.the next step is to dc researck.
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Srercr. Chese, Fr.l.,

Esving taught varicus orel com-unicetion epurses
fror public speaking tc interperscrnal comcuriza-
ticn for ten years I felt confidernt teeshirg my
first seles menagerment course last sermester,
After sll, good sales managers use effective
comrunication techniques. OCne of my course re-
guirermernts is an individusl ten minute sale:s pre-
sentation to the class, Rather than role playing
sellers and buver:z, student pretend that the
entire cliass Is 8 group ¢f buvers, For exazple,
if one is selling chocolete greeting cards, they
are to imegine they are &t a trede show address~
ing & grour of gift shop owners, This hes & lot
of advantages since it renders itself to careful
preparatior and delivery.

4 protliex witk rclie plering buver ard seller i:

nd the particirarnte often feel ccrnirived, o
sddition, the tiyer rgy be uncoccrerz+tive cretsent
or. the due dete, Deoirng individusl presentetions
elievistes ithris frotlern.

Students ere graled 100 points for th

€
presentetion (see Aprerniix A, end 50 pot

¥

outlire of the presenteticrn., In addition, tre

.clase mecbers els: previde writiern ard orel feed-

back immediately folliowins the tal:,
dix E,.

The following five-ster plern ensures maximyn
perticipaticon for everycre.

STZF OR: - SEZLECZT A PRIDUZT COF BEPVICE
Students should select & product or service that
they find interesting. It mey be somethirg that
they use like a consurmer gool such Bs B magazine
sutseription or & service like professionel resure
writing., This first ster is izpertant beceuse

if students are not enthnused, their delivery will
suffer, Enthusiasz elso works as a metivetor
during the preparation phase.

STEF TWC - GATHER MATERIALS

Once the product or service has been selectegd,
Printed materiel
suck as books, newspapers, magszines andé Journals
are avallable at libraries. In additicn, inter-
views with sales representatives which foecus on
the background and benefits of the product or
gervice make another valuable source of informe-
tion. Most products offer consumers & toll-free

hot line, Students can call Informetion at 600-
555-1212 to cbtsir, the telephcrne nurber. Usuelly
sgles representatives are eeger to help. For ex-

ample, one Proctor and Gextle representative sent
tocthpaste sacpies for the entire cless as 8 pro-
rcticon.

]

TATICHAL EFPRAYING AFFRUATE

8TEF THREL - CRGANIZE

Once materials are gethered the next ster is to
organize the presentation. Beginrning with the
mair part is best becsuse it is difficult to in-
trcoduce or conclude B Bpeech if the main points
have not beern esteblished. Most sales presenta-
tions follow a topicel seguence. Items which
should be ecovered in the body include: Back-~
ground (brief history) of the product or service,
facts, buying motives, and objlections with one or
two answers to each.

Some possible ways of beginning the preserntation
include the following appreaches: The introduc-
tory approach, the product aprroach, consumer=-
benefit aprroach, curiosity, shock, the shovmen-
ship eprroack, the questicn epproach, the state-
ments grproach, the survey approack, and the
corrliment approach.

The closing should re-iirect the audiepce's atten-
tion te the benefite of the product or service

and leave & fevorastle impression. BSome ways of
efrectively achieving this sre swmearizing the
mein features, cleosing on a minor pecint, narrovw-
ing the options, asking for the order, "standing
roor only" close, and clesing on an objection,

The fcllowing serves as &an exarple presentation:

How many times have you felt left out of & con~
versatior because you lacked knowledge of current
events? Are you often at & loss for something
significant tc say at a scrciel gathering? If so,
I e Jane Doe of Newsweek mmgazine to help you.

According to Sharen Williams, Cusiomer Service
Representative (1587) Newsweek is owned by the
Wacshinptor, Post, and has been in publication since
1933, The current arnual subscription stands at
3.5 million in the United Ststes and Canada, A
censiderable mmber is purchesed by internstionel
readers,

Facts

The major fact about Newsveek is education - keep-
ing readers informed in the following arees: Na-
tional affairs, business, lifestyles, society,

and the arts (1987).

Netionsl Affeirs: A1l the daily political and
social issues in the United States are covered
extensively by the Magazine., A sizeable section
of internetional affairs is also presented.

Business: Newsweek provides in-depth coverage of
the goings-on ir Wall Street, Tokyo Stock Ex-
charge, Chicago Board of Trede, London Stock Ex-
change ané the entire internetionsl economics
scene. To the business student, Newsweek stands
#s B substitute to the ¥Wall Street Journal and
Businessweek which are dedicated to business. You
have tc be informed as much as possitle on your




ares of interest., Tc be e Doneld Truny, ¥ou geve
tz arr ycurselfl with bvesic evervday facts. £ iot
c? the things ¥ou resl elgevhere &re rnot picke:d
ur ir the classroom. This rpegefine is one cf
thoEEe Bources.

Lifestyle: The magezine elsc goes int
areas &c entertainrernt ani spcriz, Win »
losers, who the hottest stars ere, a&né whet makes
ther tick are disylsyel here weekly,

Society: Man's latest sdvancezent in medicine,
science and techrology are not left out. There
was 8 careflully worked out story ms tc how the
Siamese twins (Jjoineé in the head) were separated
by the most coxplex surgicel procedure performed
in kistory.

What they stand for ani some contiroversies sur-
reunding the Vetican, the PYL and Orel Roberts
are discussed under "Religion."

The piace of medie itself and educatiorn irn sozi-
ety &nd the prospects for improvement ere dealt
with now and ther.

Arts:
books reviews, Thctogrephy ernd pusic,
zine, isrn't it’

Newsweek glsc covers the latest on movies,
Rich caga-

Buying Motives

Education: Life, it Is s2id, is e learning pro-
cese, Man never siops the guest for lesrning.
Trere is alwaye soretking we dorn't kpew Bnd une
less you make the commitrernt tc know, you ernd ur
being ignorant which is &n enormous price to pey.

Arericans in genersl heve little interest in what
is geing on eround ther and ruch less around the
world. Newsweek provides the answer to education
of events, Obteirn e cepy, coxplete it cover to
cover and see what you have beer missing.

On-campus: Newswee:x is one of the very few mega-
zines that has publications for college students,
"On-campus" is designed especially for you. In
this edition, the Weekly detaile life after
graduatior. Some of the features include: How
to know prespeciive employers; how to pass a job
interview, when to change jobs, working with
somecne you don't like, fipancial cereers, Job
prospects, resume service, succeeding ex-students,

Advertisements: Magazipes are good and costeef-
fective media for advertisement. About half the
volume of the megazine is covered by commercimls,
The companies responsitle for these products ba-
sicelly cover the cost ¢f the production of News-
week., They make your subscription less expensive,

Writing Skills: Newsweek is a good source for
becoring a good writer. Engineers are perceived
to freeze up vhen it gets to writing. Some of
You probadbly fall into this categery too. IT
everyone were to be g regular reader, the fear of
writing will be minimized. Thne reperters, colun-
nists and editors are known prefessicnel journel-
ists and writers who pass or their good writing
skills to the readers.

Business: Agairn, the 1 igazine covers business as

extensively ae possible so that it will be to
your acventage tc subscribe and reed.

Orjections

I understand you have objecticns sc let us take
ther. ore &8t e time—-~

Cost: The cost is relatively inexpensive, the
lovest there is. For s regular reader vho picks
up the magezine in a newstand, the cost for aone-
Year period is $104,00. On the other handg, a
Tregular subscriber pays $41.00 for the same pe-
riod which is still s bargain. But your student
subseription will get it at $21,00, and equiva-
lent of 40 cents per copy against a $2.0U cover
price., How does that strike you?

Time Consumipng: Time consuming? Kot at all., I
bave beern reading this magazine since 1975--
twelve years lest summer, I never had any time
probler. The toplcs are arranged and written in
such & way as to take a minimm cof time, During
exanr period when time is eritical, one cen always
browse through the most important subjJects while
heving lunch or dinner. Who knows, you might be
ablie to piek up information for sp examination!

Brief Business Section: Obviously the business
section is brief but as deteiled ss possible
based on the gize mnd variety of topice in the
wagazine, Major polints mre mentioned and thet
makes it ideal when there is shortmge of time.

Dejivery: 1In the past twelve years I have been &
subseriber, I have missed not more than three cop-
ies. The Postel Service hes been very efficient
in delivery. Should you happen to miss an issue,
call the toll-free number or write Newsveek and
they will replace the missing issue within five
days. i

Alternatives: Time bhas been around ten years
longer tharn Newsweek and U.S, Lews is relatively
young. Newsweek has two columns—-"Feriscope" and
"Perspectives” which are brief news update and
bymorous quotations respectively. The other magsa-
Zines do not have such columns.

Jmmediate Need: Kewsweek is a very handy mage-
zine, Everyene needs it. I have peeded it for
years. People in Africa, Asia, Europe, all over
the world need it. W%Why not you? BSubscribe now
because the lew cost will not be avaellable for

long. :

Product: Television network evenlng news oper-
ates 22 minutes for each half hour of broadcast
time. That amount of time is hardly encugh to
get the detmils of important subjects. Magezipes,
especinally Newsveek, probe deeper and print the
same stories in fuil. Successful personalities
from business Yo politics are profiled--exposing
their methods snd formulas for success. Futher-
more, Newsweek has "My Turzn” column vhere eciti-
zens voice their opinions. There is also the
"Newsmaker" column.

Closing: All aspects of life revolve around busi-
pess., You can only be a part of it if you choose
to know by reading Newgweek. Nothing ventured,
nothing gained. Kow, would you like to pay by
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STEP FOlT: IELIVIEING THEE FREEZENTZATICL
Speeking exterporanecusiy fror an outline has sev-
erzl adventafges. It glves more precise ConIrcl
over thought ani language thsan irprozyiu speaking,
it offers greater sponi&neity anc directness than
speaking fror mezory cor frop & foll manuscript,
and it is adartable tc & wide variety of situe-
tions. It encourages conversationsl gquality which
means that no metter hov many times the presentsa-
tior, has been rehearsed, it still sounds sponta-
necus tc the audience, Students shouléd allow e
ewinimur of three days to gain command of the pre-
sentstion. No matter how btrilliernt the prepara-
tion cutline, whet counts is how well the speech
comes aCross when delivering it.

Many students suffer from speech anxiety. The
best wey they cen overcome this is to practice,
practice, practice, preferetly in front of & fullk
length mirrer. E. using the mirrer in rehearsing
the presentation studerts creete 8 Lieture ¢f
thexself, their words and the sourd ¢f their
voice., The mirrpr techrique can strengthen their
belief in their ability to com-unicate and thus
internsify the power cf their enthusiesk.

.
Delivering the presertstion intc & tape recorder
ar.d thern plaving it back is an excellent war of
ensuring veariance o pitick, intensity end rate as
well.

Suggest trying the presentetlion owt on roocmates,
friends, Jazily merbers--znyone who will lister.
Most peop.e love tc give their orpinion about
scmething, Thet way they will finé out ahead of
tire how successful they sare.

Most students will incorpcrate visuel aids in
their speech. They me) include: The actuel pro-
duct, models, pictures, drawings, sketches,
charts, graphs, maps, and handouts., Students are
cautioned mbout distributing the handout before
or after they speek because paper is noisy, dis-
tracting, anc a loss of eye contact results,
Handouts are mcst uselul in helping the auidlence
understand 8 highly detailec or technical presen~
tation. In thet case, they should be distributed
during the speech,

Visual aids must be clear, concise, and purpose-
ful. They must not be too small, too crowded,
inappropriate, rushed or inadeguetely explained.

STEP FIVE: DEVELOP CONFIDENCE

Students sometimes have unrealistic attitudes
about their presentstions. For example, if they
believe that they have failed becsuse some members
of the audience remain unconvinced then they may
be setting thermselves up for frustration and dis-
appointment, Such & self-defeating beliefl will
inhibit comrunicatior and increase anxiety. The

-following attitudes should be reriaced.

1) My sales proposition should be approved by
everyone. Not true. To expect eprroval by ell
merbers of an audience--ever & small one--is

unrealistic, Commurieation is & twc way process
and the listeper iz equally respconcsitle for the
outcome of the speech. BSorme menbers of the guii=-
ence ey have beliefs and mititudes thet run
counter to yours end you cannot exyect tc change
ther with & single speech. Mcrecver, tesd listen-
irg hebtite ss wvell as pressing internal mnd exter
ngl distractions mey cause a btre&skiowrn in commu-
nication,

2} My presentation has to be perfect to be worth-
while, Not true. There is n¢o such thing as a
perfect speech. Even excellent speeches can be
irproved. Comrunication happens in the bere and
now, and in retrospect it is easy to think of
many ways that the speech cguld have been Yetter,
Perhaps an idea could have been more fully devel-
oped or the interaction with the audience could
have been improved., What matters, however, is not
what might bhave been but your intention, prepara-
tion, and attitude, If your goal was clear, your
preparation extensive, and you were willing to
learr. through yopur experience, ther you met your
responsibilities. Striving for perfection can be
self-defeating.

3) Meking & mistake will spoil my presentation.
Kot true. Everyone makes mistakes. A close
exarminatior of the delivery and content of ever
very good speeches will revesl wany ristakes, OF
course you should try to evoid making mistekes,
but whet is importent is how you handle making
them. If you heve lost your place or cmritted a
mejor point, share your oversight with the sudi-
ence and correct it &s best you can. (Many times
oversights are not damaging to & speech end go
unnoticed by an mudience.) Your honesty will mdd
te the message, not detract from it, because the
sudience will appreciate your candor.

L) My presentation must always turn out the way
I planned it. Kot true. Rarely do speeches turn
out exactly the way they are planned. You mey
limit or change 8 point in the middle of the
speech if audience feedback indicetes they are
not grasping the material, It is possible toomit
informetion you planned to inelude without com-
promising the goal of the message. Thus, speeches
do not always turn out the way we plan ther.

On the actusl dey of the presentstion, it is only
natural for students to feel pervous because most
people tend to be anxious about doing anything
important in public. How can nervousness be
controlled?

Barbara Byers, a stress management consultant
recomrends usiog the following “eircuit breakers"
to relieve stress,

# Deep breething--whaich relaxes and calms the
mind, and allows one to focus on the task st hang,
# Stretching--vhich should include moving the
large muscles groups of the legs,

* Shaking out all over hokey-pokey style--which
stimulates circulation and moves the muscles,

* Writing with your nose--wnich relaxes the neck.
To do this, pretend that you have & pencil
attached tc the end. of your nose. Use this pencil
to write in the air the letters of the alphabet
or the mmbers from 1-1C, lMake ther as big as
You can.



For most, the biggest pert of stage fright is
fesr of the unknowvrn. That is why preperetion and
praztice are so critical for success, In addi-
tiorn, having & positive attitude is & big confi-
derice booster. If students vizualize thercelves
selling successfylly they usuelly cean do it.

Butterflies ir the stomech car be lessened by
teking a fev breath:s before spesking, yawning,
bhaving & strong spproach, estetlishing eye con-
tact with the sudience, 8nd smiling. The best
part of developing confidence in presentstions

is becoring more confident in other areas of life
as well,

By folloving the five steps discussed, selecting
a product or service, gathering materials, orga-
nizing, delivering the presentation, and devei-
oping confidence, your sales management classes

F. lancuage
1. Appropriate to purpose, sudience 1 2 3 L S

2. Comments:

Grade

APPENDIX B

Listener's Rating Form

Salesperson

DIRECTIONS: Flease rate the salesperson on the
following factors by circling the appropriate
mumbter in each case, Written comments are also
welcomed,

will be off to a great seles-meaking start! EIGH Low
5 L 3 212 ORGANRIZATICN .
AFPENIIX & (Effectiveness of pre-approach
and closing, sequencing of jdeas
Evelustior. Forr and general sence of strategy.)
Name: Course and Secticn: 5 L 3 2 1 CONTENS
) (Approach, clarity of demonstre-
Froduct/Service: ——— Date: tion, completeness, treatment of
Rating Code: J-poor; Z-inadeguate; 3-adeguete; issues, objections)
Legool; S-excellent :
S 4 3 2 1 DELIVERY
A, Audience Anslvsis and Adsristion {Pirectness, sensitivity to feed-
1. Geined and meinteined attentiorn 12 2L S back, poise, msppearance, and
2, Appesled to gudience needs 123465 enthusiasm}
3. Comments: S 4 3 2 1 General Effect
E. Research and Data
1, Sources sigrnificant 12345
2. Representetive 12345 REFERENCES
3. Comments: Byers, Barbara (1987), Btress Management Consul-
tant, Cupertinec, CA, {May 21),
C. Suppert and Evidence
1. Quantity 123L45 Kslua, Ukpai (1987), Student in Sales Management,
2. Clear-accurate documentstion 123%Lks San Jose State University, (October 15).
3. Comments: lucas, Stephen (1986), The Art of Public Speaking,
Kew York, NY: Random House, Inc.
D. Organization
1, Clear statement of purpose 12345 May, kollo (1977), The Meaning of Anxiety, New
2. Met Objections 12345 York, NY: W.W. Rorton and Company.
3, Clear pattern 12345
L, Introduction 12345 Mudd, Charles S, and Maleolm O. Sillars (1986),
5. Close 12345 Speech Content apnd Communication, New York,
6, Transitions 12345 NY: Harper & Rov.
7. Comments: Newsveek (1987), Beptember 21.
E, Delivery {1967}, September 27.
1. Acceptable pronunciation 12345
2, Rete 12345 Russell, Frederic, Frank Beach, and Richard
3. Intensity 12345 Buskirk (1982), Belling: Principles and Prac-
4, Posture 12345 tices, New York, NY: McGraw-Eill Book Company,
5, Gesture 12345 ’
6. Demonstration-~Visusl Aids 12345 Samovar, Larry A. snd Jack Mills (1986), Oral
T. Interest and energy l2345 Comrunication Message and Response, Dubuque,

8. Comments:

IA: Wo C. Brown, Ioc.

Williams, Sharon (1987), Newsweek Customer Service
Representative, New York, KY: (September 28},
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ABSTRACT

CASE ANALYSIS: LEARKING FALLACIES THAT CAN BE ADDRESSED

Joanne M. Klebba, Portland State University

INTRODUCTION AND BACKGROUND

For decades the case method of teaching has been
an accepted and important compenent of marketing
and management education. Case study encourages
Yearning through discovery and the development of
conceptual, contrast, and comparison skills. The
development of these abilities defines and
sharpens the decision-making ability of a
manager.

It is disconcerting, therefore, te recognize that
for many students, case analysis falls short of
its intended goal due to the high-volume and
detail of the information presented or to the
lack of realism associated with Jlimited case
information.

Although case analysis intends to foster the
analytical and decision-making process, indi-
vidual psychologica? forces might lead to a
limited problem analysis that can impede the
learning process and decrease the gquality of the
solution.

The array of facts and information presented in a
case can easily overwheim a student and require
refinement. Gradually and with concerted
analytical effort, certain points of information
in the case take on lesser/greater significance
according to the student’s experience and
knowledge base. Some facts are disregarded,
others emphasized or interpreted in ways that are
consistent with the student’s views.

The refinement of case information is guided by
powerful psychological processes. Subtiy but
inevitably the need for information reduction,
the selective perception process, and the need
for closure operate in case analysis. Many
students are experts at information reduction,
but they "simplify" the case at the expense of
pertinent or key information. However, decisjon-
making research indicates that the quality of the
problem solution is positively related to the
amount of information used by the problem-solver
(Newell 1972, Nickerson 1985, Weisberg 1986).

RECOMMENDATION

To overcome the shortcomings associated with
limited problems analysis, students should be
able to 1) consider as much of the stated case
information as possible, and 2) logically expand
the case information to include relevant, but
unmentioned alternatives/information. The author
suggests & technique that encourages students to
consider each point of case information as an
information space. All gualitatively different
topics become a case information space (CIS).
Typical marketing information spaces would
include topics related to consumers, price,
promotion, product, industry, etc.

When the case information spaces are established,
each can be logically expanded in a structured
way by considering: 1) degrees of agtion
possible {e.g., spend $20 million, $10 million,

$0 on advertising), 2) ical alternative
(e.g., heavy, moderate, light, and nonusers of a
product}, and/or 3) related information (e.q.,

product tine information would logically remind
one of product mix information and of competitor
product lines}).

An heuristic procedure is recommended to struc-
ture the analysis as follows: 1) identify each
piece of information (CIS) that is qualitatively
different from other information; 2) logically
expand each information space into alternatives,
degrees of action, vrelated information; 3}
evaluate the case situation in terms of each
information space.

The benefits of a structured problem analysis are
recognized by educators (Hughes 1978, Van Gundy).
When combined with an heuristic, the concept of
the CIS expands the relevant information for
anatysis in a structured, logical, yet flexible
manner. It requires knowledge, logic, and
creative thinking to expand an information
space--valuable tools for all students.
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ABSTRACT

THOUGETS ON EXAMINATIONS IN MARKETING EDUCATION:
THE SKILLED TEACHER PERSPECTIVE

Craig A, Kelley, California State University, Sacramento
Jeffrey S. Conant, Texas A & M University, College Station
Denise T, Smart, Texas A & M University, College Station

Marketing educators are confronted with a number
of challanges before they walk into the class-
room. Many decisions must be made inciuding
those of ayllabus development and lecture style.
One of the most difficult decisions is how to
evaluate the performance of students. The exam-
ination is the usual way that performance is
measured in most marketing classes. However,
wany marketing educators do not receive instruc-
tion on how to construct examinations as part of
their doctoral education.

An important source of ideas concerning examina-
tion issues is marketing educators who are con-
sistently rated by students as excellent tea-
chers. These educators may provide insights into
developing effective examinations which could
benefit other marketing educators. Yet their
perspective has only begun to be measured in
research of national scope. The purpose of this
paper, is to report what skilled marketing educa-
tors do when it comés to giving examinations.

EXAMINATION ISSUES

Attempting to produce an effective examination is
nothing new in education. The education litera-
ture is full of research on the topic. Marketing
educstors have several options when it comes to
developing examinations: objective (multiple
choice, matching, and true-false), essay, and
cases,

Overall, previous research on examination issues
in marketing education has been limited in scope.
Therefore, the present study sought to answer the
following research questions: (1) what do highly
skilled marketing educators have to say about the
examination thet they construct?; (2) on what do
these educators base their questions?; and (3)
what follow-up procedures do skilled marketing
educators use after the examination is completed?

THE STUDY

A mail eurvey of marketing educators was under-
taken during the spring of 1987. A mailing list
of 279 colleges and universities was assembled
from the 1986 American Marketing Association
Membership Directory, Only schools with three or
more marketing faculty were included in the sam-
ple. Two questionnaires were sent to the chair-
person of the department of marketing at each
szhool. The cover letter asked that the ques-
tionnaires be diastributed te the two most effec-
tive teachers in the department, It was empha-

sized that not only student eveluaticns, but
personal observation and feedback from students,
alupini and parents should be considered when
selecting faculty to receive th: questionnaires.

The questionnaire was composed of two parts.

Part one consisted of seven open-ended questions
related to effective teaching. One of these
questions asked the respondent to indicate what
she/he does to enhance student learning and over-
all course effectiveness when it comes to design-
ing examinations. The second part of the survey
focused on the demographics of the respondent and
characteristics of her/his schoel.

RESULTS

One hundred forty-four completed questionnaires
were returned representing & reponse rate of 25.8
percent., At least one questionnaire was received
from 37.3 percent of the schools contacted (104
out of 279). A nonresponse bias check based on
size of faculty (x2 = 3.46; df = 2; p < 0.23) and
geographic region {x2 = 3.15; df =3; p < 0.52)
was oot significant.

All responses to the open-ended question on
examinations were evaluated and categorized by
two judges. In terms of research question one on
the construciton of examinations, most respon-
dents indicated that they used essay rather than
objective examinations. The same number of res-
pondents used strictly objective exapinations aud
a combination of essay and objective questions,
respectively, Graduate teschers used essay exami-
nations more often when compared to the other
methods of testing probably because of the analy-
tical work required. Interestingly, a large
pumber of undergraduate teachers also indicated a
preference for easay examinations.

In terms of research guestion two, 26 percent of
the respondents indicated that questions should
be drawn from lecture material. Twenty-two
percent of the respondents used application ques-
tions and twenty percent used cases in preparing
their examinations, Sixteen percent stressed
creativity was important in testing. Only four
percent used a test bank.

Finally, the results of research question three
indicated most respondents relied on quick feed-
back as an important component of the follow-up
process. Very few respondents indicated that they
go over the examinations. Instead, the respon-
dents eeemed to prefer a one~on-one discussion
with students.

g



o, -

M

T T A s rvemid T T,

SEGYMINTING THE SPORTING EVENT INDUSTRY:
AN EMPIRICAL ANALYSIS

Cheon

¥.. Lee, Califernia State University, Havward

: s
£ S.
Isabella C, M. Cunningham, The University of Texas at Austin

ABSTRACT

During the last decade, leisure-time has been re-
cognized a5 a premier growth industry. Several
envirconmental factors have accounted for this
growth: rising disposable income, increased
amounts of time available for leisure activities,
and favorable demographic factors (Advertising
Age, 198l). According to industry cbservers, the
sporting industry has shown the strongest gains
among leisure-related businesses (Standard and
Poeors, 1954). And, these gains are mainly due to
a growing interest in sports.

The trend has provided marketing opportunities in
two ways. First, sporting events are used as a
marketing tool to achieve marketing geals. By
sponsoring both amateur and professicnal sperting
events, marketers have attempted to comrunicate
healthy images of their corporations and products.
Secondly, business people who sell tc spectators
have begun te adopt marketing concepts. These
business pecple have realized that they are com-
peting for consumers' entertainment dollars and
that the application of marketing tools can en-
able them to better market sporting events. The
current state of such spectater merketing efforts,
however, is at an elementary stage (Pol and
Ponzurick, 19%64). In order to bring the selling
of sporting events into line with marketing
principles, much more market research has to be
done.

One of the areas in most need of research is mar-
ket segmentation. Segmentation analysis provides
information that not conly helps marketers identify
target segments, but alsc enables thex to focus
their planning efforts on a particular target mar-
ket.

While segmentation analvsis has been a stepping
stone for the matketing of a wide variety of pro-
ducts, very little of this type of analysis has
been done for sporting events. Consequently, the
purposes of this paper are to present a segmenta-
tion analysis of a particular sport event and to
discuss the implications of this type of study on
the sports events industry.

RESEARCH METHODS AND RESULTS

The study investigated the characteristics of a
specific target segment, attendees of a college
women's basketball game. Since this was a college
event, it was expected that the majority of game
attendees would be collepe students; therefore, a
representative group cf university students as
well as the actual attendees of the game were sur-
veved in order to cross-validate our expectations.

The study questionnaire included questions about
the individuals' demegraphic characteristics
(e.g., sex, marital status, age, educatiocn, in-

come, etc.), general habits as to sporting event
attendance, and media usage, The demographics,
game attendance, and media usage characteristics

of the game patrons as well as the college students
are comparatively analyzed.

It was expected that the game attendees would
mainly consist of young adults (i.e., college
students) because the event under investigation
was a col]lege athletic event. However, the study
results show that the game attendees were older
than expected (i.e., aged 26 or more). In fact,
over 40 percent of the game attendees were aged
36 or more. The attendees were basically highly
educated and employed full time in well-paying
jobs. More than half of the attendees had gradu-
ated at least once frem college.

The findings indicate that the vast majority of
game attendees alsc frequent other cellege level
female basketball games. Therefore, the target
segment of the event, as delinated from behavioral
criteria, is not necessarily a youth-oriented stu-
dent group. Attendance composition suggests that
there is a need to segment the sporting events
market according to the type of event.

As far as media usage is concerned, word of mouth
is the most widely used information Source for the
attendees, while the University's newspaper is the
source for the others. Advertising efforts through
wass media has had only a marginal impact on pat-
rons when compared to its reach on others. This
may well be due to the misunderstanding of target
segment., Forcusing communication strategies on
the incorrect target can be a vital mistake not
only because manapement's efforts are wasted, but
alse because the potential attendees remain un-
reached.

The study provides evidence that there is hetero-
geneity in the sporting events market. Of course,
it would be very naive to assume that each sports
event would have the same targer characteristics.
The potential danger of such an assumption in~
volves not only wasting management efforts but
alsc losing prospective customers. With the
application of segmentation analysis, sporting
events can be better marketed to appropriate tar-
get segments,
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ABSTRACT
CONSUMER PERCEPTIONS OF SERVICES CHARACTERISTICS: OBSERVATIONS AND IMPLICATIONS

Joseph L. Orsini, California State University, Sacramento

The basic assumption permeating the growing body
of theoretica) literature in services marketing
is that there are a number of unigue character-
istics of services which serve to differentiate
the marketing of services from that of tangible
goods. Some of these characteristics directly
affect managers, such as the inability to inven-
tory services, while others impinge on the man-
ager indirectly, by first affecting consumer
behavior and subsequently requiring managerial
response. An example of the latter is service
intangibility decreasing consumer "browsing,”
thereby reducing impulse purchases. Thus, unique
service characteristics are held to both directly
and indirectly effect service marketers.

while the services literature constitutes a
fairly sizable body, there appears to be a grow-
ing consensus on the need for systematic explora-
tion of these unigue characteristics for theary
development purposes. Research issuves which need
to be addressed are: the desirability of looking
at differences among services, rather than be-
tween goods and services; the need for looking
across rather than within service industries; and
the lack of empirical verification of the many
hypetheses which exist in the literature,

The purposes of this study are: (1} to help
establish & framework for continued services
theory development by suggesting a method for
study of the services characteristic-consumer
behavior relationship; (2) to perform an explor-
atory analysis, across services, on the relation-
ships between two prominent service characteris-
tics and several aspects of consumer prepurchase
behavior; and, (3} to suggest directions for
further services marketing investigation,

A substantial number of services characteristics
have been cited in the iiterature, some more
often than others. This study focuses on two
characteristics frequently held to affect the
buying behavior of consumers: participation by
the consumer in the produttion of the service
offering; and heterogeneity: the inability of
the service provider to produce consistent ser-
vice performance and quality. Neither of these
characteristics has been evaluated empirically
for its effects on buyer behavior, a pervasive
shortcoming in the literature.

These twe service characteristics are hypothe-
sized to have an effect on six types of prepur-
thase behavior. Increasing consumer participa-
tion in service production is hypothesized to
lead to increasing information search effort,
gecreasing willingness to change service provi-
ders, increasing importance of location conven-
ience, and increasing usage of telephone, site
visit and word-of-mouth, Increasing service
heterogeneity is hypothesized to lead to decreas-
ing information search, increasing willingness to
change providers, increasing importance of loca-
tion convenience, and decreasing usage of tele-

phone, site visit, and word-of-mouth. (ontrol
variables analyzed consist of temographics, and
alternative causes of the behavior (centrality,
differentiation, price and satisfaction).

The approach used to test these hypotheses is a
correlational design, with data acquired through
a survey of consumers, and tested in two stages.
The first stage consists of bivariate correla-
tions between the level of perceived service
characteristic and the behavior. The second
stage tests the hypotheses using a multiple
regression approach, where the service character-
istic-behavior relationship is statistically
controlled for other relevant variables {e.g.,
age, price). The hypotheses were tested in two
stages so as to contrast the test of existing
hypotheses forms (bivariate) with more complex
relationships which may effect the association
(multivariate).

White half of the bivariate correlation hypothe-
ses were supported, only three of the griginal 12
hypotheses maintained their appropriate signifi-
cance under increasingly rigorous testing condi-
tions. Participation was related to increasing
visit likelihood, but only marginally related

to increasing search effort, while heterogeneity
was associated with increases of brand trial
willingness and convenient location importance.

In addition to the usual cautionary notes regard-
ing the non-causal nature of correlational de-
signs and the use of non-random samples, the low
correlations found in the analysis indicate a
further need for caution on the part of investi-
gators. While the findings were statistically
significant and robust, the amount of variance
accounted for was small,

The findings of this study point to some further
considerations for researchers interested in
services marketing, Given the care taken in

determining the variable measures, there may be a

conceptual reason for the low level of explained
variance found. It could be that services char-
acteristics have a comparatively minor effect on
consumer decision making, a viewpoint occasion-
ally raised over the past two decades, This
contention has recent empirical support from the
managerial viewpoint: Zeithaml, Parasuraman, and
Berry (1985) found managers were not greatly
concerned with the impact of most of the services
characteristics they studied, which were selected
based on their consideration in the services
marketing literature, Certainly further empiri-
cal research is needed in this regard.
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MARKETING OUR MAJORS

Sharyne Merritt, California Etate Polytechnic - Pomona

ABSTRACT

The employment market for undergraduate marketing
majors is examined by documenting what firms look
for and how they find entry level job

applicants. Viewing graduates as products and
employers a6 consumers, the data are analyzed in
traditional marketing categories: the target
market, the benefits sought, the product features
sought, distribution, promotion, and price.
Implications for curricula are discussed.

INTRODUCTION

The challenge to & changing business school
curriculumr is to find the proper balance between
the sometimes cowmpeting goals of serving the
business community and providing the most current
academic/technical material to our students.
Whether we see purselves as bearers of facts,
molders of minds, tutors in skills, or preparers
of future graduate students, we are also
producers of future job applicants for entry
level marketing positions.

Since we are in the business of producing
graduates who can obtain and succeed In entry
level marketing positions, it ig incumbent upon
us as marketers to understand our market and to
satisfy our customers. Studies of companies who
hire MBA's have documented the needs of that
market. Jenkens, Reizensgtein, and Rodgers {1984)
found executives to be dissatisfied with MBA's
analytical abilities, level of initiastive, and
specific functional knowledge, Beam's (1%981)
survey of Fortune 500 personnel directors found
that poor writing skills was the most frequently
mentioned weakness of young executives. And
while Yates (1982) confirms the importance of
writing skills, Budd (1982} notes that graduate
business students should receive instead more
training in the philosophical /paycholegical
aspects of communication.

This study represents an effort to understand the
market for undergradyate marketing majors., To do
80 I asked marketing practitioners about their
product needs, means of finding applicants
{(@istribution), responsiveness to promotion, and
the price (salary} they are willing to pay.

In the following discuseicn I treat the
university or marketing department as the
manufacturer of the product, the student as the
product, and potential employers as the market.
While the analogy to a commercial product or
service might at times be strained, I think this
offers a usefyl framework for discussior and sche
interesting implications for curriculum
development .

METHODOLOGY

The data for this study were gathered through a
mail survey of members of the Scuthern California
chapter of the American Marketing Association.
The 198€ SCAMA Membership Roeter & Service
Directory provided the sampling frame. Because
the unit of analysis for this study was companies
ae employers my population was the companies
represented in the SCAMA membership rather than
SCAMA members themselves.

I exhausted the population of 657 companies
listed in the directory. For each company listed
in the directory, the S5CAME member listed was
contacted. If there were more than one member in
a company, the top ranking member was chosen.

Questionnaires were mailed in May, 1987. There
were no follow up mailings. One hundred fifty
nine valid responges were received and 43
questionhaires were returned as undeliveratble,
yielding & response rate of 26 percent.

Respondents are representative of the population
on the one variable for which we have data: type
of business. Market research companies
constitute 23 percent of the population ané 26
percent of the respondents. RAlthough this makes
us feel! comfortable about generaliring to the
population represented in the sampling frame, it
muet also be noted that the sampling frame itself
probably overrepresents the universe of market
research companies.

A mafling list of marketing profeasionals
compiled by Zeller and Lettica indicate that just
over 10 percent of marketing professionals are in
reseéarch.

Given these data, I included? & weight factor
which weighted market research companies ,38 and
all other companies 1,22 (thims maintained the n
of 159). Breakdowns of self-identified type of
business of the unweighted and weighted samples
are presented below in Table 1.

Table 1

Respondent's Type of Businese

Unweighted Weighted
Advertising 13.8 l6.8
Consumer Goods Manufr 9.4 11.5
Industrial Goods Manufr 1s.7 19.1
Marketing Research 26.4 10.6
Retail 1.9 2.3
Service 23.9 29.0
Consulting 5.0 €.1
Other 3.8 4.6



While this weight factor adjusts for the
overrepresentation of marketing research firms,
it does not adjust for any other over or
underrepresentations. It is with this caveat in
mind that the following date -.st be viewed.

FINDINGS
Target Market
The target market for our product —-- entry level
marketing employees -- can be thought of as

either the type of business which is seeking to
hire or the type of jobs available. 1In both
cases our main concern is market potential
measured by size of t“r» market in number of
positions expected t e filled. ZXnowledge cf
target consumers will permit us to direct our
product to the market moet likely to buy by
offering courses that provide appropriate
specinlization.

Table 2

Entry Level Positions Expected / Type of Business

(n = 478)
Advertising 163
Consumer Goods Manufacturer 17
Industrial Goods Manufacturer 17
Marketing Research 7
Retail *
Service 2€
Consulting 13
Other 4
*less than 1%

Table 3

Entry Level Positions Expected by Type of Job

{n = 478)
Advertising 20%
International Marketing 1
Marketing Research 22
Sales 40
Retail Management 1
Transportation and Distribution 3
Product and Brand Management 10
Industrial Marketing 3

As can be seen in the tables above, for our
sample, jobs are most available with advertising
companies, consumer and industrial goods
manufacturers, and service companies. Most Jjobs
are in pales with the naxt highest in marketing
research and advertising.

Product

As marketers we know that the core of every
product is the benefites it provides to the
buyer. In the case of our student product these
benefits might best be conceptualized as the
skille employers want new employses to bring to
the workplace,

10

Based on research cited ahbove, an item in the
questionnaire agked how important each of seven
skills were for an entry level marketing
employee. Table 4 presents these responses.

Table 4

Importance of Selected Skille

Extremely Somewhat HNot at all Mean

Important Important Important
Administrative 13 37 39 8 3 3.49
Cral com 66 28 6 0 0 4.60
Written com 64 31 4 1 0 4.60
Interpersonal 57 k1 (] 1 o §.50
Analytical 42 40 17 1 0 4.23
Quantitative 20 40 36 4 o 3.75
Computer is 28 41 12 5 3.3¢6

P ¢ .01

F = 45,997

What employers need most from entry level
erployees are oral communication, written
communication, and interpersonal skills. If
students are to learn these skilles within the
context of marketing, we must teach them through
projects and classroom activities that go beyond
the text/lecture/examination format.

The next most important need is analytical
skills, & set of sbilities which should be
emphasized in all upper division courses,
egpecially case courses and research courses.
Next mcst important are quantitative skills,
again likely to be the preserve of case courkes
and research courses.

Least needed from entry level employees are
administrative and computer skills. It is
possible that employers feel that these skills
will not be utilized by new recruits. More
likely, practitioners probably feel that these
skills will be learned on the job. Eince almoet
half of reapondente considered these skills to be
in one of the top two importance ratings,
however, course work and projects which stress
these skills should not be eliminated from the
curriculum.

These are the core benefits scught by our
customerr. Our product is, however, an existing
one, not a discontinuous innovation, so we must
agk if the current product is meeting consumer
need or if we need to modify it. As such, I
asked respondents how satisfied they were with
sach of these skills among current entry level
marketing employees. On a whole respondents are
*somewhat satisfied® with all of these skills
among their current entry level employees. (Data
not shown.)

Eince satisfactions are all within the “somewhat”
range while importance on several skills is at
the "extremely® level, we can deduce a greater
discrepancy between need and satisfaction for the
most important skills. In order to more clearly
examine these discrepancies, I computed a

satisfaction/importance difference score. Each
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individual's score on satisfaction with a
particular skill was subtracted fror his or her
score on the importance of that skill. This
score shows the relationshir between perceived
level of importance and le . of satigfacticn and
tells us how disappointed ct.vers might be with
the current preduct. The results are presented
in Table 5, below.

Table 5

Differernce Between S5kil! Importance/ Satisfaction

-4 -3 -2 . 0 +1 42 +3 Mean
Admin 4] 2 11 29 34 18 [ 1 - .25
Oral com 3 5 31 30 27 5 o] ¢] =1.14
Written com 8 11 33 21 23 4 o] o] ~-1.46
Interper 1 3 26 2B 38 3 1 0 - .91
Analytical 2 5 22 34 34 3 0 0 - .97
Quant 1 3 11 29 44 g 3 0 - .47
Computer 1 1 11 29 36 23 7 0 - .08

F « 15.044 P ¢ .01

Levels of satisfaction with administrative and
computer skills and to a lesser extent
quantitative skills are about commensurate with
their attributed levels of importance., While the
aggregate satisfaction measure showed respondents
to be "somewhat satisfied™ with these skills, the
discrepancy measure suggests that those who are
more satigfied are the ones who perceive them to
be more important and those who are less
satisfied are the ones who perceive them to be
lees important. It will be recalled that these
three were the least important of the skills
needed.

For the other four skills =-- oral communication,
written communication, interpersonal, and
analytical -- the high discrepancy ecores are
consistent with the high importance but moderate
satisfaction ratings. It is especially important
to note the high level of disappointment with
written communication skills.

Beyond the needs sought by the buyer or core
product is the tangible product -- the background
and experience features that will be the content
of resumes. We can influence this tangible
product through the advising process. To
identify desired product features, the study
included a guestion on the importance of five
areas of student experience. Table € presents
these data.

The single most important tangible feature the
product can have is work experience in
marketing. If students cannot get work in
marketing, they should do an internghip in
marketing or get non-marketing werk experience.

Undergraduate Grade Point Average is alao seen as
an important product feature. Least important is
leadership positions held in extra-curricular
activities. So we should advise students to get
on-the-job experience and to earn the highest
grades possible. To the extent that these come
into conflict, as preduct planners, rather than

Table 6
Importance of Selected Activities

Extremely Somewhat Wot at all Mean
Important Important Important

Leadership 10 24 42 14 10 3.13
Undergrad GPA 7 45 kl:] 6 3 3.47
wWork in mrkting 44 35 13 7 1 4,16
Work out mrkting 6 43 34 15 2 3.36
Intern mrkting 18 34 27 13 8 3.42

F = 30.043 P ¢ .01

as academics, we would tolerate sacrificing
grades for marketing experience.

Though we need not discourage students from
participating in extra-curricular activities, we
should make such participation contingent upon
keeping grades up. Extra-curricular activities
are not a substitute for off campus work, nor are
they a valid trade off for good grades.

Distribution

The survey examined the efficacy of twe
intermediaries which firmg might use to find
entry level employees. These means are analogous
to traditional channels of distribution. on
campus placement is similar to a manufacturer's
sales office or manufacturer's showroor. It is a
process conducted by the seller (the university)
rather than by an independent wholesaler.
Employment agencies are similar to brokers in
that they facilitate buying and selling and are
paid by the party that hired them.

Table 7

Use of Recruitment Intermediaries?*

On campus placement (mfr showroom) 28%
Employment agencies (brokers) 25
No intermediaries used 56

tpultiple response item; totals exceed 100%

Eased on the data in Table B, students should not
count on manufacturer intermediaries (placement
office or agencies) to find them jobs. More
successful routes are suggested by an examination
of Promotien.

Fromotion

Three types of promotion were examined: word of
mouth, unsolicited resumee, and ads placed by the
employer. The results are presented in Table B.

Employer initiated communications (word of mouth
and ads) are used more frequently than
manufacturer {(or in our case, product}) ipitiated
communications, though self-promotion is a viable
avenue.

I asked respondents who found entry level
applicants through advertising, which
publications they used. Just over 40 percent
cited the Los Angeles Times, Five percent cited
the Orange County Register and about 20 percent



Table B

Bow Pirms Find Entry Level Employees*

Aés placed by employer €l
Word of meouth £3
Unsclicited resumes 47

*pultiple response item; totals exceed 100%

stated "local newspapers® or "newspapers.” Six
percent each used the Wall Street Journal and AMA
publications, and 15 percent used Ad Age or Ad
Week.

Price

what should potential employees ask for or expect
in remuneration? Average salaries by type of
business and type of job are presented 4in Tables
9 a&nd 10.

Table 9

Average Salary by Type of Busginess

Advertising $19,810
Consumer Goods Manufacturer 22,893
Industrial Goods Manufacturer 24,705
Marketing Research 18,664
Retsil 23,167
Bervice 25,771
Consulting 23,100
Other 27,300
F = 4,042 F ¢ .01
Table 10

Average Salary by Type of Job

Advertising $21,035
International Marketing 29,400
Marketing Research 24,265
Sales ) 26,703
Retail Management 20,000
Transportation and Distribution 24,800
Product and Brand Management 24,650
Industrial Marketing 29,667

(given organization of data, nc stat possible}

Advertising and marketing research companies pay
the least. Yet, whila advertising is a
relatively low paid job no matter who the
employer is, marketing research would seem to be
low paid only when the employer is a research
supplier as differentiated fror a consumer
manufacturer, aervice, or consulting firm.

The highest paying jobs are to be found in
international marketing and industrial marketing,
though it will be recalled frem our discussion of
target markets that these fields are among the
lowest in number of expected job openings.

CONCLUSION

As marketers of a product In a relatively

saturated market (each responding company
expected to £i11 ar average of 3 positions this
year), we should consider pursuing market
segmentation, product modificatior and
marketing-mix modification strategies.

The data from this study suggest the majority of
jobs available are in seles, advertising, and
marketing research., In order to best target
these jobs we might want to offer advanced
courses in sach of these areas or perhaps permit
subspecializations within the Marketing prograr.

It is alsc apparent from the data that our
product needs to be redesigned -- 3 "new and
improved marketing major.” Consumers (future
employers)! are looking for applicants with good
cral and written communication skills and good
interpersonal and analytical skills; they are
disappointed. If we are to satisfy our market we
must improve the guality of our preduct by
developing curricula that integrate these skills
into our courses. In addition to improving
quality, we should also improve features by
directing students to focus on work experience
{preferably in marketing) and grades rather than
extra-curricular activities,

Students may have unrealistic perceptions of the
marketing-mix elements -- distribution,
promotion, and price. Students should not count
on the university placement office or smployment
agencies and search firms to find jobs for them.
Their promotional strategies must be "pounding
the pavements® -- responding to ads, networking,
and mailing out resumes "blind.” They should
expect salaries in the low $20's, lower if they
are going into advertising or seeking employment
with a marketing research firm.

Oniversities that are not among the top ranked
should also consider pursuing market nicher
strategies developing specializations which will
permit them to identify and serve companies which
do not recruit from among the market leaders.
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This paper develops 2 classification scheme for
orgarizing the demand estimation task intc four
different situational categeries. Against this
background, various demand estimation methods are
presented and elaborated. The purpose of the ex-
ercise 1s to provide a simplific and clarified
treatment of arn important, and superficially com-
plex, subject for the benefit of instructors and
students of marketing.

INTRODUCTION

Estimation of demand is a basic, useful, and nec-
essary function in the performance of marketing.
Strategic decisiens cencerning products te produce
or markets to serve cannct be made rationally
without the informatiorn provided by an estimate of
demand for a preduct, withkin 4 market. A markerer
would not develcp 2 particular preoduct nor enter a
market segment unless able tc forecast a level of
demand for that product/marwet sufficient to pro-
vide a profitable sales volume.

A varietvy of approaches are used in demand estima-
ticn, and are generally broached pedagegically to
students of marketing at the introductery (i.e.,
Principles) course level. Althsugh some prominent
Principles texts give only cursory attention to
the topic (Kirnear and Bernhardt 1983, pp. 208-
211; Pride and Ferrell 1980, pp. 162-170; Stanton
1981, pp. 31I-5317), others provide somewhat de-
tailed elaboratisn of demand estimatiorn (or sales
forecasting) methods (Kotler 1953, pp. 195-211;
1984, pp. 224-249; McCarthy and Perreault 1984,
Pp. 268-280). Yet even with the more comprehen-
sive treatments there appears to be opportunity
for supplementary organizing and synthesizing of
the various techniques intc a cohesive structure.
Recognizing that many elementary marketing stu-
dents may not appreciate the relations between
certain methods (such as market build-up, the
"buving power index," survey of intentions, and
market testing), as well as their essential unity
of purpose, it mav be necessarv for the course in-
structor to provide this clarifyving and integrat-
ive perspective. The following describes a proce-
dure by which such an effort can be made.

THE FRAMEWORK, STE? BY STEP

In introducing the subiect, it may be useful to e-
liminate possible confusion by informing students
of the general equivalence of the terms demand es-
timation, market measurement, market forecastirg,

and sales forecasring. Though most Principles
texts favor the tern "szles forecasting” to desig-
nate the concept and use it predominantly, some,
such as Kotler (1483, 1981, erploy alternate lan-
guage. If "derand estimation” and "sales fare-
casting” must literally be regarded as near syno-
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SRATING, AND TEACHINC
ESTIMATION

nyms, i* -nly requires an assumption that dema
can be 1. . with supply for the two tc be treate
as equivalents. In other words, a demand esti-
mate is a forecast of how much could be scold by a
firm or industry.l

The Classificatory Dimensicns

Market vs. company demand, the macro/micro dis-

tincticn. The purpose of the ¢lassification
scheme, i.e., the integrative framework referred
te earlier, is to identify four situational cate-
gories of demand estimation. The first of twe
bases used for distinction is the difference be-
tween market and company demand--whether demand
is being estimated for an industry cor a single
producer within an industry. This distinction is
represented by the vertical axis in Figure 1. As
can be seen, students are informed that market
demand refers to demand for a product class, as
opposed to demand for a particular firm's
brand(s), and that "industry saies' wvolume is
used as a comparable term for it.

National vs. regional demand, the geographic ba-
sis. The process of demand estimaticn, and the
techniques applied to it, mav also differ depend-
ing on whether the estimate is for a national or
regiecnal geographic level. This is the other
classificatory basis shown in Figure 1 as the
horizontal axis, and it represents a simplifica-
tion of Ketler's "space" dimension of world, LSa,
region, territory, and customer {1983, p. 197;
1984, p. 225).¢ The legitimacy of such stream-
lining rests on these observations: (1) An esti-
mate of world demand is likely to be an aggrega-
tion of various national estimates; (2) "region,"
“territory," and other similar designarions (such
as state or metropeclitan area) are variations of
sub-national geographic area; and (3) any terri-
torial demand forecast is a composite of esti-
mates for individual customers, either explicitly
{e.g., market build-up) or implicitly/analytical~
ly (e.g., sample survey of intentions or expert
opinion survey). Therefore, the two~level geo-
graphic categorjzation adequately captures the
underlying dimension,

From the two dimensions of Figure 1, four cases
of demand estimation emerge: naticnal market,
repional market, national company, and regional
company.

TNone of this is intended to contest the fact
that in some contexts, such as microeconomics,
"demand estimation” involves specification of a
fungtieon, rather than a peint on a function which
is the focus here and is likely to be the focus
of the business practitioner.

Z8ince Kotler's texts are widely adopted exam-
ples of the more comprehensive textbook treatment
of the topic, thev will be used here as general
backdrop for the discussion.
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THE FRAMEWORK AND THE METHODS

e Natiomal Kegi+na.
: e
S (1« avsy
-, Sratzsiizal Dezanc Ana.
{Regressicn
":1 Sazrie Survey, § = n%
£ Maree: Boild-_p (imIosciTial
{Cell =3 (Cell +I;
Market
Share
Tnecre=
IR (i-%}
1T Marhet Test
Cozpany
(Tell 3% (Cell #2}
————

The absent temporal dimension. The fracework,
relative to RKotler (1983, p. 197; 195., p. 2253,
contains another simplification. No distinction
is made between short-, medium-, and long-range
demand forecasts. The rationale for this is that
the latter two tvpes are likelv to be extraprla-
tions of shorter-term estimates and, as such,
would be based on the same or similar methods.
Beyond this issue, distinction is semetimes at-
tempted between '"measuring current' and "forecast-
ing future” demand (Kotler 1983, pp. 200, 208;
1984, pp. 234, 239), This dichotomy is rejected
as untenable according to the fellowing reasoning.

First, consider what could be meant by "current”
demand. Given a standard definitien of the word
itself, the expression would have tc mean either
demand at the current moment in time, or demand
over a period of time in which the current moment
is situated., The former option can be dismissed
because demand is a flow {as opposed to a stock)
variable, which occcurs cver a period of time. Anv
flow measured over an infinitely small peried,
i.e., a moment, is therefore zero. Sc the level
of demand defined at the current moment would al-
ways be zero, by definiticn.

Concerning the second interpretation of "current
demand," suppose the period in question is the
current year, extending from six months prior to
six months hence as showr in Figure 2. Here, any
putative distinction between measurement of cur-
rent and future demand would again be inadmissi-
bile. Estimation of demand for historical segment
a would be moot since it alreadv would have oc-
curred and been recorded. Again, the only demand
estimation task would be for pericd b, which lies
in the future. The same argument applies to anv
location for ¢ in a period ¢ of anv possible
length. Demand estimation,-fherefore, alwavs per-
tains to a future time peripd, even if it is a fu-
ture segment of a period designated as "current.'

For these reasons, the demand estimation framework
is presented to students as applving to an up-

Index=-cf=Buving-Power

corming period. For simplicity, all estimation
exanmples are assumed tc relate to the immediarely
forthcoming one-year period, while it is made
clear that longer-term forecasts are achievable
by modification of the technigues or by extrapo-
lation.

Description of the Methods

Having established the Figure 1 framework, the
next step 1s to describe various methods of de-
mand estimation and how theyv can be used tc fore-
cast demand, or sales volume, in each of the four
specified cases. The basic expository procedure
is to present the methods in the context of cell
1, i.e., show how thev are used to estimate na-
tional market demand, then explain how the same
techniques can be applied to the other cases via
cell-specific data. One approach unique to cell
#3, national company demand, is also presented.
Finallw, twc devices are explicated that may be
used to convert a national market estimate to one
for any of the other compartments of the figure.

Random walk., The first estimation method presen-

ted is also the most basic imapinable: letting

previous year's sales volume serve as an estimate

FIGURE 2
ONE INTERPRETATION OF "CURRENT" DEMAND

(2} [13]
Histerical Sepment Future Segment
{lag: six monthe} {next six months)

A/‘ﬁ

Present time

\’_:i—\/

el
Total Current Perioc
(one year)



for the fcllowing wear. In cther words, = .7 =
sy. Students are inforred that in pericds of rel-
atively stable market demand, this "random walk"
mav be a reasonatle apprcech.  Im times of slow or
mederate grewth, it i conservative. (0f course,
this method requires that prier dats are availa-
tle. For example, it could net be used for & new
industry.) Sugrested data sources include the
Department of Commerce and industryv trade associa-
tions.

Straipht-line extrapclation. Next, a method near-
lv as simple is demonstrated: extrapolating pre-
vious vear's sales cr demané level by the recent
growth rate. This is represented as

§t+l = {1 + glst (1)

with g = average growth rate measured over a
nurmber of recent pericds f(e.g., the
previcus five or ten years)

One reason for presentation of these simplistic
methods is to show that the next technique, 'expo-
nential” smeocthing, is nearly as simple.

“Exponential” smpothing. RKotler (1984, p. 243)
defines this method as

§i41 = as; + (1 - )5 (2}

with &, ., = sales forecast for next period

a = the smoothing constant, where
Oaax<l

s current sales in pericd t

t

Et "smoothed"” sales in period t
Although more properly referred tc as "linear'
smoothing, it is emphasized that the method is
merely a projection based on the past data series,
like the first two methods. Alternate wavs of in-
terpreting "smocthed" sales mav be given, includ-
ing §; = mean over several recent periods, and

—S-t = (1 + g)Sr__l.

Statistical demand analvsis., The concept of re-
gression is presented here, Students are informed
that although this method ordinarily utilizes
time-series data, it is a projection based on un-
derlying factors, rather than simple extrapola-
tien. An example would be

Sp4y = 8 + bxg (3

with 5,47 = estimated sales of a building-
related preduct class for the
next period

x, = housing starts for the last peried
Sample survey. It is alsc possible to forecast
sales for 2z coming period bv surveving the inten-
tions of potential buvers. Generally used with
certain categeries of consumer products, the basic
form of analvsis is

§ = nt (4)

with § = aggregate market sales estimate

15

§ = per carita projection, based on sample
SUIvey responses

n = number of customers in the population

Kev pcints emphasized here include (2) the neces-
-5 of estimation baced on a sample, rather than
a ..nsus, piven the large numbers in the consumer
pepulation; and (b) that the same analvtical
structure may be used with survevs of expert or
sales-force opinion, i.e., B mav represent sales-
force or expert judgments, rather than consumers'
owrn. judgments.

Market build-up. Finally, students receive the
industrial marketing analog of the sample survey.
Highlighted are (1) the fact that a census of po-
tential customers is taken with this method, with
individual reports of expected purchase volume
sutmed (as opposed to multiplication of per capi-
ta estimates as in the previous section}), and (2)
the feasibility of this approach in industrial
marketing due to a comparatively small number of
customers.

There is alsc an opportunity at this peint to
avert possible terminological confusion over two
usages of the word "industry." Since the market
build-up method, in the context of cell #1 of
Figure 1, relates to industry sales of industrial
products, it should be pointed out that "industry
sales'" refers to the sales of all producers in a
market, whether the market is for consumer or in-
dustrial products, Sale of industrial (as op-
posed toc consumer) products to industrial custom-
ers, on the other hand, constitutes industrial
marketing.

Following elaberation of the above material, cell
#1 of Figure 1 appears as shown. Then it is ex-
plained that the same procedures (i'1-6)} can be
applied toe the other demand estimate situations
by utilizing appropriate data. In other words,
if regional market, hational company, or regional
company data are "plugged into” the methods out-
lined above, estimates will be obtained for cells
#2, 3, or 4 respectively. TFor example, if indus~
tria) customers in the repion are polled as to
their buving plans for the firm's products (rath-
er than the product category), a market build~up
estimate of regional company demand (cell #4) is
derived. 1If a national sample cof consumers Is
surveyed regarding their buying plans for the
firm's brands, a national company forecast (cell
733 emerges. Or, regional sales for a product
class can be related to an underlying causative
factor like regional housing starts via regres-
sion analysis {(cell #2).

Market test. It is also explained that test mar-
keting is a sales projection method peculiar teo
the national company estimate situation (cell #3).
Reasons for this are (1) the ebvious, that a mar-
keter would be testing only its own preoducts ra-
ther than others in the product class; and (2)
that the costly process of test marketing is gen-
erally affordable onlv bv national marketers.
(Exceptions might be regicnal brewing companies

or supermarket chains.)

At this peint in the presentation, the cells are
composed as in Figure 1.



Derivation Technigues, or How to Work Your Vay
Around the Figure

Fin:llv, two methods are explainel for deriving a
repional from a national estimat.. and a cempany
from a market estimate.

Index-of-Buying-Power. The buving power index
published annually by Sales & Marketing Management

magazine (1984} for each state, county, and metrc-
politan area in the United States is then re-
vealed. Students are told that they can convert
an estimate of national market (company) to one
for repgional market {(company) by applving this
value (being careful to divide the published fig-
ures by 100, since they are expresse: as percents
rather than percentages). 1t is stressed that,
since national estimates are often more available
than those for a given region, especially with re-
gard to a product class, this ccnversion may be
particularly useful.

Market share thecrem, The idea of preojecting a
firr's market share on the basis of its share of
marketing effert is the last of the demand estima-
tion-related concepts to be communicated (Kotler
1984, pp. 231-232; Bell, Keenev, and Little 1975},
The market share theorem can be presented in
{over)simplified form as follows:

Sy = oM /N (5)

with Si = company i's estimated market share
My = compant i's marketing "effort"
(actually expenditure level)
o = subjective adjustment for effect-

Iveness; a » 1 1f spending more
effective than average competitor,
a < 1 if less effective

The application and utility of this technique is
te convert a naticnal (regional) market demand es-
timate to & natiomal (regional) company estimate.

With the index~cof-buving-power and the market
share theorem, it is possible to move from any
cell in the grid tc any other. A national market
estimate can be converted to a regional company
forecast by applving the devices sequentially,

Or, one can work backwards, from company to market
or regional to natiocnal, by applving the inverse
of the buying power index or market share theorem.
These two devices are also given in Figure 1,
along the axes in a way suggestive of their func-
tiens.

51 Y AND CONCLUSION

The foregoing presentation has attempted to pro-
vide a basis for organizing the main demand esti-
mation techniques which mav otherwise appear to
students as unrelated, and offer some simplifving
tactics to prevent students from becoring confused
over terms, concepts, and methods. Without such
assistance, students can be intimidated by the
myvriad techniques thev are suddenly confronted
with in most texts.

The elaboration of the procedures per se offers
nothing new, cther than pesitioning in the frame-

i6

work and a few of one instructor's ped._ogical
tricks and suggestions. But if any of this ma-
terial is helpful te students or readers, then
the overriding purpose of the effort will have
been metr--that is, to contribute to better teach-
ing and understanding of & vital set of tools for
marketing research, planning, and management.
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REVISED SHITTING CEWIER TYPOLOCY: TEST AND MARKETING IMPLICATIONS

Helena Czepiec, Califcrnia State University, Havuard

ABSTRACT

As competition jincreases and decographic patterns in communities change, shopping centers must market
themselves like the rerail stores which comprise them. This paper proposes that the traditional con-
sumer goods tyvpelogy already applied to stores, namely convenience, shopping, and speclalry, be extend-

ed to shopping centers.
INTRCDUCTION

in recent years the decline of many downtown
shopping areas provides the best known examples
of the failure to deo so (Heouston and Kevin, 1981).
However, the generzl proliferation of shopping
areas is alsc making it difficult for all the
regional shopping centers to prosper.

For shopping centers to successfully develpp use-
ful marketing strategies, it is necessary to re-
evaluate the criteria along which shepping cen-
ters have been traditionally positioned. Shop-
ping centers have been classified for too long
primarily on the basis of size and geographic
location. Although descriptive, these dimensicns
are not very useful for develeping effective mar-
keting strategies. They ignore store image cri-
teria which underlie many consumers' patronage
decisions,

Most commonly shopping centers have been classi-
fied intc four basic categories: 1) Neighber-
hood Shopping Strips are designed to serve 7,500
to 40,000 pecple living 6 to 10 minutes driving
distance awav, They often consist of stores like
&4 dry cleaner, supermarket, drugstore. 2) Lom-
munity Shopping Centers are larger and contain at
least one primary store like a department store.
They serve between 40,000 and 150,000 people with-
in a radius of 3 to 4 miles. 3) Regional Shop-
ping Centers are the among the larger units in-
cluding meore than one anchor store and as many as
200 smaller stores. Regional centers are expect=
ed to serve a minimum of 150,000 persons within a
radius of 5 or 6 miles. and 4) Central Business
Districts are located downtown and are among the
oldest shopping areas (McCarthy and Perreault,
1984).

This putmoded classification scheme is based on
research that explains individual store patron-
age either as a function of store size or dis-
tance frorm the consumer (Huff, 1962; Brunner and
Mason, 1968; Bucklin, 1967; and Cox and Cooke,
1970}, However, the classification scheme fails
to incorporate another considerable body of re-~
search which finds that consumers' image of a
particular store influences their decision to
shop et the store (Doyle and Fenwick, 1974
Stanley and Sewall, 1976). Furthermore, research
demonstrates a link between consumers' attitudes
towards shopping centers and their decision to
patronize the shopping center (Bellenger, Robert-
sen, and Greenberg, 1977; Gentry and Burns, 1977;
Hauser and Koppelman, 1979; Heuston and Nevin,
1%81; and Howell and Rogers, 1981).

On the other hand, retail stores have most common-
ly been classified by marketing oriented man-
agers into three categories convenience, shopping
or specialty stores, based on consumers' image as
well as the types of products they carry (Bucklin,
1963; McCarthy and Perreault, 1984). Convenience
stores are perceived to be convenient places to
shop for a variety of reasons, like location and
parking. Shopping stores are perceived to be de-
sirable places to shop because of the width and
depth of the assortments they carry. Speclalty
stores are perceived tc be specizl places tc shop
due to factors like selection or service (McCarthy
and Perreaulr, 1984).

OBJECTIVE

This paper proposes that the traditional consumer
gocds typology already applied to stores, namely
convenience, shopping and specialty, be extended
to shopping centers. It is assumed that the
typelogy will be equally effective in helping
shopping centers adopt an integrated approach and
market themselves appropriately.

1t tests the viability of the classification
scheme by measuring the differences, if any, in
the shopping behavior of respondents who per—
ceive a particular mall as either a convenience,
shopping (comparison) or specialty shopping area.

Lastly the paper discusses the strategic retail
implications of characterizing shopping centers
accordingly. Hopefully this classification

scheme will help assist shopping areas to position
themselves more effectively to meet consumer needs.

Shopping Mall Typclogy

A convenience shopping center 1s one which shop~
pers visit frequently and regularly to fulfill a
variety of needs for emergency, impulse, and
staple goods and services. Convenience shopping
centers are dominated by convenience stores like
hardware, drug stores, and supermarkets. They
are usually located in densely populated areas.
Shoppers whe visit a shopping or specialty store
at convenience center do so due to the accessibi-
lity of the area. They may not therefore require
as extensive a selection.

A shopping good shopping area, which will be re-
ferred to as comparison shopping area tc avoid
confusion, is one shoppers visit less frequently,
when thev wish to compare quality and prices.
Compariscn shopping areas consist primarily of
shopping stores carrying similar merchandise. Ex-



anmples of this concept are shopping areas com-
prised of factory cutlet stcres or disceurnt clothe
ing stores or suburban strips with a nunber of
automebile dezlerships. Locestion is not sc impor-
tant for comparison shopping areas since shoppers
may be willing to travel great distances for the
ability to dc all their cozpariscrn shopping ir

one place. Shoppers whe visit a convenlence or
specialty store in a tomparison center usuzally

dc sc because it provides ther with another
opportunity for compariscn shopping.

A specialty shopping arez is pr. which shoppers
visit least frequentiy when they are searching
for a specialty iter or special atmosphere.
Specialty shopping areas consist primarily of
specialty stores which ate noted for something
exclusive like their atmosphere or selection. A
well known example may be Ghirardelli Square in
San Franciscc. Again location may not be a fac-
tor since shoppers are usually willing to travel
te find unique offerings and atmosphere. Shoppers
rarely seek out convenience stcres ic a specialty
area unless indeed these stores are the most con-
veniently located. Shoprers visit a shopping
store to seek out a special iter.

METHODCOLOGY

This paper explores whether differences exist be-
tween those whe do and do not characterize a par-
ticular shopping center as being either a conven-
ience, comparison, or specialty center.

Personal interviews ver. conducted with a conven-
ience sample of 130 adults at the State Street
Mail in Chicago, Illincis. Interviews were con-
ducted at various locations zlong the Mall during
one late morning between the hours of 10:00 a.m.
and 12:00 p.x.

State Street Mall was selected in part because
although $17 million have been spent on its re-
vitalization there is still great concern about
its long run viability. It is competing with
ancther uptown shopping area, Water T~rer Place.

The sample was predominantly female (55.5%); white
(61.2%); single or divorced (71.1%); did not work
downtown (57,4%); had at least some college edu-
cation (73.2%); and city residents (78%.). Slight-
1y over a third were between the ages of 18 and

24 (35.3%) while over a third were between 25 and
49 (38.6%).

To measure consumers' image of the shopping cen-
ter, the respondents were asked why they shopped
at the State Street Mall. Respondents who agreed
that they shopped at the State Street Mall mostly
for small items during Junch hour perceived State
Street as a convenience shopping area. Respon-
dents who agreed that they shopped at the Mall
because it was easy to compare merchandise from
store te store perceived it as a comparison shop-
ping area, Lastly those who agreed that they
shopred at the Mall primarily because it was the
only place to find the particular items they were
leoking for perceived it as a specialty shopping
&rea.

Given the expleoratory nature of this research,
these items do not include all the dimensicns

which necessarily distinguish the three preoposed
categories of shopping centers. However, they
atteryt to operationalize the commonly accepted
definitions of these catepories (McCarthv and
Perreault, 1954), Therefore & store and by ex-—
tension & shopping center is a convenience shop-
ping area if it is easily accessible; a towpari-
sen shopping; and a specialty shopping area if it
draws customers based on claims of uniqueness or
some special benefit unavailable elsewhere. An
exarination of previous research reveals that
the dimensions found to determine mall cholce may
be subsumed under the proposed three categories,
Houston and Nevin's (1961) three dimensions
assortment of benefits, facilitative nature, and
market posture or positioning can be synonymous
with the proposed comparison, convenlence, and
specialty shopping areas respectively. Howell
and Rogers' (1981) convenience, proximity, and
accessibility are aspects of a convenience shop-
ping area; fashion shopping of comparison shop-
ping area; and atmosphere and personnel of a
specialty shopping area.

Patronage behavior was measured as frequency of
visit on a five point scale, ranging from one one
or more times each week to almost never. Fre-
quency of visit is & commen measure of mall cheice
behavior (Bousten and Nevin, 1981; Hauser and
Koppelman, 1980; and Gentry and Burns, 1977-78).

The proposed classification scheme has meric if
significant differences 'exist in the patronage
behavior of those who perceive the Mall as a con-
venience shopping center versus those who do not;
as a comparison sheopping center versus those who
do net; and a specialty shopping center versus
those who do not.

FINDINGS

The largest proportion of respondents {75%) con-
sidered the mall to be a comparison shopping area.
They agreed that they shopped there because it

was easy t¢ compare merchandise. Some 47% agreed
that it was a convenient place to shop for small
items. Only 33% agreed that it was a specialty
shopping area, where they could find particular
items.

There was an association between those individuals
who viewed the State Street Mall as a convenience
or specialty shopping area and their frequency of
shopping at the mall (Table 1), The relationship
wvas weaker between those viewing the Mall as a
comparison shopping area and their shopping be-
havicr (Table 1).

People who considered the Mall as a speclalty areaz
were much more likely than those who did not to
shop "very frequently"” at the State Street Mall.
Respondents whe perceived it as convenience shop-
ping area were more likely than those whe did not
to be moderately frequent shoppers (one to three
times per month). Although the difference was
not statistically significant, respondents who
perceived the mall as a comparison shopping area
were somewhat more likely than those who did not
to be very frequent State Street Mall shoppers
(Tavle 1).
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MARKETIKG IMPLICATIONS
Shopping Areas

This study suggests that a revised shopping store
tvpeleogy based on imsge and store type mav be use-
ful for planping marketing strategies. The pro-
posed typclogy provides guidelines for position-
ing mrew shopping areas as integrated entities.
Developers can decide based on comrunity atti-
tudes whether a convenience, gomparison, or
specialty shopping area is mest needed. This mav
be more beneficial than basing positioning de-
cisions primarily on the gecgraphic and demo=-
graphic characteristics of the residents. They
can then promote it acecerdingly. For example, if
the developers wish to pesition the shepping area
as a convenience center they should name the cen-
ter after the neighborhood in which it is located.
This will help promote an identity of the center
as being close to home. The revised tyvpology
also provides assistance in repositioning estab-
lished shopping areas.

Prospective shopping center occupants can alse
evaluate locations based on how well their store
fits into the shopping center positioning. For
example, a store which considers itself to be
specialty store will think hard about opening in
a convenience shopping area.

State Street Mall

Although the findings are based on limited data,
they suggest some interesting marketing recom=~
mendations feor the State Street Mall. The Mall
should decide how it wishes to position itself
within the proposed framework. There are several
alternatives. It might wish to strengthen its
position as a specialty shopping area since those
shoppers who perceived it accordingly tend to
shop frequently. If sc, the mall association as
well as individual stores should increase retail
store promotions. Art fairs, noontime and even-—
ing concerts and fashion shows were rated by 40
percent of the respondents as being very impor-
tant for increasing their shopping on State Street
(Petto, 1982), The Mall association should co-
cperate with the city te sponsor special activi-
ties to attract customers,.

To court the large number of shoppers who per-
ceive the Mall as a convenience center but shop
less frequently, Mall stores should experiment

with more convenient hours. Stores could exi.....
their hours in the merning and evening. During
lunch time they could add additional staff to in-
sure faster sales and service.

LIMITATIONS OF STUDY

The proposed typology admittedly has been applied
under very limited conditions. If the typology

is to be more widely accepted than the proposed
measures need to be validated. Additional mea-
sures of convenience, comparisen, and specialty
stores should be tested. The typology should

alsc be applied to multiple shopping centers with-
in a city to see if it 1s indeed effective in
discriminating among thern.

More research needs to be conducted to determine
wvhether shoppers' perceptions of the shopping area
influences other types of patronage behavior. It
is alsc necessary tc identify how the individuals
who perceive the shopping area as belng a conven-
iences, comparison, or specizlty area differ in
demographic and psycheographic characteristics.

Although more development work is needed, the pre=-
liminary evidence supports the importance of re-
thinking how shopping centers are classified and
promoted,
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MANAGING MARKETING EXPEND _RES:
AN OVERVIEW OF THE ISSUES AND A TEACHING FRAMEWORK

Fred W. Morgan, Wavne State-University

ABSTRACT

Marketing scholars continue to try to develop op-
timal combinations of marketing mix variables.
Recent efforts in this area &are discussed, and an
overview of both effective and efficlent marketing
decision-making is presented, Last, the problems
of implementing such a framework are reviewed.

INTRCDUCTION

Marketing managers should be encouraged by recent
artention in the marketing literature given to the
analysis of marketings' interactions with other
functional areas within the organization (Ruekert
and Walker 1987). This article develops a general
framework for wunderstanding social aspects of
planning, implementing, and controlling marketers'
activities as they interact with several, not just
one {(Gupta, Raj, and Wilemon 1986), functional ar-
eas within the firm. The result is & view of mar-
keting relative to the other business decision
areas, which allows the firm to assess its "mar-
keting orientedness.”

Unfortunately, comparable frameworks for analyzing
marketing costs and productivity are not well-de-
veloped. A number of scholars have, however, re-
cently examined the marketing control process from
various perspectives. The impact of firm size on
corporate profits has been studied (James, Plan-
chon, Brandenburg, Evans, Kiser, Leverette, and
Ware 1986). The impact of marketing strategies on
retail profits has been reported (Cronin and Kel-
ley 1985). Others have studied the profit impac:
of promotional activities (Kelley 1986; Hardy
1986), measures of advertising quality (Ghosh and
Craig 1986}, and optimal location of services
(Arnold, Oum, Pazderka, and Snetsinger 1987).
Also, Levy and Ingene (1984) end Sharma and Acha-
bal (1982} have reported on how to analyze and
control marketing costs.

This last area of inquiry has been explored by
others (Fogg 1%974; Mossman and Worrell 1966; Kir-
palanl and Shapiro 1973; Betley 1973; in 1970)
and has a research tradition which dates back 60
years. The various issues and questions raised by
researchers can be organized into two major areas
of study: determination of profit contributiens
by market segment (Beik and Buzby 1973, Buzby and
Heitger 1976a; Crissy, Fischer, and Mossman 1973,
Mossman, Flscher, and Crissy 1974) and analysis of
cost-effectiveness of future marketing outlays
(Corr 1976; Feder 1965),

Segmental contribution analysls helps in the iden-
tification of homogeneous market segments for cal-
culating contributions of various marketing activ-
ities to profits (Buzby and Heitger 1976L). For
example, territories, salespersons, or product
lines making the largest absolute or relative
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profit contributions te can be pinpointed. Low
contributors can be reviewed and targeted for cor-
rective action or perhaps elimination if continued
substandard performance is unscceptable.

Cost-effectiveness analysis enables the marketer
to assess the profit impact of different levels of
expenditure by marketing activity (Buzzell 1964;
Lambin 1970; Lodish 1975; Lodish 1976). As the
firm experiments with wvarying levels of expendi-
tures by cetegory, the marketer may approach a so-
called optimal level for, say, advertising.

Taken together, segmental contribution analysis
and cost-effectiveness analysis provide a measure
of prior performance and a criterion for future
outlays, respectively. Both approaches are impor-
tant if a firm's management team is to remain in-
formed regarding the most prefitable expenditure
and opportune use of marketing resources.

A procedural difficulty inherent in both contribu-
tion margin and cost effectiveness analyses may,
however, mask important wvariations in marketing
performance. The key to contribution analysis is
the breakdown of sales and cost categories for as-
signment to control segments defined by product,
territory, distribution channel, etc., or combina-
tions thereof (Hulbert &nd Toy 1977; Dunne and
Wolk 1977). This top-to-bottom approach facili-
tates an effectiveness analysis (budgeted vs. ac-
tual expenses and revenues) within successively
more detailed segments (e.g., by region, by prod-
uct-region, ete.). Segments needing corrective
marketing acticn based on substandard performances
are identified. Managers can thus identify the
specific areas which must receive extra attention.

However, effectiveness-oriented approaches do not
provide information for assessing the efficiency -
of marketing expenditures. A market segment meet-
ing its contribution-to-profit objective will typ-
ically not be analyzed in any greater detail. But
are marketing expenditures in this segment being
utilized as efficiently as possible (Wittink 1977;
Sheth and Frazier 1983)7 Could greater profits
have been realized had, for example, the advertis-
ing budget been allocated differently among the
various media alternatives (Beckwith 1972)? Which
corporate business unit i{s earning the most prof-
its relative to marketing investment (Phillips,
Chang, and Buzzell 1983)7 What product should re-
ceive what share of the advertising budget (Carde-
zo and Smith 1983; Wind, Mahajan, and Swire 1983)?
How should the sales effort be allocated (FPara-
suraman and Day 1977)? Answers to these questions
are obtained via a detailed analysis of subsets of
financial accounts for marketing activities.

These questions are akin to productivity ques-
tions. 1Is the company securing the largest possi-
ble market share, given marketing outlays (Ghosh,
Neslin, and Shoemaker 1984, Horsky 1977, Anderson



1980; Cook 19E5b)? 1Is the company's work force as
productive a&s possible, or could improvements be
made by reassigning people to different rasks or
rearranging tasks? Questions like these have been
examined in retailing {(Ingene 1982; Ingene 1985)
and from a macro perspective (Steiner 1578). A
sicilar analysis at the firm level could be of as-
sistance to marketing managers (Cook 1983, 19B5a;
Chattopadhyay, Nedungadi, and Chakravarti 1985;
Parasuraman and Varadarajan 1985).

EFFECTIVENESS-EFFICIENCY INTERFACE

The approach just noted complements contributien
analysis and cost effectiveness studies. Effec-
tiveness and efficlency studies have different
starting points, but they both focus on marketing
activities within market segments. The effective-
ness-efficiency interface is shown in Figure 1.

FIGURE 1

THE EFFECTIVENESS-EFFICIENCY INTERFACE

Revenues, Expenses

Py P,
¢’,—”‘L T~ r’f”’ b~

51 S» SPy 5Py 5P,
Advertising Selling Sales Promotion
Expenses

Pi-product; Ri-region; Hi-medium; Msi-message

This example assumes a three-region, two-product
company. This results in a six cell market grid
for determining segment contribution margin. For
each of cells A-F, assignable costs and revenues
could be compared to determine each segment's rel-
ative contribution te covering unassigned costs.

As illustrated in Figure 1, efficiency analysis
utilizes the same market grid framework; however,
the allocation of costs to segments is the final
step. Marketing costs are initially subdivided by
type of activity., In this simple example, only
three markering activity categories have been as-
sumed: advertising, selling, and sales promotiom.

Suppose further that the hypothetical company used
‘television, radio, and magazine advertising. The
advertising message content emphasized either
quality workmanship or product styling and design.
Selling alternatives were catalog sales (through
national catalog retailers/discounters) and sales-
persons (to retail stores and chains). Sales pro-
motions included in-store displays, seascnal spe-
cial discounts, and contests (cash prizes to cus-
tomers returning registration cards).

Ultimately all detailed costs are assigned to the
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six market segments to the extent they can be
traced to a specific segment, Each segment can
now be analyzed mot only for contributien to prof-
its, but alsc for efficient utilization of market-
ing outlays within each category (e.g., advertis-
ing message-media optioms).

DIFFICULTIES IN IMPLEME™TING AN EFFECTIVENESS-
EFFICIE: . MODEL

Marketing has generally lagged behind manufactur-
i{r- in the development of cost containment and
& coring systems {lLongman and Schiff 1955), yet
m....eting costs eaccount for a considerable per-
centage of the sgales dollar (Cook 1985b). The
reasens for such slow recognition of the potential
for controlling marketing expenditures are di-
verse. Marketing costs have not alweys been so
large relatively (Heckert 1940); hence, the need
for control of marketing outlays has not been as
critical as it is today. As techniques for con-
trolling production-based costs became refined,
litrle could be gained by further sophisticatien.
Loocking for additional applications, cost accoun-
tants quite naturally turned elsewhere--to markect-
ing. Competitive pressures forced management to
focus internally on cost control rather than
externally on sales expansion. The marketing con-
cept of the 1950s and 1960s emphasized buyer sat-
isfaction as expeditiously as possible {Hulbert
and Toy 1977).

All of these ressons, and undoubtedly others as
well, have motivated the search for & comprehen-
sive marketing control system. Yet progress has
been slow. Several characteristics inherent in
the functional area of marketing have impeded this
development.

First, the external orientation of marketing {is
inconsistent with conventional control procedures.
Many marketing activities have the consumer, who
defies easy explanation or quantification, as
their focal point. A no-sale may result because
of numerous customer-related reasons; thus, a mul-
tivariate analysis would contain many subsets or
subanalyses. The marketer may also mistakenly in-
terpret consumers’ needs. In additien, c¢ertain
marketing activities hsve 2 mass market focus,
making performance standards so general that they
may be of little guidance. For example, through
advertising marketers attempt to implant an idea
or influence an attitude in the minds of willions
of people. The exact nature of this influence, in
terms of a particular number, cannot be specified.

Second, effectiveness-efficiency problems are fun-
damentally difficult to formulate. Definitions of
marketing effectiveness would be sources of dis-
agreement. For example, what constitutes effec-
tiveness for advertising? Is it retention of an
idea, increased consumption, a more favorsble at-
titude about a product, etc.? Distribution ser-
vices goals can be framed in terms of time peri-
ods, numbers of deliveries, damaged container
rates, or customers’ perceptions. Which would
most useful or appropriate for a given firm?

Third, useful time frames for effectiveness-effi-
clency eanalyses cannot easily be determined,
Should such studies be conducted annually with



perhaps quarterly preliminary reviews? Hovw should
standards for performance be established for dis-
tant time periods, such as one or five years inte
the future? Obviously the longer run objectives
should be supplemented with intermediate targets,
but selecting the mest useful time schedules would
be guesswork until the firm becomes experlenced
with the process.

Fourth, marketers may argue that their duties are
so creative that standards of performance cannot
be formalized.  Advertising and sales personnel
are particularly likely to take this position.
These people may feel stifled if they must adjust
their behavior to norms or goals which are stated
obiectively. But these and similar arguments were
raised by other functional units in the firm when
earlier attempts were made to standardize their
jobs.

Fifth, an effectiveness-efficiency system would
ideally also involve confirmation-based reporting
to confirm activities and data. But in the con-
text of marketing activities, with their focus on
perhaps millions of customers, the confirmation
procedure would be extremely difficulrt to insti-
tute. Relying on contacts with so many partici-
pants, or at least a sampling of them, the effec-
tiveness-efficiency system may be very difficult
to implement because of its compiexity.

Sixth, a cost breakdown to carry out a segmental
analysis to determine effectiveness may differ
from a similar breakdown for efficiency purposes.
For example, advertising costs can be assigned to
territories on the basis of media expenditures in
each territory. But the message used may not be
assignable to territories; therefore, a different
allocation base would be necessary. Problems such
as these are surmountable, due in part to elec-
tronic data processing, but the choice of alloca-
tion bases must still be made,

CONCLUSION

While & comprehensive marketing control framework

would be of great benefit to marketers, B number
of difficulties impede its development. In any
event, marketing scholars continue to be inter-
ested in controlling marketing activities to gain
better, or even optimal, levels of performance.
As marketers make progress in developing tax-
onomies fn the various functional areas (Tellis
1986; Murphy ané Enis 1986), complete marketing
control frameworks will eventually follow.
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ARESTRACT

ETHICAL ORIENTATION OF MARKETING STUDENTS, INSTRUCTORS, AND PRACTITIONERS

Howard R. Budner, City University of New York

The ethics of business practitioners currently
has primacy as a consequence of vrecent dis-
closures of business bribes, 1l1legal political
contributions, insider trading on Wall Street,
and conflicts of interest in business and
government. Marketing practitionevs (business
people whose primary Jjob focuses cn marketing
functions) are frequently singled out by the
media as unethical because of such alleged
practices as selling inferior products, inac-
curate labeling, deceptive packaging, and
misleading advertising {(Fritzche and Becker
1982).

The propensity for unethical conduct among some
marketing practitioners appears to be the
consequence of both external and internal forces.
External forces include the competitive free
enterprise system which frequently idolizes
short-term profits. Internally, companies may
pressure marketing managers to compromise their
personal ethics to achieve positive bottom line
results.

Presumably, external and internal forces inter-
fere with personal ethics and the desire of
individuals to act ethically. In addition,
college business curricula have traditionally
placed business ethics on the back burner,
accentuating quantitative techniques and scienti-
fic procedures instead {Boyer 1986).

This study examined the level of acceptance of
questionable marketing practices by marketing
students, marketing instructors, and marketing
practitioners. An instrument consisting of forty
questionable marketing practices was administered
toc these groups to assess their ethical orienta-

tion. Scores for 178 beginning marketing college
students, 170 advanced marketing college
students, 40 marketing instructors, and 141

marketing practitioners were tabulated.

The findings of this study demonstrate that the
ethical orientation of different marketing
disposed groups 1in different situations are
significantly different. The research provided
evidence that advanced marketing students were
more accepting of questionable marketing prac-
tices than beginning marketing students,
Marketing instructors and marketing practitioners
shared a similar ethical orientation; both groups
were more accepting of questionable marketing
practices than the students.

The results of this research suggest that the
ethical orientation of marketing students,
practitioners, and instructors may be dependent
on situational perspectives: proximity to
business practice, years of business experience,
and gender, Surprisingly, the taking of an
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ethics course did net contribute to a positive
ethical orientation.

IMPLICATIONS

The findings of this study have implications in
regard to the role that marketing education
should play in the relationship between students
and their social environment--specifically in
students’ academic experience. A reassessment of
the teaching of marketing ethics in marketing
courses is necessary. This teaching might
include the writing, communicating, and creation
of company policy regarding ethics. Situational
role playing would undoubtedly sensitize students
to the realities of marketing ethics.

Since females were found to be less accepting of
questionable marketing practices, it may be
heipful if they were encouraged to share their
ethical reasoning in the classroom environment.
Females represent the majority of marketing
majors; marketing educators should encourage them
to share their ethical beliefs, values, and
opinions.

It would be desireable to extend the breadth of
this research. For example, z longitudinal study
could track the same group of individuals over a
six- to eight-year period as they develop from
beginning marketing students to advanced market-
ing students to marketing practitioners.
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DISCUSSING PRODUCT COUNTERFEITING IN A& BASIC MARKETING COURSE

Craig A.

ABSTRACT

Tz rk counterfeiting is a growing problem for
toi. .xer and industrial marketers, This paper
relates an educational perspective to the trade-
matk counterfeiting probler. Suggestions for
including a discussion of unterfeiting in the
basic marketing course are .ncluded.

INTRODUCTION

Marketers face a multitude of challenges when
competing in a market, One challenge that mar-
keters face is the task of differentiating their
products from those of the competition. Normally
this effort involves creating a unigue product
concept and building a reputable brand name.
Unfertunately, a successful brand name often
attracts emuiators hoping to skim short-term
profits without making a similar capital invest-
ment as did the legal owner of the brand. In
‘some cases, emulators may compete illegally by
counterfeiting the brand name product. The prob-
lem with counterfeit products has reached epi-
demic proportions as worldwide sales of counter-
feits have increased from $8 billion in 1982 to
over $23 billion in 1985 (Business Week 1985;
Dugan 1984), During the same period, counterfeit
products resulted in a sixfeold increase in the
loss of jobs in the United States from 131,000 to
770,000. Additionally, the counterfeit problem
is predicted to get worse in the future as devel-
oping countries view product counterfeiting as a
source of much needed hard currency and as a way
of assimilating techmology into their countries
{5all 1984; Dugan 19B84).

The threat that counterfeit products pose for
marketers makes it imperative that marketing
students understand the nature of the problem and
potential courses of action that can be taken to
control product counterfeiting. However, since
the topic isn't covered in most marketing prin-
ciples textbooks (e,g., Boone and Kurtz 1986;
Kinnear and Bernhardt 1986; Kotler 1986; McCarthy
and Perreaultr 1987; Stanton and Futrell 1987;
Zikmond and d'Amico 1986), many marketing stu-
dents may not be getting this exposure, Even
books on new product development (e.g., Urban,
Hauser, and Dholakia 1987) and the legal aspects
of marketing (e,g., Stern and Eovaldi 1984) do
not address the problem of product counterfeit-
ing. To address the shortcomings of these text-
books, this article will provide marketing educa-
tors with the educational perspectives of product
counterfeiting which may be used in the basic
marketing course. This will be accomplished by
discussing the meaning of product counterfeiting;
relating the determinants and legal considera-
tions of product counterfeiting; highlighting
individual firm and industry efforts to contrel
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product counterfeiting; and illustrating where in
the basic marketing course product counterfeiting
may be integrated.

WHAT IS PRODUCT COUNTERFEITING?

Many activities are related to product counter-
feiting, In legal terms, courterfeiting involves
the unauthorized copying of some or all parts of
a product such that the copy would confuse or
deceive the consumer. An example of a counter=-
feit would be a cola drink packaged with the
Coca-Cola logo. A fake is a slang term for
counterfeit. An imitation uses a name Or shape
which differs from the original but is close
enough that the consumer will associate the
imitation with the original, For example, the
1zod alligator logo could be imitated with a
lizard, (Imitations per se are not illegal,
Rowever, if the purpose of an imitation is to
defraud the comsumer, then it would be illegal.)
A knockoff is a product that copies the design of
an original product but carries a different brand
neme, FPiracy is the copying of a creation with
the purpose of the copy passing as the original.
Computer software and audio recordings are often
pirated. Passing gfi involves a simulation of an
original trademark.

DETRIMENTS OF PRODUCT COUNTERFEITING

The detriments of product counterfeiting involve
both short and long-term costs which impact
society and the marketer of the brand nsme being
counterfeited, The short-term cost that counter-
feiting inflicts on society is the loss of tax
revenue that would have been generated from the
sale of the more expensive brand name product and
duties from illegally imported counterfeits. The
long-term economic and social cost born by asoci-
ety involves the loss of jobs to counterfeiters
who operate in cheap labor markets - e.g., Mexico
and the Philippines,

The cost of controlling counterfeiters can be
substantial and can have a significant impact on
the profitability of a brand name marketer. For
example, Chanel, which produces the often imi-
tated Chanel No. 5 perfume, spends spproximately
$1.2 million annually on security against coun-
terfeiters (Business Week 1985). Social costs
also are incurred in attempts to control counter-
feiting since resources are directed away from
investments in research and development and new
equipment,
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Counterfeiting also takes a toll on consumers by
defrauding them into paying brand nawe product
prices for counterfeits of inferior value and
unenforceable warrantiec For example, in 1985
counterfeits manufactur .n the Far East and in
South America not only ,.ed the trademark and
packaging of Carrer. eveglasses but inserted in
the packs2e & registration card complete with a
false se:ial number (Green 1985). Optyl's
Carrera Divigion estimated the fake warranties
cost it millions of dellars in consumer goodwill
beyond the $10 million it lost in sales.

Counterfeit consumer products have the potential
to inflict more than economic harm on consumers.
Product liability costs to the brand name marketr-
er may increase when counterfeit - affect the
health and safety of consumers., 1o give just a
few examples:

~ Seversl children were burned when their coun-
terfeit Cabbage Patch Kids, stuffed with rags
soaked in kerosene, broke open and exposed the
rags to the children (Business Week 1983),

- In 1978, the Federal Food and Drug Administra-
tion recalled over three hundred heart pumps,
which maintain a patient's heartbeat during
surgery, because they contained an $8 counter-
feit part {(Rakoff and Wolff 1983).

~ A counterfeit of G, D, Searle's Ovulen 21 birth
control pill, which contained low levels of
estrogen resulted, in several product liability
actions when it caused heavy bleeding and/or
unwanted pregnancies (Business Week 19B85).

- Counterfeit amphetamines and tranquilizers were
traced to several deaths in the United States
in 1985 (Business Week ]985).

- Counterfeit pclic vaccines have been given to
uhsuspecting patients (Rakoff and Wolff 1953).

- Fake brake shoes have cgused numerous car and
bus accidents which have resulted in many
injuries (Business Week 1985),

Finally, the damage that a counterfeit can in-
flict on & brand name¢ marketer's reputation can
be severe a cost and have a lasting impact. For
example, Chevron Corporation's reputation tock a
long time to repair when a counterfeit pesticide
bearing the Chevron brand name was used on the
coffee crop in Kenya with devastating effects
{Green 1985). Two-thirds of the 1979 crop was
lost to insects because ground chalk was substi-
tuted for the insecticide in the counterfeit
pesticide.

LEGAL CONSIDERATIONS IN PRODUCT COUNTERFEITING

Tine legal sspects of product counterfeiting in-
volve a myriad of federal, state, and interna-
tional trademark laws. The marketing student
should become aware of these laws in order to
know how government is attempting to protect
brand name marketers. Counterfeit legislation
passed at each of these levels are now discussed
separately.
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Trademarks

Trademarks offer some protection against product
counterfeiting, A trademark is a registered word
or design used by a marketer to identify and
protect a unique product offering. The trademark
protects against the use of the same mark, or a
similar one that is confusing, by a marketer of a
similar product (Diamond 1981). The offending
mark does not need to be an exact copy of the
trademark in order for it to be considered a
counterfeit, only that the mark causes consumers
te be mistaken, confused, or deceived (Diamond
1981). The protection a trademark provides a
consumer product marketer allows the marketer to
distribute a product over & wider ares and in-
crease sales by establishi a connection between
tue trademark and the quality of the product
(Rakoff and Wolff 1983}. '

Federal Law

The first official consideration of a federal
trademark statute occurred in 1791 when Boston
sailmakers requested a mark that would differ-
entiate their sailcioth from other sailmakers
(Rakoff snd Woiff 1982). However, noc action was
taken on this initiative until 1870 when the
expansion of interstate commerce across a large
geographical area rendered most state laws de-
signed to control counterfeiting ineffective. At
that time, the Trademark Act of 1870 was passed.
However, the Act made no provision for criminal
actions to punish those who counterfeited trade-
marked products, The absence of this provision
made the Act an ineffective deterrent to product
counterfeiting.

A hodge podge of federal trademark legislation
was passed starting in 1881, Again, the legisla-
tion provided for civil but not criminal penal-
ties. In 1946, the Lanham Act was passed to
replace earlier trademark laws. The Lanham Act
provided for the registration of a trademark and
civil penalties for infringing on a trademark, up
to three times the amount of the damages incurred
by the brand name marketer. The Act also pro-
vided for injunctions to prevent infringement,
and the destruction of counterfeit inventories
that are seized. However, the Lanham Act was
ineffective in dealing with product counterfeit-
ing because the it did not provide for criminal
sanctions and placed the burden on the brand name
marketer to discover and build a case against a
suspected counterfeiter,

The Federal Trademark Counterfeiring Act of 1984
took 4 major step toward controlling consumer
product counterfeiting by rectifying many of the
problems that plagued earlier federal legisla-
tion. The Act provided for severe penalties for
convicted counterfeiters. First time offenders
now face fines of up to $250,000 fer individuals
and §1 million for companies. Jail sentences of
up to 5 years for counterfeiters may also be
imposed. Repeat offenders face fines of up to $5
million and 15 years in prison. In the first
year and a half that the law was in effect over
500 civil suits and several criminal actions were
brought against counterfeiters (Crandell 1986).



State lLaw

Most states have etatutes designed to ¢ -rel
consumer product counterfeiting. Usua. the
statutes pertained to consumer fraud., Although

many states' laws provide for criminal penalties,
most of the laws are ineffective deterrents be-
cause they consider consumer product counterfeit-
ing & misdemeanor. However, in 1984 California
became the first state to pass specific legisla-
tion that imposed felony criminal penalties
against counterfeiters (California Business and
Professional Code 1986). The law provides for
fines of $5,000 for indjividuals (S100,000 for
corporations) and up to one year in county jail.
Repeat offenders may receive the game jail ternm
but fines increase to $30,000 and $200,000 for
individuals and corporations, respectively.

International Law

Despite the international scope of consumer pro-
duct counterfeiting, few attempts have been made
at the international level to curtasil counter-
feiting. Although the few treaties that exist
provide for the registration of trademarks, the
treaties do not have a mechanism for prosecuting
counterfeiters, and therefore, have been ineffec-
tive (Rakoff and Wolff 1983). The International
Anti-Counterfeiting Code, which has been jointly
proposed by the U.S5. and the European Common
Market, offers a better chante of controlling
consumer product counterfeiting. The Code would
require signatory countries to seize counterfeit
products when they attempt to clear customs
(Rakoff and Wolff 1983).

PRODUCT MARKETER ATTEMPTS TO
CONTROL COUNTERFEITERS

Efforts to control the growth of counterfeit
products has involved individual product mwarker-
ers and trade associations, Individual efforts
to control counterfeiting have ranged from in-
stalling in-house security forces to the adoption
of sophisticated high technology. In several
cases, in-house security forces have combined
with the Federal Bureau of Investigation agents,
customs officials and local police to rum sting
operations or stage raids on factories and ware-
houses of suspected counterfeiters. For example,
in 1984 cooperative sting operations netted Ford
Motor Company more than one million counterfeit
parts from 28 manufacturers and distributors,
Ford followed the sting operations by suing all
28 counterfeiters (Business Week 1985).

Other marketers have built into their products
innovative ways of detecting counterfeits.
Beginning in 1987, VISA credit cards have in-
cluded a hologram which makes them difficult to
duplicate {(Crandell 1986). The hologram is
expected to reduce the more than $100 million
annual fraud loss VISA has suffered largely as
the result of counterfeit cards. Levi-Strauss
weaves a microacopic-fiber which is visible only
under & special light into the fabric it uses to
make its clothes, When Levi-Strauss suspects &
store of carrying fakes, it buys a sample from
the store and tests the product with the special
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light (Couretas 1985). Micro-printing and trace
chemical elements also sre being used by compan-
ies in the production of their products or pack-
aging as a means of testing the suthenticity of
their products.

Karketer trade associations also have increased
their efforts to control counterfeit consumer
products. For example, in 1978 only fifteen
firms belonged to the Internatiopal Anticounter-
feiting Coalition, but by 1985 the number had
grown to over 300 firms (Couretas 1985). The Toy
Manufacturers of America (TMA) has established a
network of trade asgociations in several coun-
tries to trace counterfeit Transformer robots and
other toys (Business Week 1985), They alsc
helped educate their members to sell to reputable
retailers and counterfeit toys have been banned
at TMA trade shows.

PRESENTING PRODUCT COUNTERFEITING
IN THE BASIC MARKETING COURSE

The information presented in this paper may be
discussed in several parts of the basic marketing
course, These areas include marketing environ-
wents, marketing strategy, product development,
and international marketing., The legal history
leading to the passage of the federal Trademark
Counterfeiting Act of 1984 would be a timely
exanple when discussing how the political and
legal environments influence marketing activi-
ties, Trademark legislation could be used as an
illustration of how government regulation can
protect marketers.

Counterfeiting also influences the development of
marketing strategy, in that it is a threat to the
differentiation of products through trademarks.
The educator may point out that the marketer has
several possible actions to choose from if con-—
fronted with a counterfeit problem, For example,
8 hands—-off strategy may be adopted which allows
other marketers to addrese the problem., Alterna-
tively, a marketer may withdrav from a market
wvhere counterfeiting is & preblem. Thirdly, the
marketer may implement & warning strategy. This
strategy would consist of informing consumers of
the problem with counterfeits. Finally, a prose-
cution strategy, which is the most expensive but
has the greatest deterrence effect, may be ael-
ected. This strategy would involve & periodic
examination of each channel member's operations,
including purchlasing procedures and inventory.

If a clannel member is found with counterfeit
products, the brand name marketer would prosecute
the member to the full exteat of the law.

In the marketing management portion of the
course, product counterfeiting is especially
relevant to the topices of information systems,
branding, product development, and distribution.
Here, one may illustrate how the marketing infor-
mation system may be used to monitor the environ-
ment for the potential counterfeits, Case exam-
ples of Cabbage Patch Kids and Chevron may be
used to present what detriments counterfeiting
holds for reputable brand names.

In digcussing product development, one may stress
he trreats counterfeiting pose for a successful
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brand name and marketer sttempts to control for
the counterfeiting of their products. Some of
these control procedures were highlighted earlier
and include the inclusion of microscopic fibers,
visible with & special light, in Levi pants and
and the use of -Ling operations by the Ford Motor
Company,

R .ing is the major distribution topic of the
b course where product counterfeiting is

es .ally pertinent, Given the era of designer
clothes, watches, and other consumer preoducts,
retailers have an interest in controlling product
counterfeiting because they effect the profit
margins for designer items. In addition, under
the Trademark Counterfeiting Act of 1984, re-
tailers face notice letters and seizure orders if
they are caught with inventories of counterfeit
products. Notice letters are written reguests
initiated by the manufacturer and sent to retail-
ers and wholesalers demanding that they stop
selling counterfeit products. If the wholesaler
or retailer does not cease this activity, the
manufacturer may get a seizure court order. This
order allows the manufacturer to seize sales
records and counterfeit inventories, which then
can be used in civil proceedings against the
wvholesaler or retajler,

Finally, product counterfeiting may be presented
in the international pertion of the basic course.
The discussion may focus on the reasons that
foreign countries allow counterfeiters to operate
within their borders., Among the major reasons
are that developing countries look at product
counterfeiting as a source of much needed cur-
rency and a way to disseminate technology into
their economies. Product counterfeiters also are
a source of jobs. In addition, and although
beyond the scope of this article, different
countries' anticounterfeit legislation may be
discussed,
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CARLERS FOZ WOMEX IX INDUSTRIAL SE

LLING: FROBLEMS AND OPPORTUNITIES

Tracy Lynne Reganall, Oregon State University, Corvallis
Rober: E. Cellins, University of Nevada, Las Vegas

INTRODUCTION

Industrial sales (defined as sellinz to other
manufacturers or t¢ middlemen) is a lucrative and
challenging career for women. The industrial
salesperson needs to constantly change their mes-
sage content, mode, sequence and selling stvle to
fit the unique needs of the prospective customer.
The seller faces strong competition from the var-
iety of industries offering the same product.

The customer will often select the salesperson on
the basis of credibi’:ty, problem-solving capa-
bilities, technical wledge, and perceived
willingness to serv. ..e customer's needs.
this problem seclving, coupled with attendant
post-transactional follow-up, that often benefits
from the understanding and compassion associated
with women. Women have many positive atrributes
to bripng intc the field of industrial selling.

It is a career that offers ambitious, energetic,
comritted women a great deal of opportunities.

It is

While the percentage of women in non-retail sales
has more than doubled in the past tern years, it
is still the lowest ratic of women to men in all
the surveved professions. Approximately 807 of
the industrial sellers are male. In 1980, the
Census Bureau stated that there were 65,69 women
out of a total 433,496 salespeople in manufactur-
ing companies. This number of saleswomen is
continuously increasing as they prove that thev
can sell and handle accounts as well as their
male colleagues.

SALES AS A ROUTE TO THE TQP

It is often difficult to reach tep management in
most industries without some experience in sales.
The skills learned in selling=-communicating,
organizing, and self-motivation--are applicable
te any position in management. Selling enables a
pergon to get to know the technology and products
of theilr company. Salespecple get a high level
of training through a variety of programs offered
by the companies. This product knowledge is
invaluable to a person in management who needs to
understand the bottom line of the company, its
technological cere. A salesperson, through their
constant interaction with the customers, also
gets to know the problem areas of a companvy and
the different needs of the people they serve.
Tnis background is an important base upon which
to draw from when making decisions as a manager.

Line jobs, such as sales and manufacturing, give
a woman the chance to provide obiective proecf of
her comperence and ability. GStaff departments
allow for a wide scope of subjective judgments
toward your accomplishments. If there is even a
subconsciocus bias against you by your superior,
your achievements may be seen as less than what
they actually are. There is enough yoom for
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ambiguity in staff jobs to question good perform-
ance if your boss wants to. Although line jobs
don't completely dismiss subjective judgments,
they at least provide objective data and criteria
to use on your behalf, These results can't be
ignored or diminished. If you track the leaders
in the corporation, you'll see what the pathways
are to the top and have proof that line jobs are
a way to get there.

ADVANTAGES OF A SELLIKG CAREER
saleswoman to be rewarded
there are some sales jobs
majoritv are based on com-
missjons, bonuses, and other incentives. The
additions of a company car, fringe benefits, and
a liberal expense account bring the base salary
up to a level of a high income, prestigious occu-
paticn. Selling enables the saleswoman to see
bher hard work and commitment pay back with high
monetary rewards. It is a numbers game that
works for the saleswoman. The more calls vou
make, the more sales vyou will make and, therefore,
the more sales commissions to reflect this extra
effort,

Selling allows for the
accordingly. Although
that are salaried, the

A career in sales offers a woman the opportunity
to meet a variety of different people on a daily
basis. Sales allows a person tc fully utilize
their communication skills and interact with
people on a multitude of different levels. The
salesperson must be able to adapt their sales
presentation to fit the perspective customer's
personality type and needs. The challenge is not
only selling your product tc the customer, but
also selling vourself. By developing a rapport
with the customer, you create a loyalty that
results in repeat orders.

There
There

is a high level of independence in selling.
is a lack of formazl structure and, to a
large extent, the individual salesperson sets
their own schedule. This type of job requires a
lot of self-discipline. Selling isn't a typical
"g9-to-5" job., You have to be the motivating fac-
tor that gets you out of bed in the morning to
make the phone calls and customer visits. A
salesperson Is alwost running their own small
business within the larger corporation. To be
successful, you need to be organized; you
structure your time, not the company.

SPECIAL QUALITIES CF SALESWOMEN

Women bring in some of their own kev assets to
the field of selling. Many sales managerc and
customers feel that certain traits womer e
make the "average" saleswoman better the .:e
"average" salesman. Women's childhood develop-
ment and social integration help them to read
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.ter, an important skill ir sales. Ther
n relving
oler areas

pecple
listen to the needs of custoners,
on intuition to find out where the
lie.

Saleswomen tend to extend the «.:ira effor: whichk
doesn't necessarily result in an immediate sale.
What it does resulit in is a high degree of custo-
mer lovalty. Thev treat customers with special
attention. It is this pampering by the sales-
woman that pavs off in the form of added respect.
Women are shown to pay more attention to the
services. This can further enhance the custcomer
preference for a particular salesperson. Follow-
up is one of the biggest issues. Follow-ups help
to build a relationship with the customer for
sales calls at a later date and deal with any
problems that may have arisen. Customers can be
lost if the salesperson fails to contact most of
the accounts after the sales have been finalized,

Saleswomen listen to the problems and needs of
their customers, It is this service orientation
that makes saleswomen such a driving, advancing
force in industrial sales. Women alsc speakwell.
Test scores frorm BFS Psychological Associates,
New York City, show that on the average, women
have better vocabularies and can express then-—
selves more clearly than men {Skolnik 1983).

When saleswomen and salesmen have been rated bv
buvers on different attributes, women rated more
favorably on 15 of the total 23 (Swan et al.
1984), Women were judged higher on such traits
as understanding other people, friendliness,
enthusiasm, and preparatiocn for sales presenta-
tions. This study gives evidence that fermales en
the sales force of a company will be accepted by
the industrial buyer at least as readily as their
male counterparts. TJTrained saleswomen should neot
face problems of customer acceptance.

Saleswomen also have the added benefit, since
they are still a minority in this field, of get-
ting intc the prospective customer's door just by
the sheer fact that they are women. The element
of novelty, '"what does an industrial saleswoman
look like," can help tc get a few minutes of the
custemer's time. It is then up to the saleswoman
to make the best of this copportunity. Women may
have the advantage of getting to the customer,
but a buyer won't place an order with you if you
can't knowledgeably sell him your product.

Saleswomen don't have to go out of their way to
be noticed. Women can more readily make an
impression on higher management. In a crowd of
salesmen, one or two saleswomen are easily seen
and remembered. When a woman speaks in a meeting,
people will listen, if only to hear what this
woman has to say. This visibility can also work
irn a negative way since your mistakes are noticed
more and commented upon by others. The advan-
tages and disadvantages are disappearing as more
and more women enter the field of industrial
sales.

SPECIAL PROBLEMS FOR SALESWOMEN

Although women have many advantages by being in
industrial sales, there are also difficulties to
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face. Lack of self-confidence and fear of rejec—
tion can be a problem. Often women have to prove
themselves capable of doing their jobs, not only
te the customer, but to their male peers., Women
must be preparecd to sell themselves and their
knowledge, as well as their products. A sales-
woman's expertise mav be challenged by men who
feel that women couldn't possibly know anything
about their business. Once a customer finds out
that & woman can handle the business area the
customer is in, being a male or a female becomes
secondary.

Women can often deal positively with their
presence in a male-dominated industry. By having
a sense of humor, it is easier to deal with the
special situations they encounter as females
(such as language, opening doors, picking up the
check, etc.). It helps to avoid stress and ten—
sion if you see the funny side of a situation
that you can't control. When men can't deal with
a woman in certain situations, it is their prob-
lem. All a woman can do to help mwen adjust is to
use patience and tolerance. Both men and women
are in a different situation than they are used
to, and the problems wmust be worked out slowly,
Many women are concerned about their treatment by
colleagues and customers and are willing to fight
for themselves if they feel thev are being dis-
criminated against, In the business world, it
helps to learn when it is best not to fight an
issue just to make a point. Sometimes it is
better to put energy into areas that will pay
off, such as seeking people out, one-cn-one, and
talking about mutual concerns. Often a casual
exchange of ideas will show what a person has to
offer and build up the level of confidence better
than a confrontation would ever do.

In many instances, women's advancement in sales
has been hampered by their unwillingness to
travel extensively. Women themselves have men-
tioned that traveling and family ties are
obstacles. Yet, as roles in the family are
changing and two-career families become more
common, women traveling for business becomes more
acceptable. The 1986 figures show that women
represent approximately 40% of all business trav-
elers, up dramatically since the 1970 figure of
10% (Gable and Reed 1987). Resistance to trans-
fers is growing among all executives and is no
longer limited to women.

Since women represent a small percentage in
industrial sales, this tokenism creates a number
of social and career pressures that can affect
the token's performance. The lack of a support
system for women, inadequate integration into
otherwise all-male groups, and lack of female
role models all combine to make it difficult for
women in industrial sales. Being the only female
among a group of men can result in discomfort,
isolation, or exclusion, This can be kept to a
minimum by having a good channel of communication
between a saleswoman and her male colleagues.

The male culture that can develop around a group
(drinking, sexual references, risgue stories) can
cause embarrassment for the only woman. It is
often better not to compete with this type of
culture. It is a matter of establishing a rela-
tionship and finding ground where both parties
feel comfortable with one ancther.



Oftern a case of mistazen ifdentity car happen when
traveling in or out of the office. A woman trav-
eling with a wan mav be thought tc be a wife or

lover imstesz. of a prefessional celleague. This
gituation is wmovre a sopurce of embarrassment than
a harwful reflection on their career. But when

the woman traveling with the man is thought to be
a secretary/subordinate, this case of mistaken
identity can have business consequences. Althoush
this can be a source of frustration for the sales-
woman, it dcesn't necessarily charge her imvolve-
ment with the account. Making comments to bring
herself into the conversation may help, but it is
a situvation--men talking tc other men as though
they are in charge--that is difficult to openly
fight; and it is questionable as to whether a
"fight" would be worth it.

Although many believe that motherhood causes many
women to abandon their careers, there has been no
substantial proof to back this hypothesis. A
1980 studv by Catalvst, a monpreofit organization
that encourages the participation of women in
business, found manv saleswomen continue to work
through their pregnancies and return to work
after a maternity leave (Gable and Reed 1987).
One of the positive aspe:zts about selling is the
fact that if vou have an established track record
as a saleswoman, wvou have the abilitv to take
time coff and later return Lo Your Career.

SOLUTIONS

Much of the sex-role stereotvyping is being elim-
inated as more woren Zein the szles force.
Others, such as credibilitvy and technologicel
knowledge, are being chipped away as wemen go out
and seek training and information abour sales.
Corpetence and knowledge about the company and
the product are Important facts in stating the
effectiveness of saleswomen.

Networking among saleswomen helps by supporting
one another's efforts and successes. It provides
many opportunities to develop contacts for busi-
ness and professional visibility. Informal net~
working, or membership in a networking organiza-
tion, provides the pathwav teo meet and interface
with other high-achieving saleswomen and discuss
mutual problems and sclutions. Organizations
such as the Naticnal Association cof Business and
Industrial Saleswomen, National Association for
Professional Saleswomen, and the Kational Ketwork
of Women in Sales enable women to find role
models and develop a higher level of confidence.
They provide brochures which offer helpful and
useful information. This support system should
be integrated into the careers of saleswomen to
help get the most from their jobs.

Women's attitudes towards careers have changed
over the past decade. They have more commitment
and are making themselves eligible for jobs in
selling and management. Industry needs good
people as fast as thev become available. Com-
panies can't afferd to ignore people, male or
female, who can d¢ the job. Managers need to
capitalize on saleswomen's talernts and help make
their entrance into this male-dominated field an
easy transition.
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Lack of proper indectrination and feedback are two
of the main influences that harm a woman's chances
to be an effective, productive salesperson. Sales
managers need to be aware of the organization's
norms and attitudes. PFPlans should be developed to
incorporate saleswomen into the firm, The manager
needs to stress to the existing sales force that
women are a vital and important dimensicn to any
complete organization. They are a part of the
firm, not separate, and should be treazed as
cclleagues. 1f done informally and with a posi-
tive attitude, resentment and teansion towards
saleswomen will be avoided,

I1f managers inepire open communication where
fears and concerns can be expressed, they will be
eliminating many of the problems that could pot-
entially arise, problems such as isclation and
exclusion of the saleswomen and the ill will of
the existing sales force. The sales manager must
encourage interaction among all the members of
the firm's sales force and take steps to promote
the working relationships between females and
their co-workers.

Women have been found to have less confidence
than men in product knowledge, sales ability, and
job security. Their lack of confidence in being
able to understand the product's technoleogy and
in their sales ability may be able to be con-
trolled through proper training and supervision
by the manager. The training staffs in the firms
should be made aware of the apparently larger
need by saleswomen for developing skills neces-
sary in selling. 1If the managers of a sales
force work closely with its members, they can
help build a greater level of self-confidence
among the women (and men). Women also appear to
have a lower sense of job security. This may be
attributed to their lower product and sales con-
fidence. As confidence in these areas grows,
women can develop more confidence in the security
of their jobs.

Women have the same desire for success and job
advancement as men. Some differences have been
found to exist in the rewards desired by men and
women in selling. Saleswomen have less of an
interest in pay than men and are more interested
in the opportunity to meet different people and
the chance for independent acticns. This know-
ledge may be useful in recruiting saleswomen and
designing a reward system for the sales force.
Even though women expressed a lower level of
interest in pay, this should not infer that this
job reward should be neglected. It is still an
important reward and motivational teol.

STEPS FOR THE FUTURE

To eliminate discrimination in the work force,
managers need to reevaluate their own attitudes
about saleswomen and look at the data that sup-
pert their entrance into this field. Saleswomen
and salesmen need to be provided with the neces-
sary sales training to perform their sales roles
effectively. Additionally, managers must accept
the fact that some dimensions of men's and
women's personality, such as emotionality, are
different. Adjustments need to be made by man-
agement in dealing with this changing werk force.
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SUMMARY

Industrial sales has long been recognized as
cffering a corbinartion of high monetary rewards,

a chance tc learn about the company's technology,
products and users, and a traditicn of upward
mobility to top management. Both salesmen and
saleswomen deal with problems, such as long hours,
extensive traveling, and often "not-so-polite”
rejections on calls. Saleswomen, however, do face
some different issues. Unwelcome sexual atten-
tion, lack of credibility, and a lack of helpful
feedback are some of the special problems that
they may encounter.

Sales is an excellent w-— for woemen to use their
business potential to : maximum and realize
visible results froz tic.: efforts., As marketing
educators, we need to do our part, both in the
classroom and through career advising, to make
our better women students aware of the career
opportunities in industrial sales. Further, to
encourage them to aggressively pursue these
opportunities, in spite of the perceived obstacles
to thelr success.
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THE IKTEGRATION OF MICROCOMPUTERS INTO THE
RESEARCH COMPONENT OF A MARKETING PRINCIPLES CLASS
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Warren L. Schwendig, Idaho State University, Pocatelle
David L. Kurtz, Seattle University, Seattle

ABSTRACT

Integrating computers into the curriculum has been an objective of the marketing discipline for years.
This paper outlines an experiment conducted in the marketing research component of & principles of mar-
keting class. The experiment produced results that conflict with some of the conventional wisdom in

this area.

Marketing professors strive to be at the leading
edge pedagegically. In keeping with this tradi-
tion there has been considerable effort in the
past two decades to integrate computers inte

the marketing curriculum. Most recently this
trend has focused on microcomputers (Dlabay 1986,
Miller 1985, Ursic and Hegstom 1985, Gifferd and
Gifford 1984, and Fritzsche 1982}.

OVERYVIEW OF THE STuDY

This paper describes an experiment conducted in
the marketing research component of a principles
of marketing course. The primary motive was to
assess the viability of the microcomputer as a
teaching tool. A secondary motive was tc deter-
mine if the integration of microcomputers would
attract increased marketing majors. The outcome
of this experiment was sufficiently alarming that
the authors felt the experience might be worth
sharing with fellow marketing educators.

In addition to the aforementicned motives for
engaging in this effort there were also several
instructional objectives. A ruse billed as a
bonafide research project would allow students to
see a study initially from the consumer's point
of view and subsequently from the perspective of
the researcher. This exercise would provide a
lead-in for a discussion of the problem state-
ment, data requirements, various alternative data
socurces, and questionnaire design. Then the
microcomputer and limelight projector dimension
of the experiment, which is described in the next
section, could be introduced. Since all students
in the introduction to marketing course were re-
quired to have completed six semester hours of
statistics it was felt that this approach would
atso afford an opportunity to review some of the
inferential material in an applied fashion. In
fact, the design of the ruse questionnaire was
manipulated so as to ensure some statistically
significant results. This allowed the research-
ers to relate the statistical analysis back to
such things as market segmentation and general
marketing strategy.

METHODOLOGY

Two sepzrate gquestionnaires were administered
(one of them twice) to all students enrolled in
the principles of marketing course. Question-
naire #1 (Appendix I) was administered first and
only once. This was tc be the source of the data

for a later in-class microcomputer/data analysis
demonstration. Much of this instrument dealt
with toothpaste packaged in pump-type dispensers.
At the time of the study such dispensers were new
to the marketplace and it was anticipated that
many students would not be aware of this packag-
ing innovation. The intent was to give an air of
authenticity to the survey since a number of such
dispensers were brought into the classroom. As
can be seen in Appendix 1, bipolar scales were
used to tap attitude dimensions toward this pack-
age type. The instrument also checked awareness,
usage, and purchaser and product innovator ten-
dencies.

Beer was also introduced into the instrument as a
second product to be evaluated. 1t should be re-
membered that the intention was merely to create
a data set to which students could relate in or-
der to facilitate the classroom demonstration,

The second questionnaire, as shown in Appendix II,
was administered twice. The first time it was
done in conjunction with the first gquestionnaire.
Students were told that the second questionnaire
was part of an unrelated study and that they were
simply participating in a pretest. Students were
requested to complete the survey, take it home
and think about its structure and flow, and then
bring it back to the next class period. Consid-
erable effort was expended to give the second
questionnaire the appearance of legitimacy. The
actual intent was tp create a pre- and post-meas-
urement to assess the impact of the in-ctlass
microcomputer/research/statistics demonstration.

Following the class period in which the two ques-
tionnaires were first administered, the results
from the phony product were coded and then punched
into a statistical software package. Sample rou-
tines were then run to prepare for the demonstra-
tion in the next class period.

During the subsequent meetings of the principles
class, the topics previously mentipned were pre-
sented and student input solicited. The actual
hardware involved consisted simply of a Compaq
personal computer, a limelight projector, and a
projection screen.

Following the demonstration students were given a
second copy of the second questionnaire and were
required to complete it without referring back to
their first copies. Both passes of the second
questionnaire were then stapled together for each
respondent providing the desired pre- and post-
measures.
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In &11, three sections of the principles course
were used in the study. By the time the study
was completed, there was considerable attritign
as is to be expected. For example, some students
failed to attend the second session, others for-
got to bring the first copy of the second ques-
tionnaire 1o the secon¢ class, and some gquestion-
naires were incomplete or Otherwise unusable.

The final sample size was 54.

FINDIKNGS

The first items investigated were the perceived
informetion states as registered by respondents.
Of the seventeen topics on page one of the “"Cur-
riculum and Career" questionnaire only five were
actually being studied. The rest were there
largely as a disguise. Those of interest were
microcomputers, computer software applications,
marketing research, the use of microcomputers in
data analysis and computer applications in mar-
keting research. Table 1 shows the results of
dependent t-tests performed on the data.

TARLE 1

Anslysis of Parcaived Information States

Hipathesized Mean Probability

Topic Differsbce  Differesse (4) T-Valut (Qor-Tailee
Mizro-Compuiers ] 0000 + 2407 163%4 033°
Computer Software Applicausns | D000 +3143 L1450 i
Markeung Research DOCC 1296 TN ELIY
Vse of Micre-Compuiers i

in Date ARarvss 0008 +0123 0855 4835 i
Computer Apsbaatons |
in Mazietisg Research 0000 +4074 2140 13z
|

[t should be noted that the variables were en-
tered into the software package such that pre-
measures were subtracted from post-measures. In
all cases the mean differences were positive in-
dicating higher perceived information states sub-
sequent to the c¢lassroom demonstration. However,
while the first item (microcomputers) came close,
there were only two of these (computer software
applications and computer applications in market-
ing research) which actually were significant at
the 0.5 level or better.

These results were somewhat disheartening; but,

the real shock came when the numbers were analy-
zed relevant to the second motive of the study:

recruiting marketing majors. These results are

shown in Table 2.

In every area mentioned which involved a quanti-
tative emphasis and/or computers, student atti-
tudes toward careers therein actually declined!
Twe of these areas, including marketing research,
were statistically significant at the 0.05 level
and two others barely missed. Interestingly, in
the area of banking there was essentially no
change although finance teachers might find the
negative mean somewhat disquieting. The sixth
career area, personnel management, showed an
amazing increase in student attitude.
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TABLE 2

Analysis of Student Attitudes Toware Carmess

Carver Attilede Hypcthesized T Predabiliz;, |
Taward differance Dilference (d) T-Valwe (Ope-Talled; |
Penisane: Managemen: DAOG [¥ITH [ XM DG
e DODO 01887 035 KT
Marketng Ressarch DOOG -1a232 #1895 0300
Computerizes Dea
Mazegrmen: and
Ay 0000 ~13704 =162 D580
Tax Accosnung DO <2085 -i43 D0
lovestoent Counseimng J 000C £ 974 -1.82 RIS
DI1SCUSSION

There are probably some Tegitimate explanations
for the results of this study.

Viewed from a marketer's perspective, the intro-
ductory course serves multiple segments. Clearly
there are business students who intend te major
in merketing. There are also business students
with other intentions as well as business stu-
dents with no firm intentions at a1l. One could
conceivably consider these latter persons te be
shoppers or perhaps brand switchers. Then there
are non-business students seeking a minor. An-
other potential subset might consist of persons
such as art or music majors who envision them-
selves ppening a shop or gallery some day. Not
to be overlooked either is the completely and
totaliy undecided student. This segment could
well be the richest and most productive to culti-
vate in terms of recruiting majors. A final
group was the small business segment. Cutting
across all these segments are persons who, pre-
vious to coursework and professiorial best ef-
forts notwithstanding, remain frustrated if not
downright terrorized by computers.

It has been obvious for years thet computers have
become permanent facets of everyone's daily life.
Therefore, the authors feel that it would be ir-
responsible not to promote computer literacy in
marketing majors. However, this study provides

a new perspective regarding when and where this
should happen. The matter is by no means closed
to debate. It can now be reasonably argued that
introductory marketing should emphasize something
other than computers, leaving this to a later
course with a more mature and single-minded co-
terie of students, The marketing research course
itself would be a logical spot.

In order to be simultaneously introductory for
majors and terminal for non-majors, the authors
feel that the beginning marketing course should
provide a comprehensive view of marketing empha-
sizing the following: 1) a broad view of the
marketing functions within the marketing environ-
ment, 2) introduction to terminology and concepts
{including research, segmentation and consumer
behavior), 3) introduction to the marketing mix
elements, 4) introduction to the nature and range
of marketing problems and opportunities, 5) in-
troduction to the broad array of analyses vseful
in the solution of marketing procblems, 6) intro-



duction to the societal dimensions of marketing,
7) development of critical and systematic
thinking with respect to marketing jssues, and
Jastly, 8) cultivation of favorable attitudes
toward the entire rketing process.

Questionnaires {Appendix I and I} are available
upon request.
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DISSECTING ThE ANATOMY OF AN INTERCOLLEGIATE
BUSINESS COMPETITION

Walter &.
Stephen 5.

AEBSTRACLT

The management of a national.or internstional mar-
keting competition is a relativelv copplex under=~
taking requiring a great deal of planning on &
wide variety of issues. The University of Mani-
toba Marketing Students Association {UMMA) has
successfully run such a competition for the past
5 years. This paper outlires & number of issues
faced by the University of Mapitoba Marketing
Comppetition (MC) and the procedures used to deal
with ther. This discussion should be valuable to
any school considering organizing or competing in
a inter-school competicion.

INTRODUCTION

Marketing simulation games were first introduced
in the early 1960's with the appearance of Marksim
and the first edition of Nesc and Dav's - Market-
ing in Action. These games offered students the
opportunity to experience, first-hand, many impor-
tant business management concepts and tasks such
as, {1) develcping a strategv for their firm,

{2) working with their peers to reach consensus

on that strategvy, (3) making the necessarv oper-
ating decisicns, and (4) observinp the results of
these decisions made under conditions of uncert=~
ainty., Such experiences were difficult, if not
impossible, to duplicate in lecture or discussion
formats and potentially very costly if attempted
in the real wcrld.

At present, there are about 10-12 marketing simu-=
lations available from the major publishers, each
with somewhat differentiated/unique learning ob-
Jjectives. There are an even larger number cof
management and genmeral business simulations.

The development of these challenging simulations
has alsc increased the opportunities for national
and interpational University-based competiticns.
Decisions and results can be efficiently compiled
and delivered bv telephone and computer sc that
such events can be held at a reasonzble cost.

The interaction and "friendly" competition bet-
ween students of diverse backgrounds from variocus
parts of North America provides for an exciting,
enjoyable and valuable learning experience for
all who take part. It was with such a spirit
that the Manitoba Marketing Competition (MMC)

wag born.

The MMC is by no means the only inter-collegiate
business game competition. What, to the best of
our knowledge, were the pioneer matketing games
were held during the mid-to-late sixties at
Michigan State University. At the present time,
Gecrgia Southern Ceollege, Emory University, The
University of Nevada-Renc, GQueen's Universicy,
and M thattan College (New York) all sponsor
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Grod, The University of Manitoba, Winnipeg
Tax, The Universitv of Saskatchewan, Saskatoon

sicilar competitions, and there'may be a number of
others. However, the MMC is the only competition
which focusses exclusively on marketing. The
cthers use general business simulations such as
The Business Managewent Laboratory, the Executive
Simulation and The Business Policy Game as the
basis for their competition.

Like the Phoenix, the MMC rose from the ashes of
the Milwaukee Intercollegiate Business Game Com-
petition sponsored by Marquette University and
the University of Wisconsin-Milwaukee. The Univ-
ersity of Manitcba had coompeted in the Milwaukee
Garme for many vears and alwavs regarded the com-
petition as a very positive learning experience
for the group of participating students. Faculty
advisors also enjoyed going along to sample a few
of the principal things that have made Milwaukee
famous.

With the suspension or termination of the Milwau-
kee Game in 1952 we started to give serious con-
sideration to launching a similar competition teo
enable a larger number of our students to parti-
cipate in this positive experience. As a result,
the MMC was initiated in the fall of 1983.

MANAGING THE COMPETITION
Selection of Game

The selection of an appropriate simulation is a
critical factor in the success of any 'game-
based” competition. The MMC considered a number
of criteria or essential qualities that a simula-
tion should possess to meet its needs. Among the
most important attributes were:

1. that the simulation not be subject to easily
duplicated strategies (steep learning curve)
from play to play, since many participants way
have played the game previously;

2, a decisicn could be made in a reasonable
pericd of time;

3. the game would be challenging and operate in
a manner consistent with accepted marketing con-
cepts and principles and;

4, performance must be relatively simple to
measure and evaluate.

Markstrat, one of the most popular markering
simulations currently in use has successfully

met all of the requirements ¢f the MMC. The game
provides a comprehensive and fair challenge to
the participants, is easily managed by the com
petition organizers and can be generally eval-
uvated bv people with business backgreunds whe are
not intimately fawmiliar with all the details of



evaluation. Judges select a "winner" froc each
industry by evaluating each firm's finamcial per-
forrmance (307 weighting) and a presentation of
thelir marketing strategy and plans made to the
judpes who act as an independent Board of Direc-
tors (50% weighting). All teams within an in-
dustry present to the sawe Board which is typic-
ally composed of five pecple.

For the second phase each of the industry winners
formally present their marketing strategy again
the following dav. A different Board of Direc-
tors judges this presentation and has the oppor-
tunity to question each team about their perform—
ance and the raticnale for their strategy. This
final presentation and questioning is the sole
basis for determining the overall competition
winner.

A second lssue concerning the judging involves
the selecticn of judges. Should they be academ-
ics, business pecple or some combination of the
two? The MMC requires a toral of approximately
30 judges; teams of 4-5 for each of the industry
evaluations and a panel of 10-12 for the finals.

Most of the judges are representatives of organ-
izations who have sponsored the competition or
senior business executives from the comrunmity.
One member of the Faculty of Management is on
each of the five person judging panels. 1In agd-
diticn, a facultv member and the Dean of the
Faculty sit on the Board for the fimal presenta-
tions. While some participants have expressed
concern on occasion with some aspects of the
Judging - notably that financial performance
tends to be discounted in the finals - most find
the system of evaluation quite eguitable.

All participating students receive a certificate
of participation for competing in the simulation.
Members of the winning team in each industry also
receive individual plaques, while the overall
winning team receives a travelling trophv which
it retains for a vear, a large plague which the
school gets to keep and special prizes for each
team member and the faculty advisor -~ Cross pen
sets, Eskimo socapstone carvings or leather brief-
cases.

Funding/Sponsors

Each competing team pavs a registration fee of
§150 teo partially cffset some of the expenses in
administering the game. In addition they are
responsible for their own transportation to
Winnipeg and their accommodation during the
finals' weekend. All other expenses are covered
by the competition and its sponsors.

The total budget for the competition isg some~
thing in excess of $17,000, over half of which is
incurred for the Awarde Banguet and other activ-
ities of the finals weekend. COther significant
expenses Include postage, telephone and courier
charges, and awards for the judges and compet-
itors. Most of these funds are raised from local
sponsoring firms who contribute from $100 to
$3,000. each to the cause. Last vear 1B organ-
izations supported the competition. In additien,
we were alsoc able to obtain a commitment from the
President of the University's Academic Develop-
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ment Fund for a significant level of support over
a three year period. This actually enabled the
competition te generate a surplus which is ecarried
over to the feollowing vear.

The teams obtain their support in several wavs.
In some cases they have been able to obtain pri-
vate spenscrs., For the most part, however, their
expenses are covered by thelr Department or
Schocl. Obtaining the monev to participate does
not seem to have been a problem.

THE RESLULIS

Eighteen teams from fifteen different colleg: -
and universities competed in the 19B&/87 con-
petition. They included Acadia University and
the University of Moncton fromr Eastern Canada,
the Universgities of Saskatchewan and Alberta from
Western Canada and Florida aAtlantic Universirty
anéd St. Leo College of Florida from the Southern
United States. In the final presentations
Bowlipg Green State Universitv came out on top
fer the second consecutive year while the Univ-
ersity of New Brunswick captured second place.
Teams from the University of Maniteba and Acadia
University were also among the finalists.

CORCLUSION

Since its inception, the competition has provided
a number of benefits to the U of M Marketing
Students Association (IMMA), the participating
tear members, the local business community and
the U of M.

The MMC has grown to become the keystone event in
UMM 's annual program and the competition's pop-
vlaricy has contributed a great deal to the over-
all success of the organization. Managing the
MMC gives the marketing students an opportunity
to put into practice many of the skills they
learn in the classroom. Some, like developing
and implementing strategic plans cannot be ef-
fectively dealt with in a traditicnal lecture or
discussion format.

The MMC offers a rich learning oppertunity for
local and out-of-town game participants. The pro-
cess of developing, implementing and presenting
marketing strategies within a competitive environ=-
ment as well as the business related seminars
contribute to the educ:itional aspect of the com—
petition. There is alsc a strong social compon-
ent to the MMC. Competitors are given a chance

to meet and socialize with fellow students who
come from a variety of backgrounds and geographic
locations. This is especially valuable to stud-
ents whose schools are physically isolated from
other business schools.

The local business community which participates
by sponscring and judging the competition are
also "winners." They get to meet and observe
students in an atmosphere far removed from the
job interview environment. This allows ther to
get a better grasp of the character and capab-
ilities of todav's marketing students as well as
simply enjoy the presentations.
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Finzllv, the U ¢ ¥, and more specifically the 7.
Faculty of Management, enhanies its reputaticn

and the quality of its programs by hosting an

event which, teo date, has beer extrezely suc-

cessful.

:
3 EXHIEIT 1 8.

Information on Cozputerized Marketing Similationps

Commercially Fublished

1 1. Markstrat: A Marketing Strategy Game

Jez Tlaude larreche and Hubert Gatignen 9.
The tientific Press

The -tanford Barn

Falo aAlto, CA

94304

-~ this is the address for the Participant's 10
Manual and the computer preogram for the
mainframe versicon of the simulation.

- a micre cemputer based versicn is also

available under license from:

STRAT*XN 5.4, 11.
73 Rue Victer Huco

77250 Veneux Les Sablons

France

Marketing Simuletion: Analvsis for Decision
Making

Bob Brobst and Ronald F. Eush

Harper and Row Publishers, Inc.

[a+)

10 East 53rd Street 12.
Xew York, Kew York
10022

3. Marketinz in Action: A Decisicn Game
Thomas E. Kess and Rzlph L. Day
Richard D. Irwin, Inc.

Homewsod, Illinois

BRANDMAPS: The Competitive Marketing
Strategy Game

Randall G. Chapman

Prentice Hall

Englewood Cliffs, N.J.

07e32

INDUSTRAT: The Strategic Industrial
Marketing Simulation

Jean-Claude Larrech and David Weinstein

Prentice Hall

Englewood Cliffs, K.J.

07632

Laptop: A Marketing Simulation
A.J, Faria and John R. Dickinmson
Business Publications, Inc.
Plano, Texas

75075

Marketing Dvnamics: Decision and Contrel
Charles L. Hinkle and Russell €. Koza
MeGraw-Hill, Inc.

New York, New York

- may be out of print

Operation Encounter: Marketing Decision
Making in a Changing
Emvironment

Ben F. Doddridge and J. Rodney Howard

Goodvear Publishing Ce., Inc.

Pacific Palisades, California

~ may be out of prinmt

Marketing Strategv: A Marketing Decision
Game

Louis E. Boone and Edwin C. Hackleman, Jr.

Charles E. Merrill Publishing Co.

Columbus, Ohio

- may be out of print

Commerciallv Published

Not

- both 3 mainframe and a micro computer

version are available. 1.

4. Compete: A Dvnamic Marketing Simulation

A.J. Faria, R.0, Nulsen, Jr., anc D.S.
Roussos
Business Publications, Inc.
Plano, Texas
- a micro computer version is available as: 2,

Micro-Compete

D.S. Roussecs

Busintess Publications, Inc.
Planc, Texas

e i

5. The Marketing Game!
Charlotte H. Mason and Wm. D. Perrault, Jr.
Richard D, Irwin, Inc.
Homewood, Illincis

6. Paintco: A Computerized Marketing Simulation
J.C., Gallowav Jr., J.R. Evans and &. Berman
Macrillan & Co.

Kew York, Kew York
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COMPUTYPE: A Strategic Marketing Game
Peter W. Pascld

Faculety of Commerce and Administration
Concordia University

1455 De Maisonneuve Blvd., West
Montreal, Quebec

H3G 1M8

The Market Place
Ernest R. Cadoote
College of Business
Undiversity of Tennesec
Knexville, Tennesee




ABSTRALT

SURVAN: SURVEY ANALYSIS SOFTWARE FORMARKETING RESEARCH STUDENTS

Gary L. Karns, Seattle Pacific University

OYERVIEW

A user-friendly statistics software package for
microcomputers is introduced. The purpose of the
software is to make teaching the data analysis
section of the marketing research course more
satisfactory for both the educator and the
student. The amount of time required teo teach a
computer package is reduced, allowing the time to
be devoted to coverage of marketing research
topics, statistics concepts and the meaning of
analytical results. Student anxiety with
statistics and computers is also reduced by its
friendliness and its use of an expert system.

INTRODUCTIO

The problem we marketing research educators face
is that we have muitiple objectives to achieve in
a situation where the learning is quite complex
and there are several constraints. In short, we
need to find ways to stay focused on the task of
developing marketing research competency.

Many of us find this endeavor jecpardized when
students become unduly embroiled in the mechanics
of computer operations and statistical calcula-
tion. The level of student anxiety is high
enough without the extra requirement of learning
a sophisticated statistical software package. In
addition, c¢tass time is precious and may be
better used in covering the important concepts of
the course, namely, how to use statistics appro-
priately and how to attach meaning to marketing
research results. This paper discusses a
strategy which may help alleviate this problem.

A Strategy for Data Analysis

Dandurand (1986) advocates that marketing
educators should attempt to prevent their market-
ing research students from becoming frustrated
with the means of analyzing marketing research at
the expense of achieving the course’s central
purpose. His strategy for focusing on relevant
marketing research and statistical concepts was
to utiltize a friendly microcomputer data base
program for data analysis. Shifting teo micro-
computers and to more user-friendly software
packages may be effective in mediating student
anxiety improving their satisfaction with the
course, It may also reduce the amount of
teaching time devoted to the analysis technology.

There are many options available to marketing
educators who agree that this teaching strategy
has merit. The remainder of this paper discusses
a new software package, SURVAN, for consideration
as a teaching tool which fits this approach.
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DISCUSSION

SURVAR is similar to a recently popular, inexpen-
sive package called MARKSTAT, The primary
difference 1is that SURVAN is even more ucer
oriented in terms of its operations. SURVAN is
designed for use by non-quantitatively oriented
students.

Operating SURVAN

SURVAN requires an IBM-PC, or compatible, with
two disk drives and 640k of RAM. The self-
booting program asks users to make menu
selections and use simple keystrokes to dissue
operating commands.

SURVAN uses a spreadsheet for data entry. There
are several editing and transformation options
available from the data management menu, inciud-
ing the construction of Likert scales. There is
also a help screen with the spreadsheet.

Tabulation, t-tests and ANOVA are available from
the data analysis menu. £ach of the analytica)l
operations lists the variables in the file in a
manner visually similar to the LOTUS 123 command
line. The cursor keys are used to select the
variables for study.

A simple keystroke performs the analysis and the
presentation-ready results, including graphs,
appear on the screen. The user may opt to print
them .on paper too.

An important aspect of SURVAN is a built-in
expert system which helps ensure the appropriate
use of the analytical procedure. For exampie, if
the user wanted to perform a t-test and selected
a nominal variable for study, the program would
inform the user that a t-test reguires variables
that have means. The user is then asked to make
a new selection.

CONCLUSIONS

Microcomputer based data analysis with programs
such as SURVAN may reduce student anxiety. This
benefit and the expected low-cost investment
suggest that this strategy merits consideration.



ABSTRACT

CONSUMER FRUSTRATION AND MARKETER'S OPPGRTUNITY 1. CENTRAL PACIFIC:
A SURVEY OF B85 CONSUMERS IN A SAMPLE OF 6 ISLAND STATES

Farrokk 5afavi, Western Washington University, Beilingham

INTRODUCT]ON

The lure of the larger markets of the Pacific Rim
has diverted the attention of internaticnal
marketers from the Central Pacific. This paper
discusses the findings of a survey of consumer
expectation from the marketing system and the
marketer's response in the sample of & island
states during June-August 1986, with a follow-up
in July-August 1987. Eight hundred and eighty-
five adult consumers were interviewed in their
native languages in the islands of American Samoa,
Niue, Rotuma (Fiji}, Tokelau, Tonga, and Tuvalu.
Suppliers’ institutions were alsc visited, their
records examined, and their executives
interviewed.

The research objectives were: 1) to measure the
extent of the "Marketimg Gap™ in the small and
remote markets of the Central Pacific; 2} to
provide the international marketer with approaches
to profitable exploitation of these markets:; and
3} to increase the awareness of marketing educa-
tors and students about the characteristics of the
Central Pacific markets in contrast to the large
markets of the Pacific Rim.

"Marketing Gap" in this context refers to the
difference between the lYevel of a community’s
shopping needs and the level of satisfaction
provided by the marketing system in terms of
availability, quality, affordability, and service-
ability of the needed products. Product
availability involves two criteria: carrying the
type of products demanded and having those
products in stock at the time of demand. The
marketing gap would be eliminated only if all the
products which are needed by the shoppers are made
available to them at the time they are demanded,
and at a quality and price that are acceptable to
the buyer.

The research method was that six independent
samples of households were selected from a sample
of six islands in the Central Pacific. The
population of the islands in the sample ranged
between 1,800 (Tokelau) and 104,000 (Tonga). A
total of 885 completed interviews were conducted
among the six 1islands, That represented an
average of 92% of the target respondents in all
independent samples.

An interview form was designed with the assistance
of the idslands’ marketers to measure consumer
attitudes and behavior toward product availability
and quality, general level of prices, sources of
product information, weekly expenditures at the
market, and sources of satisfaction and dissatis-
faction with the marketing system.

Analysis of the survey results indicated that only
60% of the time the desired products were

4z

available at at least one store. The marketing
gap was 40%, which was deemed by the respondents
to be high and frustrating. Male or female
shoppers had equal rates of frustration.

Dissatisfaction with product quality amounted to
42%, a Yevel much above the 20% rate allowed for

externalities.

The survey results, supported by the comments of
store managers (those who made purchase and order
decisions), suggested that the marketing system
provides product quality satisfaction to middle-
aged people at the cost of shifting resources from
both younger and elderly segments of the popula-
tion.

While the mode for the perceived level of prices
was "very high," the mean was 1.5 (between high
and very high prices) and had a low standard
deviation of 0.1. There seems to be a general
agreement ameng the consumers of all Central
pacific states that the prices of consumer goods
are much above their perceived value.

On the average, 57% of all respondents are
informed about the product by visiting the store.
The range is between 34.8% for consumers in
Tokelau and 78.7% for Rotumans. Advertising also
produced a wide range of utilization, from 5.3% in
Rotuma to 46.5% in Tuvalu. One explanation is the
lack of lecal newspapers in Rotuma and Tokelau.
Another reason is that the cooperative stores in
both islands have either a monopoly or near
monopoly over the distribution of consumer goods
and thereby do not feel a need for advertising.
Sales pecple were counted as a source of product
information by 34.1% of the consumers in all &
tslands.

RECOMMENDATIONS

The paper provides the international marketer with
a few approaches to entering and cultivating the
Central Pacific markets, which include 1) estab-
Vishing supply centers in the markets of the
administering powers in order to speed up the
bureaucratic process for access permits, 2) uti-
1izing distribution channels of the existing co-op
stores to overcome local monopolies, 3) analyzing
the available ordering, shipping, and sales
records of the co-op stores to plan for an
efficient inventory system, 4) to supply a better
quality product line than those offered by exist-
ing suppliers, and 5} to target both children and
the elderly consumers as these two segments have
been neglected by present suppliers.

A list of references is provided.



ABSTRACT

INTERNATIONALIZING THE MARKETING CURRICULUM:

THE CANADIAN CONNECTION

Vernon J. Jones, The Unijversity of Calgary
George S. Lane, The University of Calgary
Gail K. Bowser, The University of Calgary

Internationalization of the curriculum has become
a watchword for the AACSE and many American
business schools. Yet AACSE schools have only
made modest progress in this area, especially in

preparing faculty for teaching with an inter-
natienal perspective (AACSB Newsline, 1987).

Ironically, a first step towards internationali-
zation may not be so difficult as it appears and
does not have to involve an understanding of
Asian or European languages, culture, or business

methods. A much easier, though less exotic, case
is Canada. While exhibiting similar cultural
characteristics and business practices, Canada
provides a very different market than the United
States with 1Jts own political/Tegal system,
cultural diversity, and a partial language
barrier. Mcreover, it dis not commonly appre-
ciated that Canada, not Japan, is America’s
largest trading partner. Recent developments
towards a free or enhanced trade agreement

between Canada and the United States emphasize
the need for & greater understanding of North
American trade patterns and marketing practices.

Canada, with & population of only 25 million, has
the seventh largest economy in the western world.
Significantly, Canada buys twice as many goods as
America’s next largest trading partrer, Japan,
and over three times that of the third partner,
Mexico. Approximately 20% of America’s world
exports go toc Canada. On the import side, Canada
is still America’s major trading partner.
However, imports from Japan are at approximately
the same Jevel. As a result, Japan’s trade
surplus with the United States is much larger--a
major reason Japanese trade attracts so much more
attention than Canadian.

The trade picture between Canada and the United
States is more complete when the services sector
is considered. In this sector (travel, shipping,
business services, government transactions,
investment income, transfers), the United States
runs a consistent surplus with Canada (approxi-
mately $5 billion in ]985).

Internationalization of the curriculum goes
beyond &n appreciation for a single foreign
market. Nevertheless, much can be gained by a
more intensive understanding of major trading
partners.  Some advantages of studying trading
patterns and marketing in Canada are:

a) Accessibility/proximity. While it s

difficult for North Americans to visit
extensively in Europe or Asia, let alone
understand business practices, Canada is

close and accessible.
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b}

¢)
d)

Similar vet different. The Canadian market

is similar to the American market but also
presents many differences that demonstrate
the increased complexity of international
marketing.

rid‘s lar il r rade relatjonship.
Trends__in_ world marketing ‘Yowards freer
trade. The Canadian/American trade relation-
ship focuses on issues of freer trade with
elimination of tariffs, reduced non-tariff
barriers, government procurement, and the
growing need for multilateral rules on trade
in services. An enhanced trade relationship
between Canada and the United States may be a
model for future GATT negotiations especially
concerning non-tariff barriers and services.
This provides a mutual basis for curriculum
development, student and faculty exchanges,
etc. An enhanced relationship between
Canadian and American schools is less
dramatic but perhaps a more achievable first
step towards internationalization.




THE CHALLENGE OF TEACKEING CONSUMER BEHAVIOE,
A CHALLENGE TO SCHOLARLY RESEARCH PRACTICES

James €, Cocper, University of Wyeming, Casper
Jane K. Ziegler Scika, University of Wvoming, Casper

ABSTRACT

This paper summazrizes a review of selected sources
of material available on the pedagegv of consumer
behavier. Compararively lictle published work is
available to aid instructors. Contrasting expla-
nations are proposed: {2&) absence of material
indicates absence of need and (b) pedagogical
publications reflect a production orientation.

INTRODUCTION

As professional marketing educaters, most of us
are comfortable with our abilities and performance
in teaching marketirg courses. Consequently, we
may do less self-examination of our teaching meth-
ods than is appropriate. Typically, we find it
easier to be objective about the performance limi-
tations of others, for exampie in grading students'
work, than we are about our own deficiencies.

This paper 1is the result of a2 conscious effort on
the authors' part to confront an adwitted weakness
in our instruction of consurer behavicor and our
attempt to deal with it. The result is not a
paper in the mode of "let us share with you our
solution to a probler."” It is instead in the mode
of "let us share our problem with you. FPerhaps
vou can help us solve it."

In the simplest form, the problem is dissatisfac-
tien with course structure and pedagogy in the
consumer behavior class. This dissatisfactien is
not a function of inexperience. The authers have
combined experience of teaching consumer behavior
more than 20 times in class sizes ranging from 7
to 65 students at both the undergraduate and
graduate levels. The prese-ce of frustratien in
the face of this experience led to a tentative
hypothesis which is receiving its first informal
test in the reaction to this paper. The hypethe-
sis is: we are not alone; others share our frus-
trations with teaching consumer behavier. Paren-
thetically, this frustration is limited to consum-
er behavior instruction. The subject and content
of consumer behavior are viewed as both vital and
interesting, a condition which undoubtedly adds
to the frustration.

1f successful instruction is difficult, as we pro-
pose, several factors mav contribute. Among them
are the theoretical nature of the discipline, the
interdisciplinary character of the discipline, and
the absence of consensus about a comprehensive
organizational framework,.

THEORETICAL NATLRE

As almost any instructor of consumer behavicr can
testifv, a frequent complaint among students is
the theoretical nature of consumer behavior. Even
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among undergraduates, pricr exposure to the theo-
ries of the gocial sciences is common, A reap-
pearance of these theories in a consumer behavior
class adds little urless it is accompanied by

"real world examples" of application. The exam-
ples are sometimes hard to produce. The theory
underlying the study of motives is, for instance,
intuitively appealing. However, the actual pro-
cess of determining motives and then translating
them into a feasible marketing strategy is another
story. Like the broader field of marketing itself,
there appears to be a disparity between basic
academic research and the applied research of prac-
titioners. Students are frequently left wondering
if arvone in the “real world" really uses the
theories discussed in class. Having 2 professor
well versed in the academic literature does not
guarantee the student a supply of good field exam-
ples.

A related source of frustration for students is
the lack of definite answers to typlcal consumer
behavior questions. -This is characteristic of
many marketing courses, but it seems to be more
pronounced in consumer behaviocr. Even the most
rigorous research usually offers potential solu-
tions at best, and contradictory results from
different studies are not unusual. The youthful-
ness of the behavioral sciences provide a source
of excitement and discovery to researchers and
instructors., But the applied ocrientation of stu-
dents, which faculty nurture in other courses in
the curriculum, makes them a rightfully skeptical
audience.

INTERDISCIPLINARY CHARACTER

The focus on purchase and consumption precesses
which defines the consumer behavior course makes
an interdisciplinary approach necessary. It is
this requirement which makes such extreme demands
on the instructor's subject matter knowledge. It
is difficult to acquire, much less maintain, an
adequate understanding of each of the diverse
academic fields which contribute to and in fact
constitute the field of consumer behavior. We
live in an age of specialization, and marketing
professors are no exception. We have been encour-
sged to specialize our areas of expertise in both
instruction and research inm order to be more pro-
ductive. But a good consumer behavior instructor
should be equally comfortable lecturing about and
leading class discussions on, for example, (a)
sociological topics such as social class or family
dynamics, (b) psycheclogical thecry used in the
study of personality or motivation, (c} anthropo-
logical studies of culture and subculture, or {(d}
semiotic analysis cf hedonic purchases. Few in-
structors possess the expertise to move confident-
ly through the wide varlety of material in the
consumer behavior literature with uniform



proficiency.

MISSINE FRAMEWORK

Addirg to the challenge of instructicr in consumer
behavicr is the lack of concensus about an over-
arching thecry or orgarizational framewerk for the
unfolding of the course's content. Development
and presentation of material in the principles
courses, by contrast, is facilitated bv a commen
framewsrk incorporating the marketing mix, exter-
nal environmentzl relationships, internal business
function relationships, and tocls of analvsis.

Not only is this siwple framework convenient for
the organization cof textbooks, but it beccmes a
logical eoutline for classrcor instructien and in-
sures a legical progression for both student and
instructor.

The framework closest to a standard in consumer
behavior is the Engel-Blackwell model which was,
in fact, originally designed to be a pedagogical
tecl., It appears that as the field has grown and
textbooks have preoliferated we are moving farther
away from rather tham c¢leser to a standard. The
popular Engel-Elackwell mcdel is now just onre
among many alternative approaches in textbook form.
And instructors face & full range of course plan-
ning choices because there is no commonly agreed
upon core for the consumer behavicr course.

REVIEW OF LITERATURE

The authors have reported {a) personal dissatisfac-
tion with the consumer behavicr course and (b} a

belief that the source of much of the dissatisfac-
ticn lies in nonpersonal factors independent of
and external to the instructor. If (b) has any
basis in fact, it fellows that other instructors
have encountered similar frustrations. Successful
responses te instructional problems should be
accessible in the literature, particularly in the
Journal of Marketing Education.

The articles published in JME were reviewed to
establish the relative emphasis that authors and
editors place on the problems of teaching consumer
behavior and other marketing courses. The results
of an infermal content analysis of the titles of
JME articles from 1979 to 1987 are displayed in
Table 1. Articles were classified into topic sreas
based con the subject matter included in the title.
In cases where an article title contained two
topics, such as service and nonpreofit, the article
was counted in both topic categories.

In fact, articles pertaining to principles and
marketing research courses dominate the journal
contents. Few titles (six to be exact) emerge as
relevant to consumer behavior pedagogy. A detail-
ed review of the six articles relevant to teaching
consumer behavior reveal a surface skimming of the
topic at best. One was a film review (Yudelson
1584). A second focused on content l1ssues rather
than pedagogy {McKeal and McDaniel 198I). A third
reported survey results on marketing teachers’
attitudes toward the importance of consumer behav-

- ior courses (Taylor, Walters, and Perry 1981).

Pedagogical issues were not addressed in this
article, but one finding was noteworthy for our
purposes. Consumer behavior was judged to be less
impertant than principles of marketing and market-

TABLE !

COURSE RELATED ARTICLES IN JOURNAL OF MARKETIKG EDUCATION

157¢ 1880 1GE] 1

1883

1984 13E5 1986 i587

38z
Apr hzw Sp Fett Soe Fatt Spe Sur Fell Spr Su- 7'l Spr Sur Fall Spr Sur Fall Spr Sur Fall  Tetad

COJESE/TERCHING I1S5LE

Frinciples ] 3 1 11 11 1 1 1 1 1 2 1 20
Marketing Researcr i 4 7 1 2 3 14
Interratiora’ 2 1 1 1 1 B
Marketing Managerert i 1 1 1 1 H 1 7
Advertising 1 1 1 1 1 7
Consumer Béhavior 1 2 1 i 1 6
Sales F] 1 1 1 5
Industrial 1 1 2 5
Fetarling ] 1 1 i 5
Nonprofit 12 3
Distribostion 1 1 1 3
Priging )] ] 3
Frocuremert H 2
Services 1 1
Sirect 1 1
Puttac Pelacy 1 i
Futlie Relaticns 1 1
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ing research, equalliyv important to marketing pol-
icy and premeticon/advertising, and more important
than all other marketing courses. A fourth arti-
cle was a comparative review of consumer behavior
texts (Finn 1985). Pedagogical problecs were not
directly addressed since the emphasis was placed
on the content of subject matter and the quality
of the treatment. Only two articles proposed spe-
cific methods to Iimprove instruction (Schewe 1980
and McCuen 1983). It is significant that Schewe
epphasized the same points about the difficulty of
instructicn, and Mcluen noted the paucity of liter-
ature on content teaching methods.

A review of articles in the American Marketing
Association proceedings reveal an equal lack of
material. McCuen was able to identify conly one
paper on teaching consumer behavior in the proceed~
ings of the American Marketing Association annual
conference for education between 197] end 1981,

A check of the five years from 1982 to 1986 reveals
no additional papers.

The Association for Consumer Research focuses al-
most entirely on consumer behavior content ques-
tions tc the exclusion of instructional issues.

~The Association’s proceedings, Advances in Censumer

Research, last show a track on instruction in 1977,

Since then, the subject is virtually invisible.

The last source reviewed, proceedings of the an-
nual Western Marketing Educators Association
conference, shows slightly more activity but
of it is preliminary in nature. In additiom
accessibility is much more limited in library
holdings.

much
its

In summary, reviewing the literature on consumer
behavicr imstruction leads one tc the conclusion
that the body of knowledge in consumer behavior is
continuing te grow at a rapid pace. But there is
a dearth of material dealing with instructional
issues.,

TENTATIVE EXPLANATIONS

Where does this leave us? As we stated earlier,
the purpose in writing this paper was not to offer
a solution but to pese the question, "Are we alone
in our discomfort with our current pedagogy in
consumer behavior?" The few published papers on
the topic suggest that at least we have some com-
pany in our discontent.

Obvious

The questicn remains, why are there so few publi-
cations or conference presentations devoted to the
topic of consumer behavior instruction. Of course
the most obvious answer is that, in fact, we may
be wrong and that the majority of consumer behav-
ior instructors feel quite satisfied and comfor-
table with their current teaching methodclogy.
This suggests that the problem of consumer behav-
ior instruction lies with the authors alone. How-
ever, in self defense, the few articles discussing
the teaching of consumer behavicr enumerate many
of the same problems we are encountering. The
unknown is the number of instructors experiencing
the same frustrations.
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Provocative

But the more challenging explanation for the lack
of material on consumer behavior imstruction is
the possibility that scholarship in marketing ped-
agogy has become production criented. This is to
say, the need for more Information on consumer
behavior instruction exists. However, as scholars,
we prefer to write (produce) publications on top-
ics about which we feel much more comfortable such
as marketing research and marketing principles.
Qur experience indicates that the typical princi-
ples of marketing course or marketing research
course poses far fewer challenges and difficulties
than a consumer behavior course. Nowhere in the
traditional system of research, writing, submis-
sion, and editing (borrowed from older disciples}
do we see an assessment of need to any degree
other than an intuftive basis. The result is
equivalent to a strategy of emphasizing strengths
and ignoring weaknesses. This approach may be
appropriate for businesses in certain situations
but it seems Inappropriate for the needs of mar-
keting students.

IMPLICATIONS

The irony of marketing educators being seduced by
a production orientation is apparent. The cure,

of course, lies in the practice of marketing prin-
ciples, that is, focusing on market needs and em-
ploying appropriate analytic tools to clarify and
respond to them. A study of the needs of market-
ing instructors would be a good starting point.

CONCLUSIONS

Qur search through the literature on marketing
pedagogv produced a disappointingly small body of
work to aid in dealing with instructional problems
in consumer behavipr, One interpretation is that
frustration with teaching consumer behavior is
rare and that the limited number of works indicate
a limited need. Alternatively, it may be argued
that publications indicate solutions rather than
needs and that a limited number of solutions have
been devised. It is proposed, ironically, that a
production-oriented research and publications sys-
tem is a contributing factor to this lack of
attention in the literature.

While we did not answer any questions in this
paper, we hope we raised a few important questions,
and by doing so, have prompted our colleagues to
explore the teaching of consumer behavior with us.
As educators, we need to exemplify the use of our
marketing tools. If we do we will help everyone
in the profession with marketing imstruction.
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4 DISCUSSION FRAMEWORK FOR TEACHING ABOUT ADOPTION/DIFFUSION IK MARKETIRG

Fred W. Mecrgan, Wayne State University

ABSTRACT

The adoption process is presented in most market-
ing principles texts. Here, the classic market-
ing adeption/diffusion literature is reviewed and
updated, Fror this analysis, & discussicn frame-
work for use in marketing classes is developed.

INTRODUCTIORN

Marketers have long been interested in identifying
the characteristics of the earliest buyers of new
products. The proliferation of sc-called new
products has provided many oppertunities for such
studies. Researchers have tried to isolate the
generalized innovator, the person who is prone to
be first to try new items from several product
classes (Ostlund 1972; Summers 1971; Green, Lan-
geard, and Favell 1874; Martilla 1971). Different
stages in the adoption process have alsc been ex-
amined (Uhl, Andrus, and Poulsen 1970; Ozanne and
Churchill 1971; Reynolds 1%71).

Many attempts have been made to relate innovative
buying behavior with other factors, Including
trial use (Donnelly and Etzel 1973; Lambert 1972,
Shoemaker and Shoaf 1975), perscnality types (Co-
ney 1972; Robertson and Kennedy 1968, Jacoby 1971;
Donnelly 1970; Robertson and Myers 19€%), sccio-
demographic characteristics (Feldman and Armstrong
1975, Kegerreis and Engel 1969), information
sources (Berning and Jaceby 1974; Schiffman 1972),
attitude change (Ginter 1972; Lancioni 1972), and
product perceptions (Ostlund 1969, 1974).

Overall, then, marketing's diffusion tradition has
developed steadily, coming inte its own in the
1960s. Marketing has relied heavily on earlier
diffusion work, especially that cenducted by rural
sociologists (Rogers 1983) and geographers (Brown
1981). This is not surprising when one realizes
that many rural sociology studies dealt with agri-
cultural innovations. During marketing's forma-
tive years "distribution” and "marketing" were of-
ten used interchangeably, and early marketing
studies focused on the distribution of agricultu-
ral products. Hence, agriculture has provided a
substantial common ground between marketing and
rural soclolegy.

Yet conflicting findings and questionable assump-
tions have hindered the development of substantial
generalization to assist the marketer introducing
introducing new or revised products. The reasons
underlying these inconsistencles must be explored
in detail. Te overcome these problems, several
scholars have developed research frameworks to
guide innovation research (Bigoness and Perreault
1981; Gatignon and Robertson 1985; Mahajan and
Muller 1979). These schemes have provided recent
diffusion researchers with guidance as they de-
velop their methodologles and provide empircally-
based findings.

Such frameworks, however, are difficult to explain
to undergraduate business students who do not have
the backgrounds necessary to appreciate the impli-
cations and subtleties. Thus the purpose here is
to review diffusien thecry, with emphasis on a
comparison between marketing and rural sociology,
to point out the i{nherent research difficulties.
Ultimately, the research issues and a teach-
ing/discussion framework are suggested for pre-
senting diffusion materjal to students.

REVIEW OF EXISTING DIFFUSION RESEARCH

Relying on previcus research as a point of depar-
ture is standard practice in &ll disciplines, es-
pecially applied areas such as marketing. The
crucial factor is knowing when to utilize other
findings as is and when these earlier studies are
not eappropriate unless modified. Marketers may
have leaned toc heavily on the opinions of diffu-
sion researchers in other fields (Boker 1987).
Marketing analysts have not recognized the dissim-
ilarities, in terms ¢f both the underlying theory
and the situation-specific issues, between the
diffusion of new goods or services and lnnovations
in other spatial-temporal settings (Black 1983}.

The fundamental elements in the diffusion process
serve as a basis for comparing marketing diffusion
studies with others (Rogers and Shoemaker 1971):
(1) the innovation, (2) communication channels,
{(3) time, and (4) the social system. Robertson
(1971) first suggested such a comparatlive base.
The following analysis of diffusion research
acrose these four components reveals that mar-
keters will encounter difficulties if they do not
modify the foundations of better-established, yet
different, diffusion traditions, Beyond this,
certain of the assumptions wunderlying existing
diffusion theories may not be entirely reasonable.
The combination of these two types shortcomings
has impeded the synthesizing of & consistent dif-
fusion theory in marketing.

Innovation

Diffusion theorists define the frmovation as an
idea, practice, or object perceived as new by the
individual. The marketing innovation has, how-
ever, included mainly the physical product and
such intangible attributes as product image, brand
name, and warranty. Services have been examined
only on rare occasfions {(Robertson and Gatignon
1986). The study of diffusion of ideas, even
though conceptually interesting, does not seem to
intrigue marketers in a practical sense (LaBarbera
1983). Marketing innovations which have been ana-
lyzed to date have almost always been objects,
have sometimes resulted In broad generalizations,
and have rarely been purely ideas or concepts,

The problem is that marketers have extrapolated
from studies of innovations in other fields which
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are often ideas or practices. Thus, marketing in-
novations tend to be much more tangible than those
analyzed in other disciplines.

The new product is usually exchanged for money or
a binding prozise to pay. This represents a com-
mitment on the part of the consumer. A broader
concept of innovation, however, does not imply
anything about monetary cost to the receiver/user
of the innovation. Mest innovations involve some
form of psychosocial cost. But is the diffusion
of a new product, acquired through the exchange of
money and psycholegical involvement, comparable to
the diffusion of new agricultural practices in an
underdeveloped country? Exchange implies commit-
ment, but the monetary commitment may have added
impact and needs to be discussed and researched
more fully.

Another difficulty in studying marketing innova-
tion is newness. Diffusion studies in all disci-
plines have wrestled with describing relative new-
ness. Researchers seem to agree that newness is
deterrined in the minds of the perceiver (Baumr-
garten and Summers 1975}, Like product marketers,
marketing diffusion researchers have also been
arbitrary at times in assigning the label "new"™ to
a product under study without polling consumers on
the issue (Downs and Mohr 197&).

Sometimes the innovaticn is obvicusly new, but
marketing researchers should, as a rule, ask for
consumers' opinions. Teo clarify this ambiguity,
Robertson (1971) has prescribed a newness contin-
uum in terms of the effect of the innovation on
established consumption patterns:

1. Continuous Iinnevation: has the least disrupting
influence on established consumption patterns.
Alteration of a product is almost always
involved, rather than the creation of a new
product. Examples include fluoride toothpaste,
menthol cigarettes, and annual new-model aute-
mobile change-overs.

2. Dynamically continucus innovation: has more
disrupting effects than a continuous innova-
tion. Although it still generally does not in-
volve new consumption patterns, it involves the
creation of a new product or the alteration of
an existing one. Examples include electric
toothbrushes, electric hair-curlers, and the
Mustang automobile.

3. Discontinuous innovations: involves the estab-
lishment of new consumption patterns and the
creation of previously unknown products. Exam-
ples include television, computers, and cars.

Under this scheme, most new products would be
classified as continuous innovations. But many
classic diffusion studies, which have provided the
foundation for marketing diffusion studies and
which have been studied by marketing schelars,
deal with discontinuous innovations. Water boil-
ing is & discontinuous innovation in certain less-
developed countries; indeed, such an innovation
may actually lengthen life-spans. Unfortunately,
U.S, consumers &are not peasants, and a new tooth-
paste container does not enhance the quality of
life here as bolling water does elsewhere.
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This lack of cross-cultural comparisons due to the
disparity between continuous and discontinuous in-
novations should be expected. The global firm has
learned through trial-and-error that U.S., market-
ing practices are not simply transferable te other
countries. Naturally there are similarities among
countries which, when summarized, lead to higher-
ordered generalizations., But such generalizatjons
are not readily operational; they give only broad
guliance to the marketer,

The final innovation-related comment deals with
the competitive nature of marketing. 1f chree
firms introduce their own wversions of the latest
razor-blade technology, how is the innovation de-
fined? Are there three innovations, or only one
unbranded one? Many companies are remarkably
skilied at quickly copying competitors’ offer-
ings. The consumer’s decision is not "A or not
A," but "4 or B or C or . or some substitute
product . . or nothing at all.” Most nonmarket-
ing diffusion studies have not had to consider
this competitive dimension.

Communication Channels

Communications channels are not an area of major
conceptual disagreement when comparing diffusion
research in different digciplines. Mass or inter-
personal channels are the two basic optiens. In
less competitive environments, potential adopters
are not bombarded with so many claims and counter-
claims. The basic difference is, the, that commu-
nications channels through which consumers learn
about new products are more numerous and more con-
tradictory {competitive) than communications chan-
nels which are operational in studies conducted
researchers in most other fields.

Time

The time dimension 1s another traditional element
of the diffusion process which marketers, and per-
haps diffusion researchers in general, have not
treated adequately. Two specific areas merit at-
tention: zdopter categories and definition of
adoption.

Researchers assume that adoption dates for a given
item, if arrayed on & time continuum, are normally
distributed according to the widely-used innova-
tor-early adopter-early majority-late majority-
laggard scheme. Innovators have often been de-
fined as the first xt of the adopting population

or all those who adopt the product within a speci-
fied time period following its introduction. Both
approaches provide analytical convenience and fa-
cilitate comparisons between studies, but both are
conceptually ambiguous.

The underlying assumption of normality has been
questioned before. To say that the adoption pat-
tern over time is nermally distributed for every
innovation 'is to ignore the individuality of each
new product (Peterson 1973; Morgan 1977). Differ-
ent factors may have varied degrees of finfluence
from one situation to another, and certain vari-
ables may be important in one case and inoperable
in others (Eckrich and Peter 1975; Darden and
Reynolds 1974,

Adoption has been defined in a variety of ways,



but it is typlically synonymous with one or more
purchases of the new product (Andrus, Knutsen, and
Uhl 1971; Morgan 1978). Again operational conve-
nience has been the definitional guideline. Com-
parisons between studies are difficult when one
researcher defines adoption as a single trial and
another analyst insists on three or more pur-
chases. Consunption patterns for an innovation
over time are rarely examined in marketing diffu-
sion research.

Scclal System

Two of the important roles taken by individuals
within the social system are that of opinien
leader and change agent. Opirion leaders have
been identified for a large number of products and
have been compared across several product classes
(Corey 1971; King and Summers 1970). The consen-
sus is that there is no generalized opinion leader
across all, or even most, . product categories
(Schiffman and Gaccione 1974). Within a group of
related preoducts opinion leader types have been
isclated.

The change agent, according to most experts, is
the perscn who is attempting to bring about cer-
tain behavicral changes within a specified group
of people. This person is a kind of benefactor in
this role of influencing behavioral changes.
while failure of the innovation may reflect nega-
tively on the classical change agent's efforts
(because of the involvement with or commitment to
the innovation’s success), the change agent’'s in-
compe and job are not usually endangered. The mar-
keter’s livelihoed {s directly related to his/her
abilities to penetrate & new market and to retain
a share.

The unique position of the marketing change agent
can be further dramatized by examining the para-
digm of types of social change presented by Rogers
and Shoemaker (1971), as shown in Table 1.

In actualicy, many new items are nothing more than
attempts to match competitors’ offerings. And ac-
companying every marketing innovation is & market-
ing plan, either stated or implicit, detailing the
nature and timing of specific marketing tactics to
facilitate the product’s acceptance. 5S¢ new prod-
ucts are planned changes, and exposure to them is
not an uncontrolled occurrence. Generally the
marketing innovation is & contact change, but the
idea for the product may have originated with an
inguisitive, helpful, or even irate consumer. The
nev product does not fit neatly into any of the
categories of social change. It has characteris-
tics befitting its inclusion in all categories.

SYNTHES1ZING A MARKETING FRAMEWORK

Two conclusions can be drawn from the previous
analysis. First, certain unique aspects of the
marketing @iffusion process must be recognized in
the discussion of new product diffusion. Second,
various procedures and assumptions of traditional
diffusion research must be altered to conform to
the needs of the marketer.

Marketing differs with respect to the traditional
diffusion process in two fundamental and important
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TABLE 1

SOCIAL CHANGE PARADIGM

e New
Recognition of Internal to External to

Need for Change Soclal System Social Svster

Internal: Recognition Immanent Selective con-
is by members of the change tact change
socilal system

External Recognition Induced Directed con-
may be by change immanent tact change
agents outside the change

social system

Immanent change: occurs when members of a social
system with little or no external influence cre-
ate and develop a new idea (that is, invent it),
vwhich then spreads within the system.

Selective contact change: results when members of
a social system are exposed to external infiu-
ences and adopt or reject a new idea from that
source on the basis of their needs. The expo-
sure to innovation is spontaneous or accidental;
the receivers are left to choose, interpret, and
adopt or reject the new idea.

Directed contact change: or planned change, is
caused by outsiders who, on their own as repre-
sentatives of change agencies, intentionally
seek to introduce new ideas in order to achileve
goals they have defined. The innovation, as
well as the rcognition of the need for the
change, originates outside the social sytem in
the cse of the directed change.

ways: the presence of competition for the innova-
tion and the active role taken by the marketer/
change agent. The extent of competition {s shown
in terms of similar new products introduced at
ebout the same time, incompatible messages sent
through a variety of communications channels,
pricing policies designed to influence the adop-
tion rate or to reflect the limited supply, and
the everpresent shadow of legal and ethical con-
siderations. All of these factors cloud compar-
isons between marketing diffusion studies and
other diffusion research carried out in non- or
less-competitive environments. -

Likewise, the activist marketer must be acknowl-
edged as the driving force behind the new product.
Rather than prescribing change, the warketer in-
terprets latent and overt signals from the market-
place. If this forecast is correct and the plan-
ning thorough, the success of the item becomes
more likely., The marketer is inextricably tied to
the sponsored innovatien,

This second conclusion, however, is quite opera-
tional and cannot be dismissed with only & warning
about its significance. It is the basis for sys-
tematically examining the diffusion of new prod-
ucts, and it implies the need for a two-part
framework:

1. an innovation classification scheme and
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2. an adopter classification scheme.
Innovatien Classificaticn

New products vary considerably across studies in
terms of their attributes and their impact on po-
tential consumers, To facilitate comparisons, new
products should be classified or grouped accoerding
to the same set of rules. While other crireria
may be relevant at times, these four have often
been used by marketing diffusion researchers:

1, effeet of the product on existing con-
sumptiocn patterns,

2. price of the product,
3. conspicuousness of the product, and
4. trialability of the product.

The first standard is basically that suggested by
Robertson (1971). The extent to which & new prod-
uct is unlike anything else currently available
should be verified by soliciting consumers’ opin-
ions. One study noted newness on a scale from one
("exactly like existing products or brands"} to
ten ("unlike anything else available on the market
today") (Morgan 1%77). Another approach is to
have a panel of judges or experts rate the prod-
ucts independently of consumers’ rankings. A se-
ries of questions, each aimed at a specific aspect
of a multiattribute new product, could be used
with the result being a weighted aggregate re-
sponse,

The price of the new product {s the simplest of
the factors to obtain. Price can be used as a
surrogate for degree of consumer commitment. AS
the price increases, the importance to the cus-
tomer of the decision to try the new product in-
creases also, An alternative consideration is to
relate the ©price to income or wealth levels so
that the relative significance of the purchase to
each individual can be assessed. Buying new prod-
uct A, priced at $100, would probably entail more
analysis than buying new preduct B, priced §5.
But if the consumer who was considering A earned
$50,000 per year a&nd the potential buyer of B
earned only $2,000 annually, then B's decision may
actually be relatively more critical to B than A’s
decision {s to A. Knowing price-to-income ratics
would greatly enhance comparative analysis of in-
novetions.

Conspicucusness and trialabliity are attributes
which have been proposed by others, but have never
been fully implemented by marketers. Censpicuous-
ness could be evaluated by the marketer or a group
of experts; however, the consumer is once again
the ideal source of information. As in the case
of product newness, conspicucusness could be tied
to a single scale or & multidimensional index.

Trialability refers to the degree to which the
product lends itself to sampling or trial use. Is
the product available in several package sizes?
Cen it be sampled, like many food items which come
in very small packages? Or, once purchased, is
the product long-lived. What product return pol-
icy accompanies the purchase? The answers to
these questions can be translated into a triala-
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bility rating, a measure of commitment to the

item.
Adopter Classification

Instead of the arbitrary definitions of product
adoption and Innovators, the grouping scheme pro-
posed here has two basic dimensions: time of
first purchase or trial use and censumption pat-
terns or usage Intensity. Trial date incorporate
a time benchmark into the classification systemx;
however, it is not the only variable.

Usage intensity describes the extent to which con-
sumers have co-opted the innovation into thelr
lives. This dimension is product specific; thus,
a definitive unit of measure cannot be given. As
an example, usage of a video camera could be as-
sessed in terms of number of film cassettes bought
in a time period. Other product/services will re-
quire other measures.

A further refinement of traditional adopter Tre-
search 1s to group consumers on the basls of simi-
lar trial dates and usage patterns. Any of sev-
eral algorithms can be used to cluster the data.
These two dimensions can be combined inte a com-
plex grouping base. Better yet, trisl date can be
kept separate to see 1f usage intensity varies ac-
cording to time of first usage. In either case
consumers are clustered according to data homo-
geneity, not according to convenient, arbitrary,
temporal scales.

CONCLUSIONS

The framework developed in this discussion does
not solve all problems confronting marketers
studying the diffusion process. Issues such as
accuracy of self-designated innovativeness, re-
porting of consumption data by respondents, deter-
mination of sample size, and scaling of the wvari-
ous indexes are not resolved. Research methodol-
ogy is, thus, s separate matter.

Also, no attempt is to made to classify the nature
of the competitive environment within which new
product diffusion occurs, Industry structure, in-
cluding the number and size of competitors, legal
restrictions, and currently accepted mnarketing
practices would all have to be considered. How-
ever, the effect of competition, when comparing
marketing diffusion studies with similar research
in other disciplines, has been noted. The dynamic
nature of a competitive setting diminishes the
value of interdisciplinary comparisons for the
marketer.

This systematic organizstional scheme will perwmit
marketers engaged in diffusion research to relate
to similar research conducted by other analysts.
The result will be the development of a consistent
theory of diffusion for marketing, founded on con-
sumers‘'s participation in the classificatory pro-
cess. Students should thus be able to appreciate
the difficulties inherent in diffusion studies,
making the adoption process a more meaningful
notion.

References available upon request.



THE USE OF ACADEMIC MARKETING ARTICLES IN THE
MARKETING RESEARCH COURSE:

RATIONALES AKD REACTIONS

Nina M. Ray, Boise State University, Boise
Marie M. Cheung, Boise State University, Boise

ABSTRACT

The authors describe how the {inctimidation
surrounding the reading of articles in academic
marketing journals can be lessened for under-
graduate students in the marketing research
class. By choosing one relevant article and
devoting the entire semester to the discussion of
the research principles and datas analysis
described in it, students should not be so
reluctant to pursue other academic articles in
the future. This paper describes the related
pedagogical technique wused in the marketing
research class, the rationale for it, and what
the student reactions are to the process.

INTRODUCTION

Chapters covering the use of secondary informa-
tion in marketing research texts usually mention
the top journals in the field (i.e., Journal of
Harketipg and Jourral eof Marketing Research) as
important sources of information. However, when
attempting to compile 1library sources for a
research project, students tend to shy away from
these journals because they are "too theoretical®
or "too difficult to wunderstand (Clark and
Gelsler 1986). They will be much more likely to
pursue articles appearing in Advertjsing Age, The
Wall Sereet Jourpal, and Sales apd Marketing

Management than other more academic publications.
Many ctimes, outside reading assignments are
necessary to force students to obtain experience
with the feared journals.

The purpose of this article is to describe how
using one well-chosen article from the marketing
literature can serve several teaching purposes in
the marketing research class. Also, student
reactions to such a classroom technique are
explored. It was thought that by concentrating
on one major research-oriented academic article
throughout the entire semester of a research
course, the students would have more than
sufficient time to understand the principles
described in that article. Maybe then, they will
not adopt such a negative view of the ressarch
course, which is often the case when high levels
of effort must be exerted to understand required
readings (Razek and Cone 1981). Also, since
empirical articles present findings and statisti-
cal results, these topics can be covered at
length while exploring the application of
statistical techniques during the semester. The
use of the major article alsc allows students to
review an example of whar s considered to be
fairly good research by members of the marketing
compunity. If the teaching article is chosen
well, a wide range of research topics can be
covered by allowing the article to serve as a
focal point. Topics such as the necessity for a
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thortough secondary search, formulsting research
objectives, choosing a sample, exploratory
research, pretesting, administering a survey, and
the reporting of findings are all covered in a
good empirical plece. If an article can be found
that describes how a summed index was con-
structed, then the students are sble to obtain
additional information about the research
process. A good journal article serves as a nice
supplement to the traditional research text.

Frowr an instructor’s point of view, the optimal
article would address all of the above mentioned
stages of a research project. For the chosen
article to be relevant to the learning process,
however, the article must be of {nterest to the
students. An article exploring consumers’ reac-
tions to general marketing practices (e.g., sex
roles In advertising) would be of more interest
than one exploring the relationships among
¢channel members. Also, the article must make use
of statlstical analysis of which the students are
familiar.

Most statistics students admit that they quickly
forget the material cthey learned after the
semester Is over. It is wvery unlikely that they
will remember the intricaclies of analysis of
variance or regression when reading an article
that makes use of these techniques. However, it
is important that they at least recognize that at
one time they did know a little about the
procedures that are menticned in the article.
Therefore, an article which makes quite extensive

use of LISREL or say, conjoint analysis, will
probably not aid in the students’' learning
pProcess. On the other hand, exposing the
students to one or two new but less complex

Procedures or techniques with which they might
not be familiar could expand their knowledge of
statistical applications in a marketing research
environment,

An additional nicety would be that the authors of

the article have included s copy of the instru-
ment they used to collect data. The copy of the
survey serves as a helpful learning device in
several ways. Students can critically evaluate
the format and makeup of the items that appear on
the survey. Also, coples of the instrument are
made and students are asked to respond to the
survey themselves. Afterwards, the student
Tesponses Are entered into a data base and are
subjected to data analysis assignments for the
remainder of the semester. The idea here iz that
students would rather run assignments on data
they themselves generated than on some data base
that they had no role in creating. Comparisons
can be made between the responses generasted by
the students and the findings reported in the
article with the students attempting to explain

any discrepancies,
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SUGGESTED ARTICLES

One recent article that has been used success-
fully 4n the marketing research class as a
semester focus is by CGaski and Etzel (1986). The
article explores the American public's feelings
of consumer sentiment toward marketing practices,
The scele construction stage of their instrument
is discussed, along with reliabilicy and validity
properties of their measure. This discussion
complements the sections of chapters in wmost
research texts on the necessity of instrument
validity. The Gaski and Etzel article discusses
Cronbach's alpha, a technique which is certainly
important in walidity discussions, but rarely
presented to the typlcal undergraduate student.

The article also engages in a thorough discussion
of how to score and sum thelr Likert measure.
Therefore, all the students have to deo s
carefully fellow fnstructions contained in the
article and they should be able to calculate
their own "consumer sentiment”™ score. Most of
the statistical analysis is very straight forward
and should be familiar te the students. The
authors discuss their findings in terms of means,
correlations, and t-tests.

A point should be made that it is not wvery easy
te find an appropriate article from the litera-
ture to use in the research class. One wants an
article which is "meaty" enough without being
overbearing. Presumably, the prefessor would
want to use a publiecation from the last few
years, so the number of potential articles to use
is strictly limited.

As many professors can envision, most Journal of
arke eses and Journs!l _of Marketing

articles would not be appropriate for under-
graduates to read. If one is having difficulty
finding relevant journals in these "top tier”
publications in our discipline, then perhaps

articles from the urnal o e pcgdemy of
Marketing Science should be considered. While

concentrating on sound empirical works, the
articles here do not appear to be so¢ intimidating
to students.

Ezell and Russell’'s (1985) "Single and Multiple
Person Household Shoppers: A Focus on Grocery
Store Selection Criteria and Grocery Shopping
Attitudes and Behavior,"” was selected as an
alternative article to use for the wmarketing
research class, The article was chosen because
it describes many aspects of the research
process. The topic is general and interesting
enough for any marketing student. Also, the
authors used various statistics techniques such
as t-tests and chi-square analysis for the study.
The marketing research students should be fairly
familiar with these techniques already and be
able to understand the study. Finally, the
article includes the actual survey, te which the
students can respond and use iIn learning the
applications of statistical techniques.

ADMINISTRATION SUGGESTIONS

Perhaps the ideal way of beginning this project
is to have a copy of the instrument taken from
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the chosen article available for students to
complete the first day of class. In addition to
the instrument, questions such as age, previous
computer and statistical experience, and & self
analysis of gkills considered important to the
research process can be included. This survey is
an ideal way of obtaining practical information
such as & student’'s address and phone number.

From the start, students should be informed of
the purpose of the survey. We have found that
the students tend to take the project seriously
if they know they are generating data that they
will be working with later in the semester.
Therefore, the article can serve as & discussion
framevork for the part of the semester covering
secondary research, writing of questions,
choosing samples, and writing reports. Next, the
students use a statistical analysis package to
produce frequency tables and conduct hypothesis
testing based on their own data, and they
interpret all computer findings. Then, at the
end of the semester, they are to describe why
their findings may differ from those of the
authors of the article &nd from previous
semesters of students In marketing research
classes.

CLASS CONSUMER SENTIMENT FINDINGS

The following is & description of the findings
obtained by two semesters of marketing research
students concerning the results generated from
their data, a compariseon to the article by Gaski
and Etzel, and a summary of thelr reactions to
the process.

Gaski and Etzel report & possible range of
consumer sentiment scores of 200 to +200. They
found & mean of -14.85. The mean consumer
sentiment scores for two semesters of marketing
research are +23.%1 and +27.07. The positive
mean scores, which are significantly different
from a neutral score of 0 in both cases, reflect
that the students have positive attitudes toward
marketing. Since most of the students in the
marketing research class are either majors or are
interested in marketing, it is not surprising to
obtain such high mean scores, Students are
usually interested in whether there are relation-
ships between consumer sentiment and age or one's
GPA. While wusually not significant, these
possible relationships serve as exercises to
demonstrate the correlation commands in the
adopted statistical software package.

Also, consumer sentiment scores are correlated
with the "marketing in general,” “satisfaction,”
and “"how infrequently consumers have problems”
sections as used by Gaski and Etzel to establish
convergent validity. As in the Gaskl and Etzel
article, consumer sentiment is significantly
correlated with all alternate measures of
feelings about marketing.

Comparison to Gaski and
Etzel’s (1986) Findings

The Gaski and Etzel results and the classroom
survey results differ in three ways. First,
their consumer sentiment mean score is negative



while students’ wmean sentiment scores are
pesitive. The difference is easily attributed to
the difference in samples as discussed earlier.
The research class students are favorably
disposed toward marketing compared to general
CONSUmeYs, As & result, the classroom surveys
have high positive mean scores In consumer
sentiment,

In addition, Gaski and Etzel's study shows that
mwale and female respondents have significantly
different attitudes toward marketing. However,
in our classroom survey, & t-test revealed that
there are no significant differences between male
and female students regarding consumer sentiment
scores.

Finally, Gaski and Etzel have stated that
consumer gentiment toward marketing has improved
in recent years. Although there is an increase
in the sentiment scores for the most recent
semester’'s class, there are no cant
differences between the two classes; and we do
not have sufficient data to support the trend of
attitude Improvement. Future surveys in the
marketing research c¢lasses are needed for further
analysis.

Student Reactions

How did the students like the ideaz of using an
academic journal article as supplementary
material for a class? Students’ responses were
mostly positive. The consumer sentiment article
gave students a larger picture of what marketing
research is all about. Students obtained
knowledge of the whole process of survey research
including designing, implementing, analyzing, and
evaluating an actual survey.

Due to the increased use of market surveys, it is
very possible that students have been asked to
fill out surveys before. Being survey subjects,
students may find themselves very concerned about
how others evaluate their responses or may feel
frustrated because they are being "studied" by
someone. The fact that students can actually
fill out the consumer sentiment survey at the
beginning of the semester and then analyze the
results provides students an opportunity to look
at the study from two standpoints, as a subject
and as a researcher. Students then are more
knowledgeable about both the respondent and the
researcher’'s role in the research process.

Not only does the article provide a chance for
students to discover how they feel about market-
ing, it alsc provides information about general
customers’ attitudes toward marketing in the
United States. Knowing how U.S. customers feel
about product gquality, product price,
advertising, retailing, and marketing in general,
students will be able te identify, analyze and
solve marketing problems when they enter the
business world and begin their marketing careers.

The major frustration students had about the
article was from the "unfamiliar" marketing and
statistics terms. Although students were
required to have statistics classes before they
could take the research class, they might have
taken them & couple of years earlier and for-
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gotten most of the statistical techniques and

terms, Also, many statistical terms such as
"coefficient alpha" which are familiar to
academic researchers are not covered In most

beginning statistics books, The frustration may
be reduced if the students are assigned readings
which review certain statistical techniques
before the article is presented to them.

SUMMARY AND LIMITATIONS

Using one academic marketing journal article as
an example of how to formulate and implement &
market research project provides a number of
benefits, First, students usually will not
approach an academic journal because It is
considered to be difficult to read and under-
stand. When only one article is used in a
sepester, students can devote mere time to
understanding the article in depth, and may be
less intimidated with reading academic journals.
Second, the article presents the materials from
vhich the students can find out what they can
expect to learn from the marketing tresearch
class. Finally, the article provides an overall
picture of marketing research.

However, educators should not neglect the limita-
tions of implementing the proposed methed. The
fact that only gne article is being used creates
several problems. Students do not gain exposure
to a variety of research studies where different
methodologies are used. Although having an
entire semester to discuss the chosen article is
beneficial, an additional suggestion is that
students be given one gcadepic and one business
censulting report to enhance their learning.
Then they would receive a broader view of both
the academic and practitioner worlds,
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ABSTRACT

MARKETING ACROSS CULTURES
THE PROJECT HEAD AS PILOT MAN QVERSEAS

Jeffrey A. Fadiman, San Jose State University, San Jose

Arab, African and Asian business methods have
endured for centuries, often due to their
sophistication; yet vrarely have Americans
regarded them as sources of instruction. Most
U.s. firms prefer to conduct international
businress wventures along familiar Western lines.
We grow less certain when foreign counterparts
use local methods. Often we react in ethno-
centric terms, defining indigenous commercial
tactics as devious or dishonest. One obvious
alternative is to examine and make use of them.

This article explores the viability of using
"third world" (Asian, Arab, African) cultural and
commercial strategies to enter selected third
woerld markets. Thase chosen for amalysis apply
particularly to problems faced by "project heads"
{field representatives, country managers, etc.)
from small U.S. firms, when Yaunching business
ventures in non-Western nations.

Three of these strategies focus on the need to
develop key foreign contacts as company allies.
Western businessmen often ignore this step,
preferring to focus on presentation of their
product from the moment they arrive. Non-Western
businessmen, in contrast, may place product
presentation to one side. Instead, they focus
first upon the new environment in which their
product will be launched, learning both the loca)l
rules and which players can be of greatest use.
This requires mastery of three third world
recruiting tools: enlisting on-site allies,
"collective" visiting and the "focused" business
favor. Each of these is analyzed in terms of
- impact in non-Western business circles.

Two further strategies focus on development of at
least one sample clientele, to serve as an
initial testing center for the product. To reach
such groups, however, project heads must solve
three daunting probTems: whom to contact,
cultivation once contact is made, and linking
sample clienteie to product lines. This article
explores solutions to these problems through
using third world forms of cause-rejated
{"social™) marketings.

In the U.S., firms use "donation strategies" to
tie philanthropy to profit, increasing sales by
linking them to worthy causes. In most non-
Western nations, a “donor strategy" proves more
effective. This means the U.S. firm takes on a
Patron’s role towards sample groups it feels may
prove receptive to its product, by providing
goods and services to meet collective needs. One
purpose is to transform its corporate image from
"foreign" (thus suspect) to a *fatherly" (thus
welcome} local presence. The second is to create
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brand Toyalty among sample group members by
generating cause-related obligations to the firm.

The final strategy examines the need to expand
beyond initial clientele into related markets.
One method is to use individual group members in
ways that benefit the firm, whether as problem
solvers or living advertisements for the product.
A second is to use the fnstitutions to which
sample groups belong (temples, guilds, youth
wings, etc.} as the initial channels through
which to spread the company message. A third is
to reshape the sample clientele in such fashion
as to meet future corporate needs.

Few U.S. project heads take time to use non-
Western business methods, though weeks or even
months can profitably be spent in cultivating key
relationships before promotion of the product.
Pre-launch preliminaries can disturb aggressive
U.S5. marketers who feel business should begin as
they arrive. It may also aggravate home offices,
where supervisors may feel that using time to
build relationships may be unbusinesslike and
thus unprofitable.

The use of time on local terms, however, might
not surprise non-Western contacts. In Ethiopia,
the more time spent on a problem, the greater its
importance. In Indonesia, deadlines are defined
in terms of "jam karet" (rubber time), those
moments that most suit the needs of all con-
cerned. Japanese perceive the time pre-launch
preliminaries require as routine. One firm is
said to have instructed key executives to spend
five years researching business practice in the
American Midwest, before Jlaunching a single
product in that region.

What could gur project heads achieve if given
"years" {or even months) to study local methods?
It seems unlikely that our business strategies
would stay unchanged. Perhaps the time to start
such studies is when sent as pointmen overseas,
when on-site knowledge suddenly grows critical to
those who launch new ventures. Recent studies
state that more than one-third of U.S5. corporate
profits come from overseas activity. Nonethe-
less, 250 U.S. companies account for 80% of the
volume, while only 20,000 others export at all.
Another 20,000 smaller firms possess capacity to
enter foreign markets but hover on their brink,
uncertain how to actually begin. Perhaps
examination of selected third world business
concepts may suggest practical alternatives.
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