, to
deternine the order of importance of the varisbles, dis-
criminant functions are normalized so that thelr variance
in each of the groups 1s unity; third, only statistically
gignificant discriminant functions are used; fourth, a
univariate F test is conducted in order to provide a basis
for examining difference with respect to each of the

individual veriables by given managerial group.

Finally,

the extent of usefulness of a given discriminant function
coefficient depends not only upon the reasonableness of
the variables selected and the percentage of discriminable
variance for which this funetion coefficient mceouts, but
also on the group mean vectors in the discrimiant space
(the extent of the distance between the group means of the

separated groups).

For this purpose, the group mean vec-

tors are analyzed to identify which management groups dif-
faerently perceive each class of varlables.

TABLE 1

DECISION VARIABLES IN FOREIGN
INVESTMENT AND BUSINESS OPERATIONS

1. Economlc and Legal

Legal systems of host country

Host government attitude
toward foreign investment

Demand and supply conditions

for the product
Restrictions on cwnership
Tax laws
Import/export restrictiona
GNP/per capita income
Inflation
Level of industrialization

2. Finance

Capital availability

Acquisition and marger

Projection of cash flows

Return on investment

Monetary exchange

Imgurance against rigks
{expropriation, national-
ization, ete.)

3. Social

Social unrest

Religion/language/racial
barriers

Labor organlzacions

Public literacy

Public attitude toward
foreipn investment

Living conditions for
America managers and
their familles (schools,
personal security, cul-
tural difficulties, etc.}

4. Political

Host govermment political
system

Political instabilircy

Relations with neighboring
countries

Relations with supra-
national organizations
{UN, EEC, IMF, GATT,
DECD, World Bank, etc.}

Political perty factions

atpia
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4. Politcal (continued) 6. Technical and

Engineering

Technclogy and its trans-

Artitude of political opposi-
tion toward foreign

investment ferability
Military elite power in Raw material availabiiity
politics Availability of cheap labor

and trained management
Infrastyucture to support

Communist influence

5. Marketing business (electricity,
d s
Market potential telephone, roads, ports
etc.)
Competition

Distribution channel systems

Production costs and pricing

Social/cultural factors
impacting upon products

Respondents were analyzed in a variety of ways based on the
felilowing taxonomy:

1. Hierarchical levels (top, middle, and lower level
managers)

2. TFunctional areas (Marketing, Finance, Planning,
Engineering, anrd Production)

Product groups (Energy Product, Industrial
Product, Consumer Product, and Management
Services)

Line and staff

5. Overseas residence assignment (Residence Experi-
ence vs, No Residence Experience)

6. Overseas business trips (No trips, 1-10 trips,
11-20 trips, and 20Q-more trips)
7. Length of service (2-10 years, 11-20 years, 21-35

years)

THE OVERALL IMPORTANCE OF MARKETING INFORMATION

The overall relative ranking of the six major cate-
gories of variables is shown in Table 2 in terms of the raw
mean scores from the Likert-scale responses. These data
show marketing information ranked near the middle of the
gpectrum with financial information ranked highest and
social Information ranked lowest.

TABLE 2
MEAN SCORE VALUES FOR ALL RESPONDENTS
ON TEE MAJOR ENVIRONMENTAL VARIABLES

(N = 54)

Variable Mean
Financial 3.64
Economic/legal 3.22
Marketing 3.20
Political 2.99
Technical/engineering 2.98
Soclal 2.78

An analysis—ocf-variance test of these weans leads to the
conclusion that there is no significant difference except
for the extreme pair--financial and social. Therefore, no
valid conclusion can be drawn directly from Table 2 regard-
ing the relative importance of rarketing information.

However, it is interesting to contrast these results with
those which might have been expected on other bases and
with those cbtained by others using other bases for mea-
surement.

The relatively high degree of importance placed on financi-
al information is not surprising. International operations
requiring large capital investment have been expanding rap-
idly in importance to the company in question; it has pur-

chased approximately 200 foreign subsidiaries since 1961.
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Of the firm's 191 current overseas opecrations, 775 have
principal activities which are classified as either "sales"
or "manufacturing and sales”. On this basis, it might have
beer hypothesized that marketing information would predom-
inate or at least equal financial information in impor-
tance. Morecver, previous studies by Keegan, (1967) for
international managers, and Aguilar (1967) for domestic
managers, have concluded that marketing informaticn is of
greatest importance.

The low ranking of social information iIs also of signifi-
cance to marketing. This confirms the finding by Piper
(1971), and suggests that the social aspect of marketing
analyses has not yet made great impact in the internation-
al domain,

Personal interviews with respeondents tended to confirm che
overall importance of financial information. These data
were the most frequently menticned in open—ended inter-
views. Many marketing managers even gave greatest impor-
tance to them. This was often manifested in comments re-—
garding sales of the company's heavy equipment and the
success of their turnkey projects were largely dependent
on thelr customers’ financial capabilities.

Of course, this apparent relative insignificance of market-
ing informarion may well reflect the overall composition

of the sample. For instance, cne might speculate that
marketing information is of greatest significance to top
management or to managers in capital good markets and that
the broad population which is reflected in the respenses of
Table 2 serve to "wash cut" these managerial segments. Be-
cause of this, analyses were conducted using the previous-~
ly-noted managerial groupings as bases for defining manage-
ment subpopulations which could be analyzed using discri-
minant analysis of the sample data.

ANALYSIS BY HIERARCHICAL LEVEL

The sampled managers were categorized by hierarchical
level--top, middle, or lower management--and their respon-
ses were analyzed using discriminant analysis., This ap-
proach permits the assessment of the relative importance
of categories of information on the basis of their rela-
tive importance of categories of informaticn en the basis
of their relative contribution to the discrimination "pow-
er.” (Cooley and Fahnes 1962).

Table 3 shows the means, standard deviations and the re-
sults of the disecriminant analysis for the six catepgories
of information for the three management hierarchical lev-
els. Wilk's Lambda criteriom is used to assess the signi-
ficance of the discrimination.

The discriminant function shows that the relative impor-
tance of the six categories of variables is (1) Polirical,
(2) Social, (3) Financial, (4) Econemic/legal, (5) Market,
and (6) Technical engineering. The single largest contri-
butor to the group separation along the discrimimant func-
tion is the Political variable and the group difference is
significant at P< .00l. This means that the chance of pro-
ducing group difference this large or larger by drawing
three random respondents from a six-dimensicnal multivar-
fate swarm is Jess than one in one thousand.

Thus, the hypothesis is that the three hierarchical groups
display the same values regarding all six categories of
informatfon cannot be confirmed. This means that the three
groups of managers do indeed tend to reflect differences in
their perception of the relative impertance of various in-
formaticonal elements. However, marketing variables de not
play an impertant role in the differetces in perception.
(This is confirmed by a univariate F test on the marketing
variable alone.)}
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TABLE 13
HIERKARCHICAL LEVELS MEANS AND (STANDARD DEVIATIONS)
) (N = 54}
Variables Top (n=16) Middie (n=21) Lower {n=17)
Economic/
legal 3.91 (C .73) 3,29 ( .86) 2.50 ( 8.1
Financial 3.94 ( .73) 3.74 { .84) 3.22 (1.27)
Marketing 3.24 ( .98) 3.26 (1.23) 3.11 {1.37)
Political 4.42 ( .35) 2.71 ( .79 2.01 { .41)
Social 3.16 (1.00) 3.11 ( .92 2.07 ( .94)
Technical/
engineering 3.13 ( .99) 2.90 {1.08) 2.98 (1.37)
Discriminant
Funccion = .348E1 4+ ,378F + .129M + .900F + .3925 +

-055Te (& =.899, P<,001)

where El=Economic legal; F=Finance, M=Marketing; P=Politi-
cal; $=Social, Te=Technical/engineering

ANALYSIS BY FUNCTIGONAL AREA

Table 4 shows similar data on Table 3 as arrayed by the
functional assignment of the respondent. The discriminant
function is again significatn, thus indicating a difference
in the perceptions of these groups. However, the function-
al analysis shows marketing information to be of second
importance to technical and engineering information in
discriminating among functional groupings. What is strik-
ing in these results is the degree of parochialism display-
ed by the varicus functional groups regarding '"their” in-
formation-markecing peopie regard marketing information as
most significant, while technical people see technical in-
formation as most ilmportant and finmancial people see finan-
cial data as being of greatest significance,

TABLE 4
FUNCTIONAL AREAS MEANS AND (STANDARD DEVIATIONS)
(N = 54)
Variable Marketing Financial Planning
) (n=10) {n=10) (n=15)
Eccnonic/
legal 3.13 (..96) 2.94 (1.17) 3.78 ( .83
Financinal 3.19 ( .99) 4,56 ( .39) 3.74 ( .61}
Marketing 4.38 ( .68) 2.90 (1.27) 3.49 { .87)
Political 2.86 {1.17 2.31 ¢ .91) 2.68 ( .88)
Social 3.24 (1.04) 1.81 ( .48) 2.83 ( .98)
Technical/

engineering 2,39 ( .48) 2,06 { .44) 2.71 ( .96}

Engineering Production
(n=12) {n=7}

Economic/

legal 2.87 ( .71 3.27 (1.13)
Financial 2.83 (1.07) 4.13 ( .88)
Marketing 2.43 (L.1D) 2.66 (1.02)
Poelitical 2.18 { .486) 4.13 ( .99)
Social 2.93 (1.16) 3.28 ( .99)
Technical/

engineering 4.10 ( .99) 3.89 { .%4)
Discriminant

Function = .168E! ~ .2BZF + .697M + .2Z31F + .1215 -

.885Te (A = .783, P< .001)

ANALYSIS BY PRODUCT GROUFP

Table 5 shows similar data arrayed by product group. The
MNC in this study has three distinct product lines—-energy
products, heavy industrial products, and consumer products,
Each group has its onw president who reports te the corpo-
rate chairman, Included in this product line group analysis
censists of four produet groups.

One of the most striking fiadings revealed here is that
despite the fact that each product group (except Management
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Service} has its own marketing department and carries its
own marketing programs, the Marketing variable is regarded
as the least important. This view is consistent with mam-
agers in all four product groups as verified by the result
of the univariate F test.

TABLE 5
PRODUCT GROUPS MEANS AND (STANDARD DEVTATIONS)
. (N = 54)

Variable Energy Product Industry Product
Economic/legal 3.11 ( .71) 3.65 { .87)
Financial 3.07 (L.23) 3.24 {1.16)
Marketing 2.95 (1.19) 3.77  .98)
Political 2.62 (1.05) 3.99 (1.01)
Social 3.56 {1.13} 3.13 (1.19%
Technical/

engineering 3.64 (1.05) 3.55 (1.18)

Consumer Prcduct Management Service

Economic/legal 2.54 ( .77) 3.45 (1.06)
Financial 3.58 ( .92) 4.05 { .69)
Marketing 2.95 (1.49 3.24 (1.09)
Political 2.33 (.77 3.15 (1.11)
Social 3.18 (1.11) 2.39 ( .87)
Technical/

engineering 3.18 (1.29) 2.43 ( .81)
Discriminant

Functicon = .385E1 + .195F - .002M + .5352P - .6918

~ «54Te (A = .653, P< .001)

ANALYSIS BY LINE AND STAFF

A discriminant function based on line versus staff group-
ings also was significant (Lambda = 0.657) which is sig-
nificant at p >.001). Again the marketing variable was the
least important ir the discrimination. The most important
variables in the analysis based on this dichotomous group-
ing were the "technical and engineering” category.

ANALYSES ON BASIS OF MANAGERS'
PERSONAL EXPERIENCE AND BACKGROUND

Similar analysis were conducted using the three elements
of managers' personal experience and backgrecund--overseas
residence assignment, overseas business trips and length
of service. Although all respondents for this study are
directly involved in international operations, some mana-—
gers (33 out of 54 respondents) had no overseas business
trip. With this information, several questions are posed.
Do different personal experiences have any bearing on the
determination cf the relative importance of environmental
variables for international business decisions? To what
extend dco MNC managers with different experiences percetfsyc
the Marketing variable as important? Is there any signi-
ficant difference among managers with different experien-—
ces with respect to the Marketing information?

Again, the results were surprising with regard to the imp-
portance of marketing information. Managers with different
experience bases tend to perceive uniformly relative low
importance tc marketing information as compared with fin-
ancial and economic/legal information. This is shown by
the three discriminant functions which are summarized in
Table 6.

TABLE b
DISCRIMINANT FUNCTION COEFFICIENTS
FOR GROUPINGS BASED ON EXPERIENCE

Overseas Residence Assipgnment Experiences
D5=.127El - J401F + .072M + .Q66P + 9685 - ,040Te
{ A= _745,P< 001
2. Owverseas Business Trips (9n number)
D6=.601El - .Q70F + .037M + .626F + .5685 + .048Te
( A= .694,P< .002)
3. Length of Services (Iin years)

D7=.377E1 - .310F + .131M + .635P - .0055 + .389Te

b
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A =.618, P < ,028)

CONCLUSIONS

The results of this study are in striking contrast te those
of previous studies which have tended to demonstrate the
great importance of marketing information to management.
They also contrast sharply with the generally accepted
marketing wisdom that sees marketing information as crucial

to the successful management of multi-national corporations.

The perceptions of managers in the one large MNC studied
suggest a relative de-emphasis of marketing information and
a relatively greater emphasis onr political and economic/
legal information.

This de-emphasis is consistent throughcout all management
levels; product groups, and personal backgrounds and for
both line and staff people. The only significant departure
from this lack of emphasis of marketing information was in
the analysis by function which showed a great degree of
parochialism on the part of marketing managers as well as
other functional managerxs.

These results are particularly significant since all of
these groupings of the respondent manapers did reswlt in
significant differences with regard to the overall per-
ceived importance of various kinds of information. Market-
ing information simply played a relatively minor part in
these differences.

It is certainly possible that the product lines of the MNC
-— which tend toward high technology - high cost capital
goods —— oT some other unique characteristics serve to
explain these results. However, the potential implicationa
of these results to management and to the field of market-
ing are great. Is there, in fact, a tendency for MNC's to
make decisions less on the basls of marketing information
than is the case in other environments? What will the
impact of this be on decisions and on the field called
tnternarional marketing? Will there be less emphasis on
the development of marketing information systems in these
environments than there is domestically? The expanding
importance of MNCs suggests that it is important to market-
ing that these questlons be answered.
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ABSTRACT

A NEW INTERNATIONAL MARKETING ERA
FOR U.S. SMALL AND MEDIUM-SIZE BUSINESSES?

Rotert A. Lenberg, University of New Mexice, Albuquerque
Thomas H. Becker, University of New Mexico, Albuquerque

As products of Western Europe and Japan flcoded world mar—
kets in the 1960's and 1970's, U.S. domination of the for-
eien warketplace, and our own domestic market, steadily
ercded. Past experience has left U.S. companies and the
U.S. government ill-prepared for develeping and implement-
ing a competitively effective glebal strategic posture.

As earlvy as 1916, the FTC observed: "In seeking business
abroad American . . producers must meet aggressive com-
petition from powerful foreign combinations. If Amer-
icans were to enter the world markets on mere nearly equal
terms. they (have) to be free to unite their efforts.”
The FTC found that doubt and fear as to antitrust restric-
tions prevented Americans from developing equally effect-
ive organizations for overseas business and that smaller
concerns suffered particularly. Thus, in 1918 the Webb-
Pomerene Act made It possible for independent American
producers of competing products ({nect services) to jein
forces 1in export (not import) activities without being
subject to certain Sherman Antitrust Act constraints.
Otherwise-competing firms could form Webb-Pomerene Export
Associations (WPEAs) which could set prices, standardize
products and offer major benefits via exploiting econom-
ies of scale. For two major reasons the WPEA has not been
adequate: (1) inability of members to cooperate effeccively
and (2) relatedly continuing concerns regarding potential
antitrust prosecutions of potentially cellusive actilons.

About 80% of U.S. manufactured products scld abroad are

provided by only about 200 large multinatiomal corpora-

tions (LMNCs). However, in October 1982, President Reagan

signed the Export Trading Company (ETC) Act. This histor-—
ic legislation now affords many small and medium-size bus-
inesses {SMBs) an unprecedented potential opportunity to

seek out foreipn sales aggressively.

Due to foreign competition much of American industry was
losing market share both at home and abroad. The most
formidable competitors were the Japanese. At the heart of
the Japanese organizational strength is the Scgo Shosha,
or Japanese general trading companies, which spearhead
overseas sales efforts. They join the technological and
productive strengths of Japanese industry, the financial
capabilities of banks, the cooperative assistance of the
government, and the international marketimg expertise and
intelligence network of the Sogo Shosha itself,

The same elements which make the Sogo Shosha successful
are latently present in the U.5. The ETC Act is intended
to facilitate the combination of those elements. An
Export Trading Company (ETC) 13 defined as doing husiness
in the U.5., under the laws of the U.S. or any state, and
organized principally to export goods and/or services pro-
duced in the U.S. and/or to facilitate exportation of
goods or services produced in the U.S. by unrelated compan-
ies, or to facilitate exports by unaffiliated persons. It
can be owned by foreigners and can import, barter, and
arrange sales between third countries, as well as export.

The Act permits and encourages equity investments in ETCs
by certain types of banking institutions, which can mark-
edly expand the ability of the ETC to finance trade. Also,
international banks have extensive information networks,
sophisticated international management skills and tools,
and high-level industry and political contacts that the
ETC can exploit.

Under the Act, it is assumed exporting activity which
only affects foreign commerce will not violate the Sher-
man Act or Section 5 of the FTC Act, unless it has a
"direct, substantial and forseeable coffect” on U.S. dom—

Al

estic commerce or on export trade of a U.S. competitor.
With U.S5. Department of Justice concurrence, the U.S. De-
partment of Commerce will issue certificates ro ETC appli-
cants who establish that theilr export trading activities
will not eoffend any of four major tests, the standards of
which--at this writing--remain somewhat ambigucus and cpen
to interpretation. Nevertheless, while "Certified ETCs"
will not be completely immune from federal and state anti-
trust lawsuits, generally their conduct will be presumed
to be lawful. Also, the Act limits a successful plain-
tiff's remedies to only actual damages and/or an injunc-
tion. Unlike the ETC Act, the Webb-Pomerene Act provided
no preclearance certification procedure and does not pro-
tect the WPEA against the £iling of private treble damage
sults; nor does it cover export cof services.

Is the ETC destined to become the vital '"missing link"

in the U.S. international channel structure that will re-
store the U.S5. to its former preeminence in foreign mar-
ketplaces now dominated by the Japanese and Western Euroc-
peans? The response 1is wide ranging depending on how the

ETC system is conceptualized and implemented, both by
LMNCs and SMBs.
Some LMNCs may be potential organizers of ETCs. Acting

through its ETC arm, the LMNC may be able to "piggyback'
on its existing intermational distribution network potent-
{ally three categories of products of otherwlse non-affil-
tated producers, 1i.e. unrelated, complementary and even
competitive products. However, as yet no ETC has actually
been certified. Until standards are published and their
interpretation is known, the future of the LMNC form of
ETC is very uncertain.

The ETC's organizational structure and thrust should mir-
ror its competitive strengths, strategic objectives, and
relevant envirconments. Four fundamental strategic forms
are likely to evolve: (1) the Product-Oriented ETC, (2)
the Ceographic Market-Oriented ETC, (3) the Project-Orien-
ted ETC, and (4) the Regional-Oriented ETC. The latter is
potentially the mest complex form of ETC. It reprasents
an amalgamaticn of the strategic perspectives of the other
three forms. Its unique mission derives from its sponsor—
ship by a public or quasi-public bedy, such as a state
economic development agency, a port authority, or a cham-
ber of commerce. The regional-oriented ETC may be driven
toward a matrix organization. Similarly, many Japanese
Sogo Shosha are matrix organizations operating on a gigan-
tic scale, It is essential to recognize that these four
strategic forms imply very different marketing approaches,
human skills, and control systems—-as well as objectives.

America’s SMBs tend to be innovative, fast-moving, and
accustomed to offering specialized products (or services)
to f111 market niches or producing in limited volume.
These qualities are uniquely suited to the developing
world, the sector often projected to include the most sig—
nificant growth markets through the remainder of the 20th
century. Markets which may be '"to small" for the LMNC
could be major opportunities for smaller companies caught
in a declining or stabilized U.S. market, if they can be
linked to foreign buyers by a channel structured around
the new ET(s. Many smaller companies have not soid over—
seas in the past because they lacked the sophisticated
international capabilities of the LMNC. With the ETC
these capabilities may now be feasible.

In the future, the ETC Act of 1982 may be considered the
landmark event that effectively catapulted U.S. SMBs intc
the werld marketplace.  America’s "Sogo Shosha" may now
be in the making--and the U.S. government gradually chang-
ing from adversary to advocate for such U.S. firms.
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dargue that the interndtional material in
must beginning texts is an appendage and is not inte-

3 They slsa

erated [nte the other material.

4}  Either another required courge would have to be re-
moved from the curriculum ur an elective would have to
be eliminated.

These and other facturs were considered at the University
of South Alabama, The balance of this paper describes
the process we follewed in developing our international
business prugram.

Since its inception inm 1964, the University of South
Alabama located in Mobile, Alabama’s onlv seaport, has
been cognizant of the necessity to train students in in-
ternational business. Initially, the College of Business
and Management Studies otffered as electives (1) interna-
tlional marketing, (2) international finance, and (3)
comparative management svstems.

In 1974, the ‘'larketing Department, after a long-range
planning session, decided to offer a specialization in
international business. An entry level course, inter-
naticnal business, and an export—-import procedures course
were added. The comparative management course was moved
to the department and was organlzed as a capstone course.
Simultaneously, a program in transportation was initiated
atter a survey of industry in Scuthern Alabama indicated
that it was needed. Because of the close relationship
between transportation and foreign trade in Mobile, both
programs were structured so that the majors in cne
specialization could take courses in the other.

As with most programs, the initial growth of the inter-
national business specialization was slow. In our

search for additional students, we encountered a pold
mine -- language majors. A minor in international busi-
ness was designed to include all of our international
business courses plus the prereguisites. The idea

proved successful., For the first two years, over 50
percent of the students in the international business
classes were either international studies or language
majors from Arts and Sciences., Ancther source of stu-
dents was the principles of marketing course required of
all business majors. When the international marketing
chapter was to be covered, the professor of international
business came in to give the lectures. The importance of
knowing something about foreign business practices es-
pecially in a port city such as Hobile was emphasized.
This tactic worked, and more students were recruited,

In 1976, the College of Business and Management Studies
was accredited by AACSB at the undergraduate level. At
that time the dean and the faculty were acutely aware of
the AACSE standard. Although we offered various courses
in international business, the great majority of busi-
ness students were being graduated without having taken
even one of them. We knew that there was little, if
any, class discussion of the international aspects of
any of the business functions. l!ost of the faculty mem-
bers were unprepared, and few of the basic textbooks
were adequate,

After various discussions with the chairman of the mar-
ket Ing and transportation department, the dean appointed
a committee consisting of three professors with interna-
tional experience. They were to examine the two alter-
natives of (1} requiring an international business
course of 21l business majors, and (2) Internationali-
zing the entry level courses of the functional areas.
After examining the available textbooks and the capabi--
lities of the faculty, the committee decision wag unani-
meus:  all business majors should be required to take
the entryv level course, internaticnai business.

When this recommendation was presented to the college
curricelum committee, both the internaticnal business

committee chairman and the dean appeared to urge that
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it be accepred, The metion pessed.  The propossl now had
to be presented te the faculty.

Those who were in favor of rvequiring international busi-
ness of all business students realized that there was
considerable opposition on the part of same faculty mem-
bers to adding any required courses, and thus it was de—
cided to postpone faculty vote. During this interim,

two faculty members, one of whom was from a department
that had demonstrated little interest in the Internation-
al area, were sent to AACSB-sponsored internationmal work-
sheps, The funds to defray the cost of the trips were
obtained from a small U.5. Department of Education grant
ziven to the University for the purpose of curriculvm in-
ternationalization on a campus-wide basis.

When the proposal to require internaticnal business of
all business students was brought before the faculty,
both professors who had attended the workshops spoke out
strongly in its favor, The dean and others, sensinz a
concern among some of the faculty that a department was
about to have ancther required course, pointed out that
the international business courses covers material from
all functional areas and that members from all depart-
ments would have an opportunity to teach it. Faculty
members were also reminded that we were not only fulfil-
ling AACSB requirement, but that we were also better
preparing our graduates for emplovment, The propesal
was approved and became effective September, 1980,

The necessity to incresse the sections of international
business from the present two to seven or eight annually
will not be immediate because of a grandfather clause in
our catalog. Only incoming freshmen and transfer stu-
dents will be affected in the coming academic year. To
help man the additicnal sections, we have received ap-
proval from the Fulbright Committee to bring in a foreign
businessman for a year. We are confident that he, the
two professors who attended the workshop, and the faculty
who now teach in the international business area will be
able to staff the course. Two yvears later when all busi-
ness majors will be taking the course, we shall need
ancther internatiomal business professor.

The international business course has been well teceived
both by the students and the business community. As a
result of this publicity, our graduate students re-
quired that we offer International Business in cur MBA
program. Approximately forty students now take the gra-
duate course wnich is cffered once a vear.
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BUSINESS STUDENTS LOOK HARD AT ADVERTISING AND MARKETING

Linda J. Rawls, Bradford C. Griffin, Stephen E. Pomeroy*
Richard F. Belrramini, Arizona State University, Tempe

ABSTRACT

The attitudes of business students versus non~business
students toward advertising and marketing are compared.
Results are discussed in terms of both the institutions of
advertising and marketing, and their instruments.

INTRODUCTION

Advertising and marketing have encountered many criticisms
in past decades including, for example, "Advertising cre-
ates demand and persuades people to buy preoducts that they
do not need.” Such critleisms have often evoked negative
attitudes among the general public. However, in other in-
stances the publie's outlock toward advertising and mar-—
keting may be improving, attributable in part te increas-
ing regulatory measures {e.g., FTC substantiation pro-
gram) and businesses becoming generally more sensitive to
COnsuUmMers.

Undoubtedly, an important group of consumers I1s students,
for the future decision-making responsibilities of the
country will be Inherited by them. The attitudes of busi-
ness students are especially important, because future ad-
vertising and marketlng decisions will be their responsi-
bility. While some work has been reported in the area of
college student attitudes toward advertising and marketing,
very limited work has specifically focused on the atti-
tudes of business students.

BACKGROUND

Advertising and marketing practices are being challenged
today, not only in the name of the consumer, but by the
consumer directly. Consumer advocacy has grown te such a
powerful magnitude that politicians have responded with
legislation aimed at curbing deceptive practices. With
the growing number of consumer advocates, businesses can-
not afford to dismiss these attacks with the idea that
they will pass.

Although businesses seem to have adopted the marketing
concept {i.e., need satisfaction) the public still gues-
tions whether businesses' own interests are congruent with
rhe interests of the consumer. In a survey of 785 house-
holds, Barksdale and Darden {1977} found many consumers
believed that manufacturers rypically evade responsibility
ro the consumer and concentrate only on profit maximiza-
tion. Further dissatisfactions were realized when a ma-
jority of respondents expressed a desire for minimal qual-
ity standards to be set on similar products. They also
expressed a desire to regulate sales and marketing acrivi-
ties. It appears that the public's image of advertising
and marketing has been one of dissatisfaction.

Businesses are for the most part aware of the public's
negative artitude. A survey of Harvard Business Review
subscribers (Greyser 1971) found strong feelings concern-—
ing the enforcement of an advertising code of ethics.
These business prefessionals felt that the public's image
of advertising had become Increasingly negative. However,
these same executives felt theyv had become more sensitive
to consumers., Further, Grevser and Diamond (1974) re-
vealed that a majority of business executives accepted
consumerism as a positive force in the market place.
it seems that the public's dissatisfaction has heen recog—
nized by those in business and a change might be on the way.

Thus,

51

The attitudes of students toward advertising and marketing
seem to parallel those of the general public. Not only
are a large proportion of students dissatisfied with the
practices of advertising and marketing, but these negative
attitudes have In some instances steered students away
from business careers. In a survey of students at a pri-
vate liberal arts college for men, Laurie (1966) reported
many academically superior students steered away from ca-
reers in business. Laurie concluded that the most signif-
icant reason for students not selecting business carcers
dealt with the discrepancy between student and business
related values. He also found that faculty failed to
guide students into the business area, and the environment
of a large corporation seemed 'repressive" to many stu-
dents. Interestingly, students with business career in~
tentions possessed mere positive attitudes than chose not
Interested in a business career.

Although little empirical work has been conducted to com-—
pare the attitudes of business with non-business students
toward advertising and marketing, Hawkins and Cocanaugher
(1972) compared each groups' attitudes toward marketing
practices, They found business majors tolerated question-
able marketing practices toc a greater degree than non-
business majors. Additionally, senior business majors
tolerated such practices to a greater degree than junior
business majors. It appears that increased knowledge in
business related activities made students more tolerant of
practices that some consider questionable.

In a study conducted by Sandage and Leckenby (1980), stu-
dent attitudes toward advertising were traced from 1960 to
1978, Based on their findings, criticisms directed at
advertising exist on twe levels: 1. 1Institution (that
which holds the total advertising process is neither so-
cially nor econcomically justified); and 2. Instrument
(that which is directed against the method of individual
practitioners). They found that students believed, as did
business people in the Greyser study, that advertising can
serve a soccletal and consumer education function. Very
few respondents in the Sandage and Leckenby study repotrted
that advertising (the instituticon) did not contribute as

a function of the economy. However, a majority felt that
advertisements did not accurately represent the product.
Thus, it seems that student criticisms are primarily di-
rected at the Iinstrument of advertising.

In short, the results of the work reviewed concerning ad-
vertising and marketing have revealed somewhat negative
attitudes toward advertising and marketing. However,
there are Indications that things may be changing. HNew
regulations and the growing cencern among businesses may
actually be improving attitudes of the public., Due to the
lack of recent Information, and the fact that business
students are an important segment of the population, the
purpose of this article is to assess the attitudes of stu-
dents in general teoward advertising and marketing, and
then to specifically compare the attitudes of business
versus non-~business majors.

METHODGLOGY
Arizona State University was selected as the sampling
frame for this investigation of student attitudes toward

advertising and marketing because of the diverse demo-

*Marketing students at Arizena State University at the
time this sctudy was conducted.
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praphic characveeristics among 1ts srwents.  Yelungeer
sublects within the nine colleges of the University were
the sample, witich was proportionately bai-
A chi-

represented in
anced te correspond te the size of each college.
squarvd test comparing the number of those sampled from
cach vollege to the population supported the stracified
nle's reliasility in that no sipniticant difference

(p ~ .05) existed between the sample aud the population.

A total of L0OOO self-administered questionnaires were dis-
tributed in classroom contexts during a one-wees perioed.
The arvas inecluded in the questiomnaire encompassed the
degree of kuowledge, general atticudes, and reaction to
various advertising and marketing techriques, as well as
media habits and demegraphics. The confidentiality of re-
sponses was ensured. The data were coded and entered via
the ceomputer facilities at Arizona State University. The
key findings are next discussed.

FINDINGS

Findings of this study are aggregated Intc three areas.
First, overall descriptive statistics are discussed to
provide a general cverview of how respondents answered
(i,e., positive, neutral, negative). Second, a comparison
of business students' versus non-business students’ re-
sponses are discussed. Finally, the institution/instru-
ment guestion is discussed to assess 1f attitudes concern-
ing the "institutions" of advertising and marketing differ
from atcitudes concerning their "instruments.'" As noted
earlier, the criticisms of the institution hold that the
rotal advertising or marketing process is neither socially
nor economically juscified, and criticisms of the instru-
ment are directed against the methods of individual prac-

titioners.

Table 1 illustrares the proportionate breakdown of re-
sponses to each attitudinal item, as well as the mean
score for each. The median for the Likert-scale items
was 3.0. Mean scores above the median inferred positive
attitudes and mean scores below the median inferred nega-
tive attitudes. However, the questionnaire was designed
te include neutral responses, thus, the need to escablish
a range of neutrality existed. This neutral area was op-
erationalized as twentv-five percent of the total range
centered around the median., The mean scores ranged from
1.9490 to 3.781., Thus, mean scores 3.250 and above repre-—
sented positive attitudes, mean scores between 3.250 and
2,750 represented neutral attitudes and mean scores 2.750
and below represented negative attitudes,

Only four of the 16 items (3, 11, 14, and 17) had mean
scores that reflected overall positive attirudes. There
were six lcems (2, &, 5, 7, B8 and 10) that reflected over-
all neutral attitudes. However, tie remaining six items
(h, 9, 12, L3, 15 and 16) reflected negative attitudes
from the respondents.

The next step in the analvsis was to compare the responses
of business students versus the responses of non-business
students. This was accomplished via statistical t-tests
which indicated the level of sipnificance between each
groups’ responses. Significant differences (p < .05) were
found to exist between groups in 10 of the 16 iftems. In
cvery case where a significant difference was found, busi-
ness students indicated a higher level of positive attitude
than non-business students. Ttems showing no significant
differepce were 4, 9, 11, 12, 16 and 17 {see Table 2).

At tais point in tie analysis, it appeared that student
dattitudes concerning advertising and marketing were subject
to wieLher the item was Iinstitution- or instrument-relatzed.
In an attempt to investigate these differences, it was
necessary to uperationalive the ftems used in the evalua-
tion of attitudes toward the Institutions and Instrublents
of advertising und marketing. larketing's Institution was
represcnted by ftewm 11; marketiong's instruments by item 7.
sented by item la; its

Advertising's institotion was repre
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insrruments wera roepresentad by ftems 6oand (5,

The analysts began by examinicg the institution and in-
strumeitts of markeilog., ltem 7 ("Businesses confuse con-
sumers by offering too many products that do the same
thing') was intended te reflect attitudes toward marketing's
instruments, and item 11 ("Kon=-profit organizatioas can
benefivt from marketing activiries') was intended to reflect
attitudes toward the ifnstituction eof marketing. The pattern
of responses to these two items were cach crosstabulatued
agalnst ltem 2, which identified the purposc of marketing.
Only those respondents who were aware of marketing's pur-
pose were considered in taese <rosstabulatiovns. Of the

651 respondents that either "agreed" or "strongly agreed"
with the purpcse of marketing, a significantly greater

(p < .05) proportion held negative attitudes {(43.6%) ver-
sus those with either neutral (2%.4%) or positive (32.0%)}
attirtudes concerning the marketing instrument.

When item 11 (marketing institution} was crosstabulated
against item 2 {the purpose of marketing)}, results indi-
cating positive attitudes were uncovered. Of those who
"agreed" or "strongly agreed" with the purpose of market-
ing, over 76 percent had positive attitudes concerning
marketing's role in non-profic organizations. 1In this
case, the number of positive attitudes was greater {p < .03)
than either the number of neutral or negative attitudes.
These results show that many of the students with knowl-
edge of the purpose of marketing held negative attitudes
toward marketing's instruments; vet, many of these same
students held positive attitudes concerning the institution
of marketing.

The next step in the analysis was to examine attitudes
toward the institutiecn and inmstruments of advertising. In
this case, item 17 (''Individuals put more trust in adver-
tised products than unadvercised products™) was crosstab-—
ulated against various instrument items (b and 15) along
with an institution item {(1l4). This was done to ascertain
if students responded in a positive manner to one type of
item and then responded in a negative manner to the other
(institution/instrument).

Because of their content, item & ("Advertising persuades
people to buy products they den't really need") and item
15 ("Advercisements are used to manipulate the consumer'),
were selected as the most representative of attitudes to-
ward the advertising instrument. The results pathered
from compaging each of these items to item 17 were very
similar (X~ = 2.23; alpha = .05)., 1In the first case (item
b against item 17), 49.2% held positive attitudes concern-
ing the institution of advertising but also held negative
attitudes concerning the instruments of advertising. The
second crosstabulation (ditem 15 against item 17) vielded
51.0% with positive institution attitudes, but negative
instrument atticudes.

However, when ltem 15 (Vadvertising is valuable to the
consumer"}, an institution item, wias crosstabulated against
item 17, the greatest number of respondents (40,8%) held
positive attitudes toward both items. As was the case with
marketing, it appears that students held significantly

{p < .03) more positive attitudes toward advertisiog's
institutien chan they do toward advertising's instruments.

CONCLUSTONS

Based on the findings, it appears that business students’
attitudes differ from nen-business studentsy and on the
whole, attitudes toward advertising and marketing are still
relatively nepative amonpy students.  In every case where
significant differences resulted, business students indi-
cated a higher level of pesitive attitudes than nen-busi-
ness students.  Thus, it appears that business students'
artitudes not only differ from non-business students, but
their atritudes are more faverable toward advertising and
marketing. Tois conclusion seems consistent with the
findings of Hawkins and Cocanaugher (1972}, who found that
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business students acceptoed questiopzble marketing practices
Lo a vreater degree than non-business students.

A preater proportion of items reflected negative attitudes;
thus, it appears leogical te conclude that overall attitudes
However, in comparison to the findings
of Barksdale and Darden {19¥2), it seems rhat attitudes are
perhaps somewhat less negative. The content of item 10
(the social respaonsibility of businuss) seemed to compare
mest specifically te the content of the Barksdale and
Darden study. While Barksdale and Darden revealed primar-
ily negative findings, item 10 in the current study re-
flocted an overall neutral attitude (mean score 2,981,

are stlll negative.

Laurie ¢1966) reported that attitudes were negative and
many students steered away from business careers because
of a discrepancy between student and business-related val-
ues. However, enrollment in business colleges have shown
a noticeable increase. For example, Arizona State Univer-
sity's College of Business Administration has grown from
175 of the University's total enrcllment in 1968 to 30% in
1981. Evidently students are choosing business careers,
but results from this study show that attitudes are still
negative overall. It appears that the reascn may not be
because of the discrepancy between student and business-
related values,.
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Perhaps, the reason can bu Lraced tu the ingtrument/insci-
tution question. As Sandage aod Leckenhy (1951) noted, the
criticism of the ilastruments of advertising were much more
negative than of the institution. This study uncovered
similar results. Items pertalning to advertising and mar-
keting instruments yielded mere negative results than irems
pertaining to their institutions., It is concelvable that
students' negative attitudes arc duc to greater exposure to
the instruments of udvertising and marketing.

The implicaticns of these findings indicate that the pri-
mary area for improvement by businesses and educarors isg

in the instruments of advertising and marketing. They both
need image building. Perhaps this can be achieved through
various social marketing proprams aimed specifically at
curbing negative attitudes. As noted earlier, students are
an important consumer segment. According to the findings
of this study, the attitudes of students toward advertising
and marketing are relatively negative. Although in most
cases, the attitudes of business students toward adver-
tisdng and marketing were significantly more positive than
those of non-business students, their attirudes were still
basically somewhat negative. It would behoove businesses
and educators to improve upen the images of advertising

and marketing in the minds of students, especially busi-
ness students, as they will assume the responsibilities of
advertising and marketing in the furure.

TABLE 1

PERCENTAGE STATISTICS

Please indicate the amount of Agreement/Disagreement

2, The principle purpouse of advertising is to provide
the consumer with the needed information to make a
logical decisicn,

3. The principle purpose of marketing is to identify
consumer wants and needs, and to provide products
to satisfy these wants and needs.

4. Advertising influences college students less than
cther people.

5. Over the past few years, the informative nature of
advertising has improved.

6. Advertising persuades people to buy things they don't
really need.

7. Businesses confuse consumers by offering too many
products that do the same thing.

8. Comparing two or more products in an advertisement
alds the consumer in making sound decisions.

9, When products are compared in an advertisement, the
competitor's products are shown in an inferior manner.

10. American businesses have recently shown a mere
socially responsible attitude toward consumers.

1li. Non-profit organizations (medical foundations, churches
ete.) can benefit from marketing activities, such as
advertising and marketing research.

12. Higher prices result from advertising,

13, Advertisements contain adequate information about
products,

14. Advertising is valuable to the consumer.

15. Advertisements are used to manipulate the consumer.

i6. Consumers need to be prutected from advertisers by
regulatory measures,

17. Individuals put more trust in advertised products
than unadvertised products.

Tn items 4, 6, 7, 9, 12, 15 and 16 In items 2, 3,

= 1 =

1

5

Strongly Agree
Strongly Disagree

= 5 = Strongly Ag

ree
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Strongly Strangly Mean
Agree Agree Neutral Disagree Disagree Score
71.0% 29.3% 16.6% 33.8% 13.4% 2.828
18.5 50.1 13.7 13.8 3.2 3.676
4.8 19.8 22.90 42,9 10.5 3.346
7.9 38.7 19.3 24.8 8.4 3.138
23.3 48.0 15.1 11.6 1.9 2.208
13.9 34.0 24.2 23.9 3.9 2.699
5.5 26.0 24,2 34.9 8.7 2.853
27.5 33.7 11.2 5.6 1.4 1.9%0
5.8 34.0 25.9 25.1 i0.2 2.981
r
22.0 50.8 14.13 8.5 4.3 3.781
23.2 41,9 17.0 14.5 3.4 2.330
.09 13.3 24.8 45.8 15.0 2,394
8,5 49.4 27.2 10.5 4.5 3,408
21.3 51.0 17.5 7.8 1.4 2.161
26,7 43.7 13.2 10.5 5.9 2.250
15.0 52.3 16.3 13.3 3.0 3.631
5, 8, 10, 11, 13, 14 and 17 N = 943

Strongly Disagree
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TABLE 2

STATISTICAL COMPARISON OF ATTITUDES
BUSINESS VERSUS NON-BUSINESS STUDENTS

ITEM BEUSINESS STUDENTS NON-BUSINESS STUDENTS
tean Std. Dev. Nean Std. Dev. t-scores
2 2.99 1.08 2,75 1.24 2.96%
3 3.93 0.92 3.54 1.06 5. 60%
4 3.32 1.06 3.37 1.06 0.66
3 3.35 1.03 3.04 1.16 4.03%
6 2,40 0.97 2.10 0.98 b4o45%
7 3.02 1.04 2.52 1.34 5.86%
8 2.98 1.05 2.79 1.09 2.38%
g 2.00 0.83 1.98 0.90 0.33
10 3.39 1.01 2.83 1.0/ 7.74%
11 3.79 1.15 3.78 0.94 0.14
12 2.28 1.06 2.35 1.10 0.94
13 2.53 0.90 2.32 0.93 3.32%
14 3.66 C.83 3.38 0.98 4.,37%
15 2.33 0.89 2.08 0.90 4.07%
16 2.35 1.18 2.21 1.11 1.79
17 3.57 0.97 3.66 1.00 1.33
*p < .05
REFERENCES
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Marketing, (October), 28-35, keting Educatlon," Journal cof Marketing, (April), 61-64.
Greyser, Stephen A. (1966), "Businessmen Look Hard at Ad- Laurie, J. W. (1966), "Attitudes Toward Business as a Func-
vertising," Harvard Business Review, (May-June), 18-26, tion of Student (Quality and Career Intentions,™ Fersonnel
157-165. and Guidance Journal, {May)}, 46, 903-908.
Greyser, Stephen A. and Steven L. Diamond (1974), ''Business Sandage, Carl H. and John Leckepby (1980}, "Student Atti-
is Adapting to Consumerism,' Harvard Business Review, tudes Toward Advertising: Institution Versus Inscrument,’
(September), 38-5Z. Journal of Adverrising, (March), 29-32.
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A CONTENT ANALYSTS OF DISCLAIMERS IN CHILDREN'S TELEVISION ADVERTISING

Bruce L. Stern, Portland State University
Robert R. Harmon, Portland State University
Elaine Gunter, Portland State University

ABSTRACT

This study was designed to update, clarify and expand an
earlier plece of research which investigated the role of
televised disclaimers in children's advertising. The cur-
rent study examines the incidence, form, positioning, lan-
guage level and variance by preduct category of a sample of
nearly 1,000 advertisements televised during children's
programs.

INTROPUCTION

Over the past decade, concern about advertising to children
has been on the increase. In the early 1970's, studies of
television programming and how it affects children were
initially conducted. These studies generated a great deal
of information and raised our consclcusness about potential
effects on very young audiences, Many of the study results
reinforeed concerns about the vulnerabillity of children to
promotienal suggestion and their lack of cognitive ability
to reject false situations or discern between products as
portrayed on screen and products as they perform and exist
in "real-life."

Another reason for concern exists because children spend a
large amount of time watching television. One study found
that American children between the ages of 4 and 12 watch
an average of 24 hours of television per week (Broadcasting
1976). Not all of the commercials that children wateh ad-
vertise child-oriented products; in fact, approximately 40%
of the amount was spent watching programs produced for
adults, B3tudies have shown, however, that younger children
pay more attention to commercials broadecast during chil-
dren's programming than do older children (age 9-10) who
paid more attention to commercials during prime time view-
ing (Ward, Levinscn and Wackman 1971}. Apparently commer-
cials broadeast during children's programming are designed
to capture the younger child's attention by the use of car-
toon characters, music, subjective camera angles and edit-
ing.

It was with these advertising practices in mind that the
National Assoclation of Broadeasters (NAB) and the National
Advertising Division of the Better Business Bureau (NAD}
developed codes for children's advertising with sectlons
which state the need for "positive disclosures®™ or "dis-
claimers™ to be broadcast within an ad. These voluntary
codes, coupled with FTC cases and court interpretations on
decepticn in advertising, have caused the use of disclaim-
ers in children's advertising to become very common, espe-
etally in certain product categories.

A BRIEF REVIEW OF RELATED LITERATURE

A number of studies have been conducted to determine the
effects of television and television advertising on child
audiences. Fewer studies have looked specifically at the
impact of disclaimers in negating misleading or deceptive
impressions gained when viewing the ad. Barcus (1975) per-
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formed a content analysis of children's weekend televiasiop
commerclals in 1975 and found that 229 of the commercials
had an audio disclaimer, 11% had a visual disclaimer and
only 8% had both an audio and visual disclaimer. A study
by Atkin (1975) found that the least used disclaimer format
(both audio and visual) was the most effective presentation
in order to correct a misleading impression in the ad.

Liebert et al. (1977) found that the current terminology
level used in advertising to children renders them somewhat
ineffective in helping the child correct a misleading im-
pression formed by watching an advertisement. They also
found that using a modified form of the disclaimer, such as
"you have to put it together,” instead of "some assembly
required,” was understood much more often. They alsc found
that 10-year-olds were more than twice as likely to under.
stand the disclaimer "partial assembly required"™ than 5-
year-olds, This indicates the maturity level found with
age helps to ilncrease the effectiveness of disclaimers aa
presently worded.

In another study, Stern and Resnik (1978} found that dis~-
eclaimers as presently worded do not correct the mispercep-
tion caused by the visual impression formed by a commer-~
ecial. Children ages 3 to 6 were not able to understand a
disclaimer whose purpose was to correct a misleading im-
pression created by the visual impact of the commercial.

Studies have also shown that a child's vulnerability to
advertising is an inverse relationship with age. Since
experience and maturity increase with age, it is reasonable
to expect older children to hetter understand commercials
and be less receptive to product claims. A study conducted
by Rossiter and Robertson (1974) found maturity level of be’
the most significant factor in a child's abillity to assess
advertisements.

The use of audio and visual disclaimers are instituted on a
voluntary basls by advertisers to correct the peossibility
of misperceptions in their ads and to protect them from
posaible charges of deception.

Purpose of the Study

This study will attempt to analyze several factors related
to diseclaimers appearing in ads during children's program-
ming. Where possible, compariscns will be made with the
Barcus (1975) study, although statistical comparisons will
not occur since the two samples are quite dissimiliar in
configuration. This decision not to statistically compare
the results of the two studies stems from the basic dif-
ference between Barcus' data base {weekend only) and this
expanded sample {weekday and weekend}. To verify the dif-
ference between weekend and weekday ads as they relate to
disclaimers, a chi-square was run (see Table 1} on the
current data whick proved significant at p « .005.




TABLE 1
COMPARISON OF WEEKDAY AND WEEKEND TV ADS
ON THE BASIS OF THEIR DISCLAIMER STATUS

Weekday Weekend
Contains a
Disclaimer 80 290
Does Not
Contain a 183 423
Disclaimer
|

x2?= 8.58, 1 af, p. < .005

This shows that weekpart and disclaimer status are sign-
ficantly related, Given that as the case, comparisons be=-
tween the two studies would be like comparing apples and

oranges.

No one has sought tc determine if any changes have been
made since Barcus® (1975) studiea, The authors felt a need
to update and more deeply investigate the area of diaclaim-
ers and so this study was conducted to research the role,
incidence and characteristics of disclaimers in children's
television advertising. This study looked at weekday as
well as weekend commercials and incorporated a much larger
sample base (976 commercialz) than any other related con-
tent study has heretofore undertaken.

METHOD

A disclaimer is defined as a statement or disclosure made
with the purpose of clarifying or qualifying misleading or
deceptive statements made within an advertisement. Common
examples of disclaimers include: "Meach sold separately,™
"part of this nutritious breakfast," and "some assembly
required.”

Program Selection

Videotape recordings were made of major network programming
(ABC, €BS, NBC) during a six-week period during January-
February, 1980. Twc weeks of children's programming were
taped for each network on a randomly-rotating basis. Each
children's program for the specific week and selected net-
work was taped for later analysis. The videcotapes of the
programming included the commercial advertisements, network
program announcements and public service announcements,
This analysis did not conaider network program announce-
ments as commercials; therefore, they were not analyzed.

Analysais of Commerclals

The videotapes of the programming (63 hours total) were
viewed by an observer who studled each of the commercials
and analyzed them according to criteria established by the
authors. Each commerclal was categorized by product cate-
gory, after which a determination was made as to whether
the commercial included a disclaimer. If the commercial
did not contain a disclaimer, the assistant timed the
length of the commercial, noted the time of day, whether it
was weekday or weekend programming, and recorded which net-
work broadcaat it, If a commercial used a diaclaimer, a
determination was made as tc its form - whether audio,
visual or both audio and visual, The "hoth" category only
oceurred 1f the same message was shown and spoken at the
same time. If a different verbal message was spoken at the
same time a different visual message showed on the screen,
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it was counted as two separate disclaimers. Other infor-
mation about the diseclaimer which were recorded include
actual length of the disciaimer in seconds; position of the
disclaimer within the ad according to beginning, middle or
end; and the terminology level used, whether adult or
child. Additiomally, the actual terminclogy of the dis-
claimer was written out for each disclaimer, and due to
common phraseology of many responses, it was possible to
group like phrases into several categories. In total, of
the £3 hours of programming, there were 976 commercials
taped and analyzed for the evidence of disclaimer content.
Because the nature of the information to be analyzed was of
a factual rather than a judgmental nature, only cne obser-
ver was utilized, and therefore no reliability measures are
offered.

RESULTS

Incidence

Of the 976 commercials analyzed, 367 contained a disclaimer
{some commercials contained more than one disclaimer},
Table 2 details this finding:

TABLE 2
INCIDENCE OF DISCLAIMERS IN COMMERCIALS

Number of Percent
Responses of Total
No Disclaimer ‘ 609 62.4%
Disclaimer for Product 350 35.9
Disclaimer for Premium 12 1.2
Disclaimer for Both _5 5
TOTAL 976 -100.0%

,Over one-third of all commercials contained a disclaimer.
Most were disclaimera for a produet, while only 1.2% were
for a premium offering and only .5% utilized a disclaimer
for both product and premium. This corresponds with the
low Incidence of premium offers in the commercials. The
Barcus (1975) study found that 41% of his weekend sample
contained disclaimers and that 47% of the cereals product
category utilized premium offers and that of the total com-
mercial announcements studied, 17% utilized premiums. The
large difference between the two studies could be attri-
buted to varying definitions of premiums. Any minor dif-
‘fererences, however, could not account for that great a
difference. It mway be possible that the incidence of pre-
mium offers ia cyclical or seasonal and may be affected on
a regional basia. No definite answers, however, are forth-
coming from the data cbtained in this study.

Form

The next aspect of disclaimers analyzed was the form of the
disclaimer, whether audio, wisual or both audic and visual.
Table 3 details the responses:




TABLE 3
FORM OF DISCLAIMERS
Percent
Number of of Total Percent of
Responses Disclaimers Total Ads
Audic 222 60.5% 22.7%
Yisual 111 30.2 11.4
Audio and Visual 34 9,3 3.4
TOTAL 367 200.0%

Of the total number of commercials with dlsclaimers pre-
sent, 60.5% employed an audio form of diselaimer. They
were more than twice as frequent as the visual disclaimer
(30.2%) and it is interesting to note that only 9.3% of the
commercials using disclaimers utlilized both audio and vi-
sual format, the format deemed moat effective in producing
understanding. These results offer some similiarities to
the Barcus (1975) results. The proportion of audic only
and visual only disclaimers in the entire sample of ads
were nearly identical to the Barcus figures. The propor-
tion of ads containing a combination audio-visual diseclaim-
er was much higher in the Barcus study (8% of the total
sample) in comparison with the current figure representing
3.4% of all ads sampled. Therefore, the combined audio-
vigual mode of disclaimer communication is being used less
now, eight yeara after it was determined to be the most ef-
fective in producing understanding in children (Atkin
1975).

Position of Disclaimer

An overwhelming number of disclaimers (61.6%) appeared at
the end of the commercial. The remaining disclaimers ap-
peared in the middle of the ad (22.1%) and at the beginning
(16.3%). These findings {see Table Y4} would appear to be
consistent with the primacy-recency literature which recom-
mends that later placement would bring about greater recall
and learning.

TABLE &
POSITION OF DISCLAIMER IN AD

Number of Percent

Responses of Total

Beginning 60 16.3%
Middle 81 22.1
End 226 61.6
TOTAL 367 100.0%

Length and Language of Disclaimers

The overwhelming majority of disclaimers were 2-3 seconds
in length (83.6%) and were contained in mostly 30-second
commercials. In this study, 100% of the disclaimers used
adult language. Not one disclaimer was presented in lan-
guage that most young children could understand. As
pointed out in Liebert et al. (1977), a greater percentage
of older children (over 8 years of age) can understand the
adult terminology. Younger audiences, however, are vulner-
able; therefore, disclaimers using adult language have not
gserved thelr intended purpose of facilitating understand-
ing.
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Product Categories Using Disclaimers

The information in Table § supports the hypothesis that
breakfast foods and toys make heavy use of disclaimers,
however, confectionary products were found not te use dis-
claimers. The proportion of confectionary ads in the total
sample 1s much smaller than in Barcus' (1975) study, while
the incidence of breakfast ads is much more prominent now
than in the past. It is interesting that 81.7% of the com-
mercials using disclaimers were in the breakfast products

TABLE 5
PRODUCT CATEGORY USING DISCLAIMERS

% of
Product No Category
Category Disclaimer | Disclaimer | Using

Disclaimers
Public service 162 0 0%
Toys 4 61 58.1
Confectionary 114 0 8]
Breakfast 39 300 88.5
Health care u8 o} 0
Clothing 9 o 0
Restaurant 50 6 10.7
Soft drinks 3 0 0
COther foods 34 o] 0
Cther loé _0 g

TOTAL 609 367 100.0

category, indicating the need to correct the impression
given to children that the cereal products are sufficiently
nutritious by themaelves. They made use of disclaimers
such as "part of this nutritious breakfast," "part of a
complete breakfast," and "fortified with 10 essential vita-
mins and minerals," to correct the impression that cereal
alone was a sufficlent and nutritious breakfast. 58% of
the toy commercials made use of a specific category of
disclaimer. "Sold separately" was the disclaimer response
oceurring in 98.4% of the commercials for toys. None of
the toy commercials contained disclaimers designed to coun-
teract misleading impressions formed by watching the toy
operate in the best possible environment. The most common
overall disclaimer phraseology was "part of this nutritious
breakfast," followed by "fortified with 8/10 essential vi-
tamins and minerals™ and "sold separately." These three
responses represented 89.1% of the total disclaimers (see
Table 6).

TABLE 6
ACTUAL TERMINOLOGY USED IN DISCLAIMERS

Number of Percent
Responses of Total
Part of this 115 39.5%
nutritious breakfast
Fortified with 8/10 122 33.2
vitamins/minerals
Sold separately 60 16.4
Papt of this complete breakfast 19 5.2
Brushes not included 13 3.5
Others _8 2.2
TOTAL 367 160.0%
— E——
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SUMMARY AND CONCLUSIONS

A synopsis of this study's highlights reflect several find-
ings in the area of disclaimers. It was found that dis-
claimers appear in just over one-third of all children's
commercials. The preakfast products category constitutes
the major user of disclaimers, with toy products a diatant
second. Regarding the disclaimer itself, all of the sample
utilized adult terminology in a time frame of 2-3 seconds.
The majority of disclaimers are inserted at the end of a
commercial and geccur in an audio fermat. The greatest con-
centration of commerclals was found in weekend programming
which contained a heavy concentration of breakfast and toy
commercials. Finally, it was discovered that there are
only a2 few basie groups of similarly worded disclaimers
that can be differentiated according to product category.

Implicaticns

From an evaluative standpoint, it appears that advertisers
are still missing the boat by using disclaimers with adult
language that is less apt to be understood, and by using
asub-optimal (audic only or visual only) modes of communi-
cation to convey the message. Are disclaimers, then, used
to fulfill their primary purpose of reducing misleading
impreasions or, in fact, are advertisers using them to
satisfy industry and government pressures? Whichever the
motivation, it is entirely conceivable that the presence of
disclaimers can make children vulnerable to advertising

influence,

The use of a disclaimer itself suggests that some aspect

of an ad is ineconsistent and/or needs qualification, Where
this phenomenon oeccurs, ads might be considered misleading
when disclaimers are absent., When disclaimers are present
and use difficult te understand {adult) language and sub-
optimal {(audio or video only) formats, the full meaning of
the message could produce even higher levels of mispercep-
tion or confusion by the child viewer., Given the empirical
evidence supporting the language level and format of the
disclaimers which were used, it is safe to say that the
advertiser is capable of making attempts. Children are
even more wvulnerable to their influence. Clearly, this
would imply that the use of disclaimers benefits adver-
tisers more than the needs of the child-oriented viewing
audience.
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ABSTRACT

COMPARATIVE ADVERTISING:

AN INVESTIGATION OF ITS INFORMATIONAL DIMENSIONS

Robert R. Harmon, Portland State University
Nabil Y. Razzouk, Califernia State University, San Bernadino
Bruce L. Stern, Portland State University

INTRCDUCTIONR

In the last ten yeara, there has been an increasing inter-
est in the impact of comparative advertising. This devel-
opment is a direct result of the 1972 FTC pronouncement
that encouraged advertisers to name thelr competitors rath-
er than refer to them as "Brand X." The purpose of the FIC
statement was to enable the consumer to recelve more infor-
mation in order to make a more informed cholce between com-
peting products.

The issue addressed in this paper 1s whether or not compa-
rative magazine advertisements are more informative than
noncomparative advertisements, An ad is informative if it
provides cues which enable z consumer to make a more in-
telligent purchase decision after exposure to the ad than
before seeing it. Although the incidence of comparative
advertising has been increasing, little has been done to
assess the informativeness of its content. Previcus re=-
search has focused on the informativeness of advertising in
general and not on the informativeness of comparative vs.
noncomparative ads.

METHOD

Thia study used a classification system based on 15 criter-
ia that represented categories of advertising informaticn
potentially of use to consumers. The 15 categories were:
(1) Independent Research, (2) Company Research, (3) New
Ideas, {4) Price, (5) Quality, {6) Performance, (7) Compo-
nents/Contents, (B) Availability, {(9) Special Offers, {(10)
Taste, (11) Nutrition, (12) Packaging or Shape, (13) Guar-
antees/Warranties, (1Y) Safety and (15) Energy (Resnik and
Stern 1977).

Data for the study were generated from Ladies Home Journal,
Newsweek, Esquire and Reader's Digest. These magazines are
nationally distributed with varied editorial appeal. All

full-page ads in each issue for the year 1980 were included
in the analysis. A total of 2,395 ads were content analyz-

ed. The following research quesations were investigated:

1. Are comparative advertisements more informative than
noncomparative advertisementa?

2. What is the nature of the information content in com-
parative ads?

3. Does the number of products compared influence the
degree of informativenesa of comparative advertise-
ments?

4. Which product groups have the greatest numbers of in-

formatlive comparative advertisements?

RESULTS

The results of the study strongly indicated that compara-
tive magazine ads are more informative than their noncom-
parative counterparts. 90.7 percent of the comparative ads
contained at least one information cue. Only 59.7 percent
of the noncomparative ads had at least cne information cue.
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The nature of the information cues found in comparative ads
related to primary product attributes or research-based
Justification of elaima. Product performance accounted for
23.5 percent of the comparative information cues. Cues
concerning company research (20.3%), components or contents
(19.9%), independent research (12.2%), quality (10.6%) and
price (5.8%) were also important.

The comparison of two products is the most common format
for comparative ads. 81.8 percent of the comparative ads
were of thia type. There was a tendency for ads that com-
pared more than two produets to be considered as more in-
formative than ads that compared just two products. The
number of informatlon cues present was greater in these
cases.

Medicine and durable products had the highest proportion of
ads that were both comparative and informative. Personal
care and laundry and household products had a high propor-
tion of iInformative ads although most of the ads were not
comparative,

CONCLUSICN

The prlmary contribution of this study is the finding that
comparative advertisements are indeed more informative than
noncomparative advertisements., Thias finding supports the
original intent of the FTC when it encouraged comparison in
advertising in order to provide the consumer with more in-
formation to make purchase decisions. This rational ap-
proach to consumer decision making would also be expected
to lead to greater purchase satisfaction.

Information cues concerning product performance, research,
compenents, quality and price were most often streased in
the magazine ads. These categories of information repre-
sent basic areas of interest to the consumer in the pur-
chase declaion. The heavy reliance on research-related
cues 13 indicative of a desire by advertisers to document
their product claims as well as satisfy regulatory require-
ments,

A comparison of two products is the most popular format.
Medicine and durable products had the highest proportiona
of informative comparative ada. Food and drink ads had the
lowesat proportions.

Although this study did demonstrate the superior informa-
tion content of comparative ads, it did not address the im-
portance of the cues or their effectiveness in facilitating
persuasion. Future research might be directed to this is-

Sue.
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ATTITUDINAL SEGHENTATION:
A& NEW PERSPECTIVE ON TRANSPORTATION PLANNING

Daniel J, Brown, Oregon State University, Corvallis
Philip B. Schary, Oregon State University, Corvallis

ABSTRACT

Public participation in tramsportation planning is required
by law. Such input can be obtained through representative
surveys, And the survey data can be used to understand the
preferences of different segments in anticipation of open
meetings. In this paper the preferences of four segments,
environmentalists, tax haters, localists, and bus haters,
are explored as an example.

INTRODUCTION

Public participation has been part of transportation plan—
ning for some time, Experience has revealed both pesitive
and negative aspects, Participation creates a sense of
community involvement and has allowed the people to halt
projects they consider to be onerous; but "public partici-
pation' frequently becomes special interest lobbying and
sometimes results in conflicts among partisan groups which
can paralyze the entire planning process (Cupps 1977).

Both of these problems with public participation stem from
tte fact that the "public" 1s not a single homogeneous
entity with identical needs and preferences., Instead, the
"public” is an amalgam of many different groups, each with
unique demands and requirements. Some groups are repre=-
sented in the public participation arena by partisan advo-
cates. 0ther groups have no voice (Wellman 1977).

Recognizing the diversity in public participation calls for
market segmentation, the process of identifying groups of
people with different desires or requirements. It is
commonly accomplished in the sphere of consumer products
with the aid of geographic, demographic anc psychographic
characteristics, Attitudinal segmentation may be necessary
because attitudes often cut across numerous geographic or
demographic categories (Wellman 1977},

Typically, market segmentation analysis is accomplished
through scientific surveys of the entire population. Sur-
veys nct only enable plamners to identify the needs of
different segments but also to associate the needs empiri-
cally with attitudes and other personal characteristics

which cause needs.

The survey process has two advantages over other methods
of public participation. Carefully designed surveys will
reflect opinions of the population as a whole and not
merely the expressions of highly active special interest
groups. This will insure democratic participation in
transportation planning {(Brown, et al, 1978).,

Surveys can alsc be used as tecols in the resolution of
conflicts among interest groups, In the first place, the
mistake of creating some conflicts can be avoided by
determining beforehand that what appears to he a neutral
ovaerall feeling on the part of the public I8 really an
average of multiple, highly polarized positions. In the
second place some conflicts which do crop up may be medi-
ated by understanding the parties to the debate. Under-
standing their motivations may enable the planner teo work
out compromises of quid pro quo bargains.

AN EXAMPLE OF ATTITUDE SEGMENTATJON

This paper asks the following question: <Can general atci-
tudes be used to identify segments that can be usedty
transportation planrers to define their publics? The

test of this question became possible through analysis

of data from survey conducted for the Oregon Department of
Transportation in the Spring of 1977 by a commercial
regsearch organization. A cluster sampling procedurewas
employed tc ensure representation of major urban areas and
adequate coverage of rural areas. Approximately 800per-
sonal interviews were completed. An extensive question-
naire was used, covering both national and state-wide
transportation igsues. All the questions in the present
analysis utilized a seven-point scale indicating agreement
or disagreement.

Four questions were used to define general attitude
positions, each would be viewed as substantially indepen-—
dent of any specific transportation decisions:
1. I consider myself to be enviromnmentalist. (ENVIRON-
MENTALISTS)
2, 1 would vote against any tax increase. (TAX HATERS)
3. People in the state government in Salem do not under-
stand our local transportation problems. (LOCALISTS)
4. T would not ride a bus even if it were free. {BUS
HATERS)
For all groups but the ENVIRORMENTALISTS, the two extreme
response categories at each end of the seven point attitude
scale were used to define segment positions. Only a re-
sponse Indicating extreme agreement was used to define the
ENVIRONMENTALTST segment. In Oregon, it may be difficult
for people to reject envirommentalism completely.

Responses for members of the three segments were compared
with the remainder of the sample using cross tabulation
and Chi square significance tests. As {f they were voting,
responses were compared on 17 questions indicating whether
or act they felt that the Oregon Department of Transpor-
tation should take a particular action.

Hypotheses were formed a priori on the basis of logical
relationships between the four gemeral attitude positicns
and the 17 more specific questions relating to ODOT activ-
ities. Yo. example, the ENVIRONMENTALISTS should be in
favor of acts of conservation such as the retention of

the 55 mile per hour speed limit., The objective was not
rnerely to discover how ENVIRONMENTALISTS would vote, but
more important, to find out if being in this group would
dictate a different response compared to a non-environ-
nentalist.

RESULTS

A subtantial number of respondents identified themselves
as members of each segment: 199 ENVIRONMENTALISTS, 394
TAX HATERS, 250 LOCALISTS, and 9% BUS HATERS. Since
these segments were not mutually exclusive, they were
cross—tabulated with each other to investigate the pos—
sibility of asscciatlion among segments. There was little
assoclation between membership in one segment and member—
ship in others.

Transportation issues were divided into twe categories:
general transportation issues (TABLE i) and tramsporta-
tion issues within Oregen (TABLE T1).
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Within the general transportation issues, the ENVIRONMEN-
TALIST position was applied to four hypotheses. Three of
these were confirmed, The profile of ENVIRONMENTALIST,

then, describes somecone whe 1is more likely tc support the
55 mile per hour speed limit, more likely to prefer allo-
cating money for buses rather than roads, and more likely
to support high registration fees for gas guzzling cars.

For TAX HATERS, on the other hand, only one of the four
hypothesized relations was confirmed. They were more
Iikely to hold the opposite wiew of the ENVIROMMENTALISTS
on the gas guzrler issues, presumably because they are
cpposed to higher taxes in any form.

There were no a priori hypotheses raised for LOCALISTS but
two hypotheses for BUS HATERS were confirmed. Again in
contrast to the ENVIRONMENTALISTS they were less likely to
approve a higher registration fee for gas guzzlers and mare
likely to prefer spending on roads to buses.

The specific transportation issues presented more opportun-
ity for hypothesis generation. For the ENVIRONMENTALISTS
there were seven hypotheses, five of which were supported
by the data, ENVIRONMENTALISTS were more likely tc feel
that highway funds should be used to finance parks. green-
ways and scenic rivers, less likely to feel that too much
effort was being expended on non-highway projects, more
likely te support bus lanes on a major freeway, more likely
to oppose the building of a freeway, and more likely to
approve of a major conservation project, the Willamette
Greenway.

'For TAX HATERS there were five hypotheses, three of which

were supported, TAX HATERS were less likely to support
the application of highway funds to parks, greenways, and
scenic views, more likely to feel that too much effort was
being expended on nonrcad projects, and less likely to
agree that the State Department of Transportation was
spending tax meney wisely.

For LOCALISTS four hypotheses were supported. This segment
was more likely to agree with statements that too much
highway department effort was being diverted to nonrcad
projects, that the state govermment has been too anxious
to build more roads, that the state govermment spends too
much money in Portland, and that the State DOT does not
spend money wisely.

For BUS HATERS there were two hypotheses, and both were
supported. This segment was more likely to agree with the
statement that too much money was being allocated to buses
instead of road repair and less likely to agree that
speclal bus lanmes are a good idea.

Most of the results are not surprising, They reinforce
basic stereotypes that one might have of the attitude sep-
ments, ENVIRONMENTALISTS were more supportive of all basic
environmental issues. LOCALISTS and TAX HATERS alsp took
predictable stands on most, althcough not all, relevant
issues.

CONCLUSIONS

Given that public participation in transportation planning
is required by law, 1t is important that planners incorpor-
ate such input democratically and effectively. The proper
time to find ocut what the public wants is prior to commit-
ment on specific projects or courses of action, Knowing
ahead of time will allow planners to educate the public,
or at the very least, avoid intractible conflicts, oOf
course, the proper method depends upon a representative
sampling of the public -- not just those who enjfoy atten~
ding public meetings. It also depends upon a representa~
tive weighting of opinions from all segments of the popu-
lation.

e i =1 s AR £ s £ 30 M i

61

ot e L, Y 2 R
st SR e R R

Identifying key segments with different needs and pinicns
is an intriguing problem. This paper investigated tow the
process might develop through applying attitude segmenta-
tion based on survey research. Several potential "extrem—
ist" segments were selected a priori on the basisof

general opinions: ENVIRONMENTALISTS, TAX HATERS, LCCALISTS
and BUS HATERS.

As expected, the study found that these four groups did
represent relatively independent segments of significant
and identifiable proportions, It also found that these
segments held different orientations toward certain
transportation activities.

Although the results of the study are presented asapoto-
type (which cf course would have to be further developed

as a formal process before application to specific deci-
sion situations), several suggestlons can be made. The
first invelves representation. Te understand thesignals
given by the public to the planners about planning options,
planners must recognize the characteristiecs of the segments
of the public holding particular attitudes. They must also
recognize the numerical strength of these segments exis—
ting within the public-at-large. This permits planners te
identify the degree of representation for publicly held
opinion, It also permits them to lean against the opin-
ions expressed at public meetings but which in realitymve
1ittle constituent support.

The second involves the identification of implicit wali-
tions. Coalitions in a political enviromnment are held
together by commonly expressed attitudes and preferences.
These attitudes can be studied as attributes of individuwal
segments of the publiec. The findings then become themsis
for creating combinations of segments, through commonly
held attitudes, This then becomes a foundation for
creating supporting coalitions in a political process,

Closely related iz the third concept, in effect to'bar-
gain" among segments, so that preferences of low priority
within a group are "traded" with preferences of other
groups in order to establish coalitions which would then
advocate the preferences held in common by both groups.

The concept of segmentation in public participationis thus
both a unit of analysis and of action. Most people have
multiple preferences; segmentation based on singular vari-
ables cannot be expected to define their positions conaclu-
sively. However, by the identification of salientatti-
tudes, it permits the initial segregation of major consti-
tuent groups, from which further elaboration may proceed.
Rigorously pursued segmentarion can produce equitable
resentation that normally occurs in public meetings or sol-
selicitation of voluntary opinicn, devices which reflect
the current state of public input mechanisms. Finally, it
provides a conceptual basis for planning strategies in
order to ensure the succeas of projects.
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TABLE 1

RESPONSES TO GENERAL ISSUES INVOLVING TRANSPORTATION ACROSS FOUR ATTITUDINAL SECMENTS

(% indicating agreement)

ENVIRON~- TAX LOCALISTS BUS
MENTALISTS HATERS HATERS
Yes No Yes No Yes No Yes No
1. Putting pecple to work repairing roads is not 14 21 15 15 14 19 26 11%
a good way to increase employment,
2. Trucks do not pay their fair share of what it 43 32 40 41 45  31% 26 42%
costs to build and maintain rcads.
3, The 55 mile per hour speed limit should be 20 40 3 21 36 lo* 33 24
increased to a higher speed,
4, More Federal gas tax money should be returned 97 93 96 91 93 94 -89 95
to Oregon for improving primary and secondary
State roads.
5. Assuming we need additiomal ¢ransportation, 27 49 53 21* 43 23% 62 23%
I would prefer to see more roads than more buses.
6. Cars with poor fuel economy should be charged a 61 30 37 65 47 56 26 57
higher registration fee.
TABLE II
RESPONSES TO SPECIFIC ISSUES INVOLVING TRANSPORTATION ACROSS FOUR ATTITUDINAL SEGMENTS
(% indicating agreement)
7. 1 favor statewide tramsportation planning. 88 59 76 B4 78 B8O 61 7%
8. Local government needs more money for local 80 67 71 87 75 80 73 78
streets.
9, Highway funds should be used to finance things 61 34 46 66 48 52 36 58
like parks, greenways and scenic rivers.
10. I think too much state money is now going to 40 51 56 23 50 33 81 36%
buy buses rather than to repair roads.
11. The Oregon Highway Department expends too much 42 63% 58  36% 62  28% 62 44
effort on projects other than roads and highways.
12. In the past, the people in the state government 69 63% 67 57 65  4B* 59 67
have been too anxicus to build more roads.
13. It was a good ides to cancel the Mount Hood 50 32% 39 48 38 46 29 44
Freeway through Southeast Portland.
14, The Oregon Department of Transportation spends 46 63 59  34% 67 25% 59 48
too much money in Portland and neglects the
remainder of the state.
15. The special car pool and bus lanes called H.0.V,'s 67 44% 35 65 60 62 41 66*
on the Banfield Freeway in Portland are a good
idea,
16. The Oregon Department of Transportation spends 51 26% 28 49 29 62 33 40
our tax money wisely.
17. The Willamette Greenway is a good idea, 84 46% 63 91%* 70 83 69 82
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ABSTRACT

STRATECTC PLANNING FOR RECREATIGN ORGANIZATIONS: AN
APPLICATION OF PRODUCT PORTFOLIO ANALYSIS FOR THE
NONPROFIT ORGANIZATION

K.W, Kendall, €imon Fraser Universitv, Canada
D,J. Brown, Oregon State University

All university and public crganizaticns are experiencing priorities and goals. Product portfelic analvsis was

a need to evalvate their exlstence in severe economic chosen as the key analvtical tool for the analvsis since
times and the university/college recreation organization it does not require many dimensions and can be easilv

ig no exception. Strategic marketing planning is a handled bv the management team, Portfolio analvsis
technique that has been used with much success in a can be used at either the seli-evaluation stage or
business setting to make such critical evaluatlons of the program positicning stage of the strategic marketing
organizations. This paper will demonstrate that this planning process, However, there must be some adjust-
particular business tonl can be applied to a service ments in the application from the traditional business
organization such as a recreation department (as a use, These adjustments and the strategic guidance
3.B.T'.) to better serve its customers, the recreation-— which evolves are discussed in detail with examples.

alists, and help the organization determine its
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ABSTRACT

PUBLIC AFFAIRS DIRECTORS' VIEW OF BUSINESS-MEDIA RELATIONS

Fred J. Evans, California State University, Los Angeles

In significant degree, the role of public affairs depart-
ments in the large corporation is to represent the corpora-
tion to the public. Public Affairs staffs are frequently
in the unenviable position of having to mediate between
senior executive demands that a good corporate "image' be
maintained and an always inquisitive and scmetimes hostile
press,

A primary objective of the public affairs function is to
represent the corporation to the public in as favorable a
light as possible. The assumption is that a favorable
representation will emhance long-term prefit or at least
minimize its ercsion. Because this representation requires
excepticnal ability in written and verbal communication,
the educational background of public affairs staffs tend to
be less in the functional areas of business and management,
and mere in such non-business related areas as the social
sclences, humanities, and journalism. In terms of educa-
tional background, the public affairs director is as likely
to resemble the journalist he communicates with as the
senior executive he works for. The public affairs staff

is in the middle in another sense as well. Unlike most
other functional areas of business, it is extremely dif-
ficult to measure the contribution cf public affairs to
profit. ©Public affairs directors, although in frequent con-
tact with senior management, are seldom considered part of
the "management team.'" And a career in public affairs, while
offering rapid advancement tec middle management, 1s seldom
a path to the top.

The public affairs staff has been characterized as a sort
of "fifth column'" within the corporation, It has been said
that they identify more with the press and academia than
with the corperation that employs them. This raises a se-
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rious potential problem: public affairs staff are emploved
to represent the corporaticn to the public; the question is
do they do this adequately?

Given the intermediary rele of public affairs staff (between
senior management and the press), combined with thelr educ--
tional backgrounds and ambivalent status regarding the
profit concerns of the corporation, we wanted te know i:
there were significant differences of opinion between pub-
lic affairs staff and senior corporate management on issues
related to business and the media.

This study attempts to partially answer this question by
comparing the responses from public affairs staff and chief
executive officers of the nation's largest publically held
corporaticns. Both groups were asked a number of questions
relating to business and the media. The sample was derived
from a mailing conducted between September and December
1982 to 1098 of the Fortume 1000 largest industrial firms
and the 300 largest nonindustrial firms. Respenses
included 206 chief executive cfficers and 236 public
affairs staff.

The findings indicate that with a few qualifications, the
public affairs staff hold views of business and the media
very similar to that of the CEOs. Thus while the educa-
tional and other background characteristics of public
affairs staff combined with their intermediary position in
the firm, would lead cne tc hypothesize that their views
on business and the media might differ from the CEOs, this
does not appear to be the case. This conclusien should

be of some relief to those who are concerned that public
affalrs staff do not adequately represent corporate
interests.
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