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PREFACE

The Western Marketing Educators' Association is dedicated to further
marketing education in the Western United States, Western Canada, and
Mexico. The primary formal mechanism for professional interaction and
the exchange of scholarly thought and research findings is the annual
conference, This Proceedings provides abstracts of papers preseanted

at the sixth annual conference of the Association, held aboard the
"Queen Mary" moored in Long Beach Harbor, California, April 22-24, 1982,

The publication of Proceedings this year continues the practice begun
last year. By having the Proceedings available at the conference, the
contents will have a wider distribution than is usually the case, Also,
the abstracts can gerve as a planning guide for those attending the con-
ference. Those people desiring copies of complete papers presented
should contact the author(s) directly.

The abstracts herein are arranged in the chronological order in which
they were presented. Thus, all papers presented in an individual
session will be found clustered together,

An author index appears at the end of this Procesdings,

March, 1982 Stephen H. Achtenhagen
Irene Lange
Gerald Albaum
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"PAYMENT": THE FIFTH "P" OF MARKETING MANAGEMENT
Farrokh Safavi, Western Washington University

After publication of McCarthy's acclaimed text of Basic Marketing: A
Managerial Approach, the acronym "Four P's" was popularized as a general
framework for marketing management analysis. All controllable factors of
marketing management were effectively grouped into the four strategic proc-
esses of Product, Place, Promotion, and Price. Consumer credit was classi-
fied as a part of pricing strategy, since it was a facilitating factor in
market transactions and since its cost had been reflected in the price of
the product. Since interest rates in the 1960s were generally low, consumer
financing did not play a significant role in consumer marketing.

In the late 1970s, however, soaring interest rates severely dampened demand
for housing and durable goods. Manipulation of the classical "4 P's" was
no longer effective in maintaining the past level of demand for some prod-
uct categories. It was not until recently that innovations in consumer
financing such as Easy Credit Plans (ECP) and Differentiated Payment Plan
{DDP) by General Motors Acceptance Corporation (GMAC) and Sears signifi-
cantly enhanced sales. When GMAC reduced financing charges on all GM cars
from an average 18.5% to 13.8% Annual Percentage Rate (APR) on July 28,
1981, sales of GM cars increased in the following two months by 300Z in
California and by 2107 in Washington State over the same period in 1980.

On October 19, 1981, GMAC introduced a DPP whereby some models could be fi-
nanced at 12,9% APR. That strategy increased sales of those models by 25%
in California and Washington. Sears reported the same success with its DPP
in favor of home fixture products where the 12% APR was charged in contrast
to 18% APR for all other merchandise.

The term "payment" (short for payment plan) deals with consumer credit from
the point of view of cash-deficient consumers. An Easy Payment Plan (EPP)
is low-cost consumer credit which is tailored to buyers' preferences for
down payment and pay-back period. EPP usually implies that a portion of
the credit cost to customers is absorbed by the firm.

To the credit buyer, the cost of the Payment Plan is a function of price,
the down payment, interest rate, payback period, and risk (credit rating of
the buyer). The cost of the Payment Plan may thus be written as:

N
P = 5 (1B), * i
p j=1 h|
where:

Pp“= cost of the payment plan to credit buyers

LB = Loan balance at the end of the jth period. The initial loan is
equal to (P-D) where P is the product price and D is the down-

payment.
i = interest rate on the loan, assumed to be the yield on S1-day



treasury bills plus a risk premium to credit buyers.

j = number of payments.

To the firm, however, the gross cost of financing credit sales would amount
to the interest (or finance charges) which it pays to financial institutions
for maintaining a target level of customers' accounts receivable. The gross
cost of financing is in turn a function of the loan size and interest rate
charged to the firm.

Once the firm has determined the utility of absorbing a portion of credit
financing over other sales-oriented marketing strategies like price cutting,
enhanced promotion, elaborate customer and product services, etc., it can
decide on the magnitude of net credit cost which it is willing to undertake.
At this time it would be possible to design various payment plans with fixed
finance charges, but different magnitudes of relevant variables (down pay-
ment, interest, payback period, and risk).

GMAC management asserts that their imnnovative payment plans have been more
effective than all price rebates that GM has been giving for the past ten
years. Surveys of consumer opinions which have been conducted by the author
every spring in Whatcom County, Washington, have revealed a steady growth

in the purchase of those durable goods which are marketed with EPP. 1In the
1981 survey, 367 of the households who made the negative response to the
test products changed their position to a definite purchase when possibility
of EPP was offered. The corresponding percentage in the 1975 survey was
only 14. It appears that at the present time of economic slowdown, market-
ing managers can manipulate the four elements of Payment (downpayment,
interest rate, payback period, and the buyer's risk) more successfully to
increase sales than the classical "4 P's" of marketing management.
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AMERICAN VALUES IN THE 1980's: IS THERE ANYTHING NEW UNDER THE SUN?

Boris W. Becker, Professor of Marketing, Oregon State University
Patrick E. Connor, Professor of Management, Willamette University

Numerous commentaries recently have appeared in the business and popular
press suggesting that the fundamental values held by Americans are in
turmoil. We are, reports allege, in a critical time of dramatic tran-
sition in values. Are such conclusions justified? Are values really

undergoing a profound change -- a change that may affect numerous aspects
of business and organizational 1ife? Or, are we in an essentially normal
period -- one in which values oscillate about a basically stable histor-

ical trend?

It is impossible to discuss all the arguments supporting the thesis of
rapid value change, Still, a sampling can present the general flavor of
that position. First, are the arguments of serious scholars who decry

the decline of "value-forming institutions.' Urie and Rolf Bronfenbrenner
suggest the family has changed in ways that have 'calamitous' implications
for society. Second, we are continually exposed to public opinion surveys,
of which Yankelovitch's are typical. The basic thread running through
these surveys is the decline of the Protestant work ethic, combined with
an unwillingness to make sacrifices. Americans are becoming more hedon-
istic and materialistic while paradoxically becoming less willing to save
money to support their materialistic life styles. The third, perhaps
preeminent, reason for the perception of changing values is an atavistic
yearning for the "good old days," days that probably never were.

A number of serious thinkers are arrayed on the other side of the argument.
Robin M. Williams, a student of values for over 30 years, argues that during
the entire 20th century no new value orientations appeared, nor did any sig-
nificant ones disappear. Williams characterizes us as rational, egalitarian,
and individualistic -- an active rather than passive or introspective people.
At the risk of oversimplifying Williams' sophisticated discussion, his answer
to the question might be: '"Yes, there has been change, but of a graduaal
sort.'" Largely caused by the success of the scientific enterprise, 'scien-
tific' values have grown more important, paralleled by continuing secular-
ization of our culture. Williams suggests a slight decline in the emphasis
on achievement, efficiency and practicality, coupled with some skepticism
about the notion of inevitable progress.

Milton Rokeach has also looked at changing values, for the time period 1968
to 1971. Rokeach points out, "The significant value changes between 1968
and 1971 . . . are reflections of selective rather than ubiquitous changes
that had taken place in . . . American socicty." "Equality' became a more
important value to white Americans, as did "a world of beauty;' but for
blacks, "equality' declined and "a world of beauty" was unchanged.

If cultural values are changing, they are changing very slowly. How then

can one explain the apparent values changes cited by many observers? First,
the values of some highly visible segments may indecd be undergoing some
change, thereby marginally affecting overall cultural values. The Yankelovitch




surveys qualify their results by finding a rise in hedonism ameng a 'fasci-
nating group of Americans."” Indeed, the present authors have decmonstrated
that value differences may be useful in segmenting consumcr markets. The
key point, however, is that there is no evidence of a sudden, pronounced
shift in aggregate cultural values. Second, outside forces shape attitudes
in ways that lead the casual observer to believe that more fundamental
values are changing - when they are not. Are the affluent young really
discarding the Protestant Ethic? Or, in the face of a decade of rampant
inflation, are they merely behaving '"rationally" by saving less and spending
more on durable goods - cars and even homes? Has the enlarged female labor
force been the result of dramatic values change? We think not. It resulted
from improved contraceptive technology that allowed women to behave in ways
(i.e. work) already congruent with the dominant value system. It also
resulted from necessity in the face of economic forces having little to do
with changed values. One could argue that increased female participation

in the labor force is entirely consistent with a "traditional'' American
value - family security and related economic well-being. Third, apparent
value shifts may reflect only transient changes in attitudes and behaviors
of particularly visible individuals and groups. College students are exactly
such a group. What has become of the ‘counter-culture' figures of the 1960's
who were leading the vouth of America to new value systems? Jerry Rubin is
alive and well on Wall Street, endorsing Volkswagens. Who recalls what the
letters SDS stand for? More to the moment what of the 'Moral Majority?V

Are Americans, en masse moving to that "0ld Time Religion?" We doubt it.
What has become of the TV boycott plan? Surveys indicate that Moral Major-
itarians regularly watch the shows their leaders excoriate. There will be
no boycott because any such boycott would fail.

Within our dominant value system, which has shown little change through
America's history, there is room for great subcultural diversity. But
radical change in a nation such as ours, that has proven capable of absorb-
ing divergent value systems for many decades, does not seem to be in the
cards. The principal threat to a stable value system is posed by the vast
number of recent immigrants - both legal and illegal, An immense burden is
being placed, largely upon our public schools, to "indoctrinate" these new-
comers to the dominant value system.

The problem is this: To combine stability in values with adaptability to
exogenous change -- that is, how to transmit and inculcate the key values
of Western civilization, while simultaneously adjusting to change. Ben

Wattenberg, a public opinion specialist, believes that people's responses
make it clear that they still have a '"great core of moderation, stability,
and common sense." We see little value change to contradict that belief.

(References are available from authors upon recquest.)



IMPORTANCE~PERFORMANCE ANALYSIS OF COLLEGE STUDENT SATISFACTION
Gerald M. Hampton, Seattle University

Consumer satisfaction is one of the most fundamental and important concepts
in marketing. It is the central theme of the marketing philosophy that is
built on the notions of consumer sovereignty and its well-known counterpart
of the marketing concept. While considered appropriate as an operating
philosophy for business firms, the marketing concept is in its early stage
of adoption in so-called "non-traditional' areas.

Perhaps the broadest and deepest application of marketing concepts and prac-
tices to date in a non-traditional area is that of higher education. De-
clining demand for college education, the rapid escalation in tuition rates,
rising cost, increased competition from vocation schools and decreasing
government support have all lead to the need for a marketing approach. One
of the more important aspects in the application of marketing in colleges
and universities, especially as demand declines, is determining, evaluating
and improving student satisfaction.

Study Objectives: While marketing scholars have researched consumer satis-
faction across a number of products and industries, they have ignored higher
education. On the other hand, the educational literature demonstrates a
number of efforts to define, develop and validate means tec measure college
student satisfaction. These studies, however, focus on only the performance
aspect of satisfaction. Research in marketing has shown that consumer satis-
faction is a function not only of the aspect of performance, but also how
important that aspect is to the consumer. Thus, the purpose of this paper
was to (1) determine the performance and importance aspects of college
student satisfacrion and (2?) to demonstrate how such an analysis can be use-
ful in evaluating certain educational programs.

Methodology: A questionnaire was developed that contained five attributes of
satisfaction. They were: (1) quality education - nine dimensions related to
the students' intellectual development, (2) recognition - nine dimensions in-
dicating a consumer orientation of the faculty toward students, (3) compen-
sation - nine dimensions that attempt to assess the amount of work required
relative to academic outcomes, (4) working conditions - nine dimensions
consisting of the physical features of the product and (5) social life -

nine dimensions consisting of the opportunities for students to meet socially
relevant goals. The respondents were 537 students attending Seattle University.
A one-way ANOVA was performed for each of the five attributes to determine if
there were differences across the majors. Next, mean ratings were calculated
for each of the attributes dimensions. The mean ratings were then plotted on
an importance satisfaction grid which allows for what has been termed "import-—
ance - performance analysis.' Only nursing majors, undergraduate business
majors and MBA's were analyzed in this study.

Regults and Implications: The one-way ANOVA's across the three majors for
each of the five college attributes were all statistically significant at
the .01 level. This means that students from nursing, business and MBAs
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rate the satisfaction and importance dimensions for attributes differently.
The results suggests and supports at least two important motions critical
for university marketing. First, the majors are perceived by students to

be different products offered by the same university. This is nothing new
of course, for many schools, particularly private ones, have recognized this
for years resulting in different prices {(tuition rates) for different
products (majors). Second, it means that these products serve different
target markets (students) who have different needs and wants. The implica-
tion is that the university must provide different college features to diff-
erent students at the university. The idea that one program or feature will
suffice no longer applies, if it ever did. Also, the implication for college
resource allocation and Improvement is much clearer.

The mean importance and satisfaction ratings for the five college student
attributes were placed on a two-dimensional grid. The interpretation of

this grid is quite straight forward based on the grid's four quadrants -

the upper left hand is labeled "concentrate here,” the upper right hand

one is termed "keep up the good work", the lower right hand quadrant is
termed '"possible overkill”, and the lower left hand corner is called "lower
priority." Emphasis was on the upper left hand one for it contains the
dimensions that are important, but where students indicate low satisfaction
with the college's performance. Overall, those attributes that need improve-
ment are for the most part those ranked lower in terms of importance, working
conditions and social life. There are common concerns across majors suggest-
ing for example that working conditions is more university specific, rather
than major specific. Also, not all dimensions are judged to be of concern

or important. For example, the social life attribute for MBA's has six
dimensions that fall in quadrant 3 and 4, areas of "possible overkill" and

"low priority."

Conclusions: The real value of this type of analysis is that it provides
deans of various schools a useful focus for developing marketing strategies.
One important task in the application of the analysis is that these common
attributes with common dimensions must be interpreted in ways that are
gspecific and pertinent to the department or school that offers the major in
question. However, this is not as difficult as it first appears, because
those responsible for departments are generally quite familiar with what
specific features apply to each attribute and its dimensions.



THEORY APPLIED: EXPERIENTTAL TEACHING INTEGRATES
STUDENT LEARNING WITH COMMUNITY NEEDS

Elizabeth H. Reeder, California State University, Chico

We have all heard of the attacks on the B-schocls. The press expounds
them; the business people in our local environs decry us. Are we indeed
guilty of putting beloved students into "windowless amphitheaters,"
cramming them with theoretical turpitudes, in justification of granting
them passports to the world of real workdom?

Perhaps, just perhaps, there are possibly other, better, more significant,
maybe incredibly more realistic ways of inspiring learning. This paper
suggests that perhaps one way might be to increase the learning of our
beloved, young, knowledge seekers by facilitating their application of
theory to real business situations.

This paper does, accordingly discuss a possible method of developing stu-
dents who '"can do something, more than . . . those who know something"
(Done, 1979). It involves an integrated approach through which student
teams in the very basic Prineciples of Advertising course interact with
local businesses. But too, this Integration is topped off with what might
be called a within-house (Marketing Department} actual business type
structure and functioning.

The basic emphasis of the student teams is directed toward: 1) business
market analysis, which defines target markets and team plans relative to
their use, 2) consumer analysis, which describes the consumer in relevant
time frames, as well as pertinent segmentation frames, 3} environmental
analysis, which exposes students to realistic concerns involving the
economy, demographics, technology, regulations, and culture, 4) industry
analysis, involving trends, strengths, and weaknesses, and 5) competitive
analysis, which considers those numerous aspects of those other's strengths
and weaknesses.

Student teams develop initial data in these regards. They function as they
would in the "real world.” Their composition is determined from an analysis
(personnel department criteria) of their backgrounds. Account Executives

{the more qualified students) are placed in leadership positions and given
responsibilities relative to planning, organizing, directing, and controlling;
the traditional theoretical functions.

This actualizing of real business practices (within the school department)
does encompass giving Account Executives rights of firing laggards. The
Executives do, in fact, fire approximately five laggards each semester.

It should be menticned that the lecturer retains the right to fire Account
Executives. During four semesters only one Executive has been fired and
the several fired subordinates have returned the next semester to repeat

the class,



In order to facilitate the theoretical learning with the practical appli-
cation of the course, the text, classroom lectures, guest speakers, and
case analyses are integrated throughout each semester. This building-
block approach allows students to "take things one step at a time." This
learning "experience" is actually divided into six sections:

. Advertising as a marketing management tool,

. Research methodology,

. Basic media strategy,

. The creative program,

. Evaluating advertising effectiveness, and

. Meeting advertising's legal and social responsibilities.

houn

All of this involves the integration of theory and organizational application.
The result is simply: synergistic learning--theory applied.

The integration goes further however, it turns into a "happening." That
happening comes in the form of an end-of-course "experience." The ultimate
advertising campaign, which students develop, is presented by each team at
the end-of-semester advertising seminar. These are "Saturday Happenings,"
magical Saturdays, during which students come dressed in their suits and
costumes, and peoples from community organizations {(come dressed in their
usual conformity regalia), and all conspire, in support of the best student
team. For example, last semester, all the personnel in an entire local
organization danced across the stage at the beginning of their team's presen-
tation. The local business organization was "with" its team and displayed
its full support. Tiny tears might flow from an instructor's eyes when

such occurrences happen--of this, other instructors should be warned. It is
a most inspiring experience:

1. "This class has been very beneficial to my education.

2. It was well worth the effort.

3. Being able to show the propesal during the interview
helped me considerably."

are but three of the Iinspiring student comments.

Too long, too very, very long, have we in academia forgotten, perhaps
failed to realize how very, wvery close we and our students are to the real
organizations of this, the greatest nation. Perhaps it is well worth a
moment of our time to consider that we, the academicians have a mandate

to fit the new young minds to America, not only through theory but also
through application--through "Theory Applied."
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""LET YOUR FINGERS DO THE WALKING!"
[AND GET A GRASP ON LOCAL MARKETING INSTITUTIONS]

ROBERT A. LOEWER
SAN JOSE STATE UNIVERSITY

Much information about marketing institutions presented in current mar-
keting texts relates to summarized Census data from classifications
defined by the Bureau of the Census. Frequently texts also use specific
references to some of the large, old, or specialized institutions such
as department stores.

Census data are often no longer significant by the time the student gets
to read them in his textbook. Likewise, the composition, character, and
ownership of institutions is changing with regularity. Because of this
inherent textbook limitation, students frequently (1) miss out on the
ability to identify with particular business firms, (2) fail to appreciate
the "personification' of individual institutions, (3) miss the subtleties
of constant change, (4) fail to see major market changes that are taking
place around them, and, (5) are less well-prepared to pursue developing
career areas than they might otherwise be.

One of the valuable resources available for studying localized insti-
tutions is the ubiquitous, though easily overlooked "phone book," and
especially the Yellow Pages of that directory. Probably no other
reference source provides a more adequate insight into the commercial
make-up of a community. It also provides a most excellent measure of a
"trading area' because by their choice to be included, sellers define
the market for their products or services--as they perceive it to be,.

Updated yearly, as they are, Yellow Pages provide a current resource
listing those who have products and services to sell. By making compar-—
isons between directories for different years one can observe historical
change. The growth of new product categories should become more obvious
with comparison. Declining marketing institutions might be more readily
spotted. And, where established and well-known firms have diversified
into new product lines--either in addition to, or as replacement for
declining products--that may also be noted.

Examples of such changes are illustrated by an actual comparison between
two directories for the same urban area for two different years. Initial
investigation suggests that the changes are startling when illustrated--
yet subtle to residents of the community. The community used is

Los Altos, California, and the years were 1978 and 198l. The area is
generally a high-income, highly-educated growth area. Sociologically,

it might be said that growth is taken for granted; some change is
expected; vet a certain stability is also assumed by the residents.

In the Los Altos comparison, growth and decline of certain marketing
institutions was rather dramatically suggested. While the Los Altos Yellow
Pages also include the cities of Palo Alte, Sunnyvale, Mountain View, and
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"surrounding cities,” there are listings from San Francisco to San Jose,
Between the two years, the actual number of yellow pages went from 832 to
906, or an increase of approximately nine per cent for the Los Altos

directory.

If one is to assume that a growth of nine per cent in the number of insti-
tutions in a category would be consistent with general growth, then
increases of more than nine per cent might be construed to be worthy of
attention. Similarly, actual declines, or percentage increases of less
than nine per cent might also suggest change worthy of attention.

(Caution must be taken not to impute statistical significance to these
data, as other factors would need to be considered as well.)

In the case examined, some of the listings worthy of note were: "Auto
rentals and Leasing,'" -11%; "Barbers," ~13%; "Self-service Laundries,"
-50%; all of which appeared to be declining. The category of "Service
Stations,'" appeared to reflect an expected stagnation reflecting an
increase of only 2%. Among those categories having percentage increases
greater than the expected, were: "Air Cargo," up 21%;: "Alcoholism
Information and Treatment," up 20%; '"Automobile Dealers, New Cars," up a
surprising 26%; "Furniture Rental and Leasing,'" up 43%; '"Hot Tubs and Spas,'
up 55Z; "Solar Energy Equipment and Systems Dealers,' up 37%; and most
fascinating of all, "Accupuncture," with an increase of 475%. Im 1981
there were fifty-seven listings under a new category of "Computer Stores,"
fifteen dealers listed under "Mopeds," and six listings in the category of
"Computer time Sharing.'" These categories did not exist in the earlier
directory.

This information might provide the beginning of all sorts of reasearch.
The possibilities for research into local marketing institutions are
almost unliimited. Possibilities for using the Yellow Pages as a basis
for student projects are bountiful. The two-year Los Altos explor-
atory comparison is but one of many. Comparisons could be done for
specified industries--retail, wholesale, or service, for example.
Measures of significance could be applied in more sophisticated appli-
cations. Trends might be tested by comparisons using three or more
directories for the same locality. Comparisons could be made between
similar or different trading areas, e.g. sun-belt vs. snow-belt, high-
tech vs. low tech, industrially-based vs. agriculturally-based, sea
coast vs. inland areas, or large population center vs. a small one.

Probably the greatest deterent to doing research using Yellow Pages 1is
finding them. While current directories are ome of the most accessible
of all research sources, previous year directories are often almost
impossible to find. Even though many libraries and even phone companies
may not keep older directories, that should not discourage one from using
this means. Start collecting your own, now, in anticipation of working
with them in the future. This may be much too rich a source of infor-
mation to avoid exposing our students to 1t. '"Letting their fingers do
some walking'" may help them to get a better grasp on the meaning of change
in their local market. It may even help them to get some insight into
the sociological and technological composition of thelr own community.
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EDUCATING THE GENERAL PUBLIC: THE EXTENDED ROLE OF MARKETING EDUCATORS
Lexis Higgins and Linda Peek, University of Colorado - Boulder

This paper is designed to provide a basis for the discussion of several

issues concerning the role of marketing educators in our society. These
issues focus on the role of marketing educators in educating the general
public about marketing.

Consumerism is defined and the authors provide support for the contention
that marketing activities are the focal peint for many issues raised by
consumerism. Consumer education #s a way of alleviating some of the mis-
understanding about marketing which leads to consumer discontent is also
discussed. Additionally, studies suggesting how consumers should be edu-
cated are cited. Ultimately, this brings us to question whether marketing
educators should take a role in educating the general public about market-
ing, and if so, what th's role should be.

A questionnaire was sent to a number of marketing educators across the
country to ascertain their opinions on whether they have a role in improv-
ing the public's general understanding of marketing. Of 60 questionnaires,
thirty-one were returned.

The first question asked about involvement of their school's marketing
faculty in activities to bridge the gap between academia and the business
community. Nearly all respondents indicated involvement of this type and
various opportunities to establish a relationship with marketing practi-
tioners were identified.

The second guestion inquired about their faculty's involvement in activi-
ties to educate the general public about marketing. Over one-third of the
respondents claimed no effort was being exerted by marketing faculty at
their schools to contribute to the general public's understanding of mar-
keting. About half of the respondents said their faculty give marketing
presentations te civic organizations. A few indicated that they give
speeches about marketing to political groups. Other activities marketing
educators purported as ways they are increasing the general public's under-

standing of marketing were given.

In response to the third question about whether marketing cducators should
take a role in improving the general public's understanding of marketing,
twenty-seven answered 'ves.'" Two respondents were uncertain, one said "no"
and there was one nonresponse. Several general and some specific sugges-

tions for what the role should be were offered.

Comments from colleagues completing the questionnaire suggest that although
they feel marketing educators should assume a role in educating the public,
such concrete rewards as monetary compensation, promeotion, and tenure are
not given for those endeavors. This may be a major obstacle to meeting

this end.
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The authors conclude with a brief discussion of necessary considerations
for developing a more cohesive effort in educating the general public
about marketing.
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HISTORY AND PROJECTIONS: TRAINING OF THE
MARKETING FACULTY

William G. Browne
School of Business
Oregon State University

As marketing faculty look back they can see many changes in the formal
training of marketing educators. They can alsc recognize where their
personal education fits into the evolution of marketing training. This
paper describes some of the obvious stages of training of marketing
educators. This background helps the reader develop an appreciation of
current doctoral programs. The background also sets the stage for specu-
lation for changes in future doctoral programs.

Initial Marketing Education 6@; ﬁ¥

The 1930's interest in formal educ C,‘ that
formal departments of business wer - f
Egimgigartmengi_wer? hou?ed in tﬁe‘ rﬁlﬂtébiﬂvﬁiﬁyt 5? Mt & )

y an off-spring of economics 17 5t
part, came from the various depart:n A es,
Later many of the departments of bu E;Lﬂaaé,%?1’%/ mt-
ity and petitioned, usually success
Within the Business Schools areas o
Finance, Production, Personnel, and te
departments. b

Y,
Many academics considered the Market ?i? ines
a bastard of the social sciences. 1 ‘te
apparent in that the staff, for a la ces
and in many cases were teaching in a .o~y uarterent than

the areas of formal doctoral training. Tlo gain respect and added focus on
the scholarly aspects of marketing, a number of leading schools started Ph.D.
programs in marketing. Many of the Ph.D. programs had a heavy social science
flavor that represented the interest and formal backgrounds of the initial
staff. Writings of the established "scholars" dealt with the application of
social sciences (mainly economics} to the practical concerns of the practi-
tioner. Other writings were descriptive in nature, covering topics such as
marketing channels, advertising, retailing, and salesmanship.

A Challenge to Marketing Education

In the 1950's a formal challenge faced marketing educators in the form of the
Carnegie Report (addressed to the entire field of business education). This
caused schools of business, marketing departments, and accrediting agencies

to initiate a self appraisal. The appraisals resulted in a shift in the con-
tent of marketing education and the marketing training of Ph.D, students.
Formal courses in quantitative methods and later computers became a require-
ment in most Ph.D. problems. The increased focus on quantitative methods
produced an army of faculty members looking for situations to use their new
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weapons. Articles appearing in standard marketing journals were based on
a heavy dose of quantitative methods reflecting the change in training.
Marketing textbook authors began to integrate quantitative methods into

their writings.

A Shift in Marketing Education

During the 1960's and early 1970's the marketing concept fully became part
of the marketing dogma, To implement the marketing concept, from the
scholar's standpoint, methods for understanding the consumer or buyer needed
to be developed. Thus, many of the Ph.D,'s with heavy educational doses of
quantitative methods and the social sciences quickly gravitated to research
in consumer or buyer behavior. Courses in Ph.D, programs reflected this
transition and many students concentrated their studies and research in con-
sumer or buyer behavior. As a consequence many articles and books were pub-
lished on the topic reflecting the backgrounds of this generation of Ph,D.'s.

As the interest in consumer and buyer behavior matured and the business
schools satisfied their individual staffing needs for consumer behavioral-
ists, academics search for new concepts that would enhance the under-
standing of marketing. There was substantial, but short-lived, interest

in the general areas of marketing and society, social marketing, marketing
systems, marketing decision-making, ete., but these areas never made the
impact of previous thrusts. The contributions of each area were quickly
integrated into the then-existing courses without making substantial impact
on Ph.D. requirements or areas of specialization. Lately, there has been
probes into such areas as: service marketing, macro marketing, strategic
marketing, and marketing control. There is no clear signal that any of
these areas will become the "flagship" of the 1980's. Each topic has or
will influence marketing curriculums and each has the potential for becoming
a major gpeciality area in the training of new marketing Ph.D.'s. At this
point in time, however, it is difficult to forecast which, if any, of the
topics will become the focal point of the 1980's.

The Future of Marketing Education

It appears that when interest in marketing education begins to plateau a

new and modified version of marketing is introduced. The scholars are

now proposing the ingredients for the next generation of marketing study.
Each of the topics suggested in the preceding section has been introduced
and has attracted the attentjon of many educators and practitioners as
evidenced by the many special sessions held as part of AMA conferences.

There also may be a "sleeper" among the above topics. The sleeper could
concern the integration of the marketing function from a modeling standpoint.
Strategic Marketing certainly contains the ingredients for an integrative
approach, but can it be taught by means other than cases?

The marketing faculty may again have to step outside their domain and
borrow from other academic areas to enhance their studies of service
marketing, macro-marketing, strategic marketing, marketing control and/or
marketing integration. Academic areas such as accounting, management,
psychology, sociolopy, control theory, and systems engineering may provide
background and support these studies., If marketing goes to the ocutside

again there will be a major wave of research and writing that will sub-
stantially change future Ph.D. training.
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A COMPARISON OF RETAIL PRACTICES IN TAIWAN,
SINGAPORE, HONG KONG AND THE PRC

Laurence Jacobs, Charles Keown, and Reginald Worthley
University of Hawaii

INTRODUCTION

There is evident interest in the Chinese market as indicated by reports in
the popular, business, trade, and academic press. A question of major
interest to multinational corporations, who are considering their role as
importer to these Chinese countries, is: do retailinpg practices in these
countries differ and if they differ to what extent? Such differences must
be taken into account when developing the firm's strategy for marketing
products to nationals in these countries. The present study is exploratory,
and attempts to assess potential differences in retail practices among four
Chinese countries. The study uses data collected from over 500 retail out-
lets in Taiwan, Singapore, Hong Kong and the Peoples' Republic of China (PRC);
it demonstrates several, interesting intercountry differences.

METHODOLOGY

Data were collected by sixty American student-researchers who toured the
four countries during the spring of 1980. Four descriptors were considered
to be independent variables; they were: (1) the country (Taiwan, Singapore,
Hong Kong, or the PRC); (2) type of store (department, tourist, high-priced
specialty, low-priced specialty, or street vendor); (3) size of store (small
or large); and (4) type of merchandise carried (fashion or utility).

Although there were numerous variables that could be used to assess retail
practices, this study focuses on several observable tactics. Variables that
could be observed were important because of the language barriers between
data collectors and foreign retailers. Therefore, five dependent variables
were conceptualized to he general descriptors of retail practices; they were:
(1) degree of high pressure selling; (2) attractiveness of displays; (3) the
presence of impulse items: (4) pricing policy, fixed or bargaining; and

{5) service, self versus full. These variables were transformed into opera-
tional measures in either dichotomous formats or three-point scales.

The student-researchers were trained to distinguish the varying degrees of
each measure and a common set of anchor points were developed for the study.
They also were instructed to observe the five cperational measures prior to
participating in the purchasing process. After the data had been collected,
group discussions were conducted by the principal researcher to insure that
anchor points remained constant from country to country.

The sample consisted of 244 stores in Taiwan, 147 in Singapore, 100 in Hong
Kong, and 29 in the PRC; for a total of 520 outlets. Most of the stores
surveved were located in the respective capitals of commerce in each country.
Consequently, this limits the results of the study to urban, or large city
retailers in each country.
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Since type and size of store are inherently related to retail practices,

it was particularly important to control for these independent variables

in the analysis of data and to adjust for these differences statistically

in order to more fairly compare differences among countries. In addition,
the operational measures were all categorical, For these reasons, a log-
linear model described by Dixon (1977) was used. All main effects and two-,
three-, four-, and five-way interactions were examined and models were chosen
through a stepwise procedure for inclusion and deletion of effects.

RESULTS

Only two operational measures are significant (p<.0l) with respect to
country; pressure tactics and pricing strategy. High-pressure selling is
more likely to be used by retailers in Taiwan and Hong Kong, while rela-
tively low-pressure selling is evident in the PRC. Retailers in Singapore
are viewed in the middle range. Similarly, bargaining over price is more
common in Taiwan and Hong Kong and fixed pricing tends to be the mode in the
PRC. Singapore tends slightly toward bargaining.

There are two significant three-way interactions; bargaining by country
by type of store, and type of service by country by type of merchandise
(both significant at p<.02). These interactions indicate a higher than
expected presence of bargaining among street vendors in Taiwan, and full-
service stores selling fashion merchandising in Hong Kong.

Although there is no significance across the four countries on the three
other operational measures, Hong Kong and Singapore merchants appeared to
have somewhat neater displays than their Taiwanese and PRC counterparts.
Impulse items appear more often in Hong Kong and Taiwan outlets than in
Singapore and the PRC.

This exploratory study demonstrates that retall practices do differ among

the four countries surveyed. The PRC appears to stand apart on several
measures; outlets in mainland China use relative low-pressure selling tac-
tics, have fixed prices, and tend to be self-service operations. These
differences are theorized to occur because of the political structure which
may hinder more agpressive retailing practices. Under a command economy with
state control or ownership of retail outlets, there may be less incentives
for retailers to push their merchandise. Conversely, under a relatively
free-enterprise system as in Taiwan, retailers use high-pressure selling,
bargain over price, and tend to provide a full-service environment.

There appears to be no differences between retail outlets in Hong Kong

and Singapore, except for slight differences in impulse items. These city-
states are substantially similar to Taiwan, except that their displays tend
to be more likely classified as neater than in Taiwan,

There are several implications for multinational corporations planning
to sell their products to nationals in these countries. The more aggres-
sive tactics used in Taiwan, Hong Kong and Singapore imply more emphasis.
on trade dealing and reduced importance on the merchandising aspect of
packaging and promotion. These retailers tend to negotiate price, and
employ aggressive sales personnel in a full-service atmosphere, 1In the
PRC, however, packaging and promotion would play a more important role
due to self-service, low-pressure selling, and fixed-price environment.
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BUSINESS POLITICAL ACTION NECESSARY
TO CURB JAPANESE AUTO EXPORTS

George Schwartz
University of Massachusetts/Amherst

In December, 1978, the Iranian Shah's fall from power was the first in a
series of developments which created turmoil in the U.S. automobile market
and severe economic losses for the domestic industry. These developments
caused consumer demand to shift abruptly and substantially to the small,
fuel-efficient sub-compact car, a vehicle which U.S. manufacturers could
produce only in limited quantities, The Japanese automobile industry was
able to reap much of the benefit of this windfall marketing opportunity.

The U.S. industry's inability to compete appeared to apply only to the
short run, since it was expected that after several years of product devel-
opment and retooling, the industry's competitive capability would be re-
stored. The rapidly expanding Japanese incursion into the U.S. market was
viewed as a serious threat by U.S5. auto manufacturers, their suppliers,
dealers and laber unions, and means were sought to curb it. The objective
was to prevent the Japanese auto brands from gaining even larger shares of
the U.S. market, an accomplishment which would further reduce sales reve-
nues and which would be very difficult to reverse in the future.

Although contrary to the long held free market economic philosophy of such
companies as Ford and General Motors, government intervention aimed at
achieving a reduction and limit on Japanese imports was the solution sought.
Before ultimately succeeding in effecting this limitation in the early
months of the Reagan administration, the leading U,.S. auto manufacturers,
their suppliers and dealers, needed to become involved in the political pro-
cess in order to influence U.S. public policy. 1In this effort, awareness of
common interest caused the auto companies to join forces with their frequent
antagonist, the United Automobile Workers Union (UAW), and the supplier
firms did the same,

All of the methods available for curbing Japanese auto imports required
action by the United States government. These included:

{a) Persuading the Japanese government voluntarily to restrict its indus-
try's exports to the U.S.;

{(b) Requesting the President to impose a quota on Japanese auto imports,
or raise the existing tariff;

{c) The U.S. International Trade Commission {ITC) could, after a proceed-
ing under Sec. 201 of the Trade Act of 1974, recommend to the Presi-
dent the imposition of a quota and/or a tariff increase, or other
relief;

(d) Congress could legislate a quota and/or tariff hike; and

(e) The U.S. and Japan could negotiate an Orderly Marketing Agreement (OMA)
in which the Japanese government would formally agree to limit auto
exports.
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Any of these short-run actions were difficult to achieve because of substan-
tial barriers both in Japan and the U.S.. But politically, the Carter Admin-
istration, especially since the President was a candidate for re-election,
expressed sympathy for the industry's distress. However, the Administration
maintained that it could not legally take any action, on its own initiative,
without a prior recommendation from the ITC. Although candidate Reagan's
long held philosophy espoused free markets and free trade, his search for
auto worker votes enabled him to discern circumstances under which it would
be proper for the government to curb imports. With the defeat of President
Carter and a negative decision by the ITC, business proponents of import
curbs had to mark time until the Reagan Administration took office.

Early in 1981, the situation confronting the auto industry was, in essence,

Congress appeared willing to mandate import curbs, but the

as follows:
Such restraint, how-

Reagan Administration preferred voluntary restraint.
ever, was opposed by Japanese auto manufacturers, and the Japanese govern-

ment appeared to be trying to straddle the fence on this issue.

Efforts to achieve import curbs were complicated by a philosophical split
within the Reagan Administration. The major element of this policy debate
pitted those who advocated the desirability of free trade against the prag-
matists who held that the President could not take the political risk of
turning his back on the large number of auto industry related persons, com=-
panies and communities which were in severe economic distress. While not
unanimous, the strong free i i
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WHAT AUTHORS NEED TO KNOW ABOUT PUBLISHERS

David L. Kurtz, Seattle University
Louis E. Bocne, University of Central Florida

Textbook publishing has become increasingly specialized over the years.
Marketing textbeooks are now actually developed in the manner in which they
advocate for other products. Today's marketing text is more likely the pro-
duct of marketing research than the yellowed, dog-eared notes of a prof
wanting to leave his/her mark on the discipline.

Publishers are now forced to make substantial investments than ever before.
As a result, they have abandoned their traditional production orientation
and adopted the marketing concept. This roundtable discussion will trace
how the text book industry has evolved from "manuscripts coming in over

the transom'" to today's sophisticated product development process.

The entire publising process will be examined and related to an author's
perspective. This discussion will include prospectuses, acquisitions,
contracts, marketing research, approaches to writing, reviews, editorial
development, revising, copyediting, permissions, designs, production,
galleys, page proofs, and finally - the marketing of a finished product.
The organizational structure and dynamics of a publishing house will also
be considered.

The discussion leaders will discuss the vital importance of contract ne-
gotiations: what to lock for; what so seek; and, what to avoid. The
roundtable will conclude with a consideration of a publishing strategy
for a first-time author.
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A COMPUTER PROGRAMMING APPROACH TO TEACHING SAMPLE SIZE
Dr. Robert E. Good, Portland State University

"How big a sample will be needed?" is a frequently asked question in the
field of marketing and part of the educational agenda for many courses.
Textbook treatment of this topic is often less than satisfactory. The
purpose of this paper is to show how the computer can be used to help stu-
dents understand the sample size determination process with greater

clarity.

If the educational objective were to provide a mechanical way to compute
sample sizes, then a sample aize program could be provided and run by stu-
dents, However, if the educational objectives include such things as
development of thinking, understanding, and problem-solving skills, then
merely running a canned computer program would be of questionable educa-
tional value. A much more active role is needed for the student.

Techniques associated with computer programming can provide the systematic
approach to sample size computation that 1s needed. As Nevison states in
his book entitled, Executive Computing, "... writing a program is a way of
analyzing a problem."™ It also provides an approach to operationalizing
marketing concepts and promoting algorithmic thinking. The problem
solving methods borrowed from the computer field for use in understanding
sample size determination include top down design, stepwise refinement,
modular design, if-then action branching, HIPO (hierarchy, input, pro-
cessing, output) structuring, and logical flow diagramming (simple boxes

and arrows}.

The approach taken consisted of providing a case description with cluea
and essential information about sample size issues embedded in it. The
atudent then develops a logical flow diagram for sample size determination
and eventually writes a computer program if skills permit.

The sample size case exercise has been used at both the graduate and
undergraduate levels with very positive responses by the students. The
flow diagrams are required, but actually writing the computer program can
be optional. Usually, many students do elect to write the computer

program.

Having completed the exercise, the students will have learned three
lessons. First, they will have a clearer understanding of how to compute
sample sizes for simple random samples (for means or proportions) with and
without finite correction factors. Second, they will have gained some
knowledge of and practice with problem solving approaches associated with
computer programming. Third, they will have gone through the process of
building a management tool {i.e., a computer program) which is a con-
venient and reusable embodiment of their understanding. (See accompanying
teaching note).
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DEVELOPING A CHOICE CRITERTA MOBEL FOR SELECTING
LIVE-CASE MARKETING RESEARCH CLASS PROJECTS

Gary McCain
Douglas J. Lincoln
Boise State University

One method marketing research educators have utilized to introduce "real
business situations into the learning environment has been live-case
class projects. Implementation of such projects often painfully reveals
that the interaction among instructors, clients, and students does not
always provide a "profitable'" experience. '

Students, clients, instructors, and academic institutions each have sets
of benefits and costs which may derive their profitability from partici-
pating in live-case projects. Students gain experience and possibly
employment enhancement, but may find high time demands with narrow expos-
ure to the full research process. Clients may obtain low cost, objective
information but must provide additional time involvement with the quality
of results not being "guaranteed." Instructors may meet academic objec-
tives and achieve enhanced real world exposure, but must often commit
more time and energy with the potential risk of their professional image.
The institution may gain or lose community relations advantage from the
choice of clients, the findings, and final evaluation of results by clients.
Funding may be required or provided by clients.

A two-stage decision criteria model was developed to evaluate research
proposals for use as live-case class projects.

Given that the basic purpose of the projects is to provide a meaningful
marketing research education, in order to be accepted a project must
offer students experience in: problem definition, sampling plan design,
data collection, data analysis/interpretation, and report writing. If
these conditions exist, the major objectives of the students, instructor,
and institution are likely to be met. The first stage, then is this
disiunctive decision to reject any project that fails to offer exposure
to all facets of the research process.

All proposals conforming to the above requirements are then evaluated, a
priori, for their expected benefit, vr "profit," to each group. Step 1.
An examination is made of the relative importance of the students' vs.
client's vs. instructor's vs. institution's benefit. Specific weights
will depend on the nature of e¢ach institution. Step 2. ¥Estimations are
made on the probability {07 to 100%) of obtaining the desired benefits for
each group assuming the project were undertaken. Step 3. The weighted
importance score is multiplied by the benefit probability of each parti-
cipant to get a weighted benefit value. Step 4. For each proposal, the
weighted values of each participant are added to get a net weighted value
score. Step 5. . The highest net weighted valued project(s) are selected
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for class use to provide the maximum total profit to all concerned.

An ex post facto evaluation of any class project should be performed in
order to imporve the model's predictive ability. Such improvements might
include revised importance weights or procedures used to produce benefit

expectations.
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TEACHING MARKETING RESEARCH UTILIZING THE MARKETING RESEARCH PROPOSAL

Joseph L. Orsini
Loyola Marymount University

The use of formal, written research proposals is an endeavor both inter-
disciplinary in nature and employed under a wide variety of conditions.

It is difficult to imagine modern marketing managers who will not, at some
point in their careers, be heavily involved in the research proposal process.
It would therefore appear that research proposals ought to be addressed
somewhere in the marketing curriculum, particularly in courses in marketing
research.

Marketing research texts which contain sections addressing the research
proposal note several criteria effecting its length and level of detail.
Among these are the magnitude of the research effort in time and money, the
importance of the research to the product and the product to the organiza-
tion, whether the research is to be performed “in-house" or on contract
with an external organization, and the type of client agency (particularly
government agencies contracting with private researchers).

As noted in the various marketing research textbooks, the proposal formula-
tion process is probably the most creative part of the research process
and, in the case of selection from among competing proposals, may well be
the basis for obtaining or not obtaining the contract. Frequently the
proposal also serves as a basis for, or even a part of, the contract docu-
ment, hence the careful attention to format and wording is justified.

Thus, the proposal typically is not easily changed once approved.

In addition to being important in its own right, the research proposal
can serve as a valuable educational tool. In particular, it can serve as
an overview of the course, as a vehicle for clarification of the ways in
which the various types of research differ from one another, and assist
students in understanding the relationship among research program components.

The attached exhibit of the Marketing Research Proposal Qutline has been
prepared based on discussions contained in various marketing research texts.
It is intended to indicate eight different sections of a "typical" marketing
research proposal, as well as emphasizing some of the differences in the
type of study, sources of information, and type of design.

This OQutline has evolved as & result of classroom use, and is still being
developed. Hopefully the concept will be seen as having some value, and

the exhibit will be useful enough to serve as a base for individual instruc-
tor's preparation of a similar outline, which could be tailored more closely
to specific course and instructor requirements,
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THE USE OF TESTING IN FRANCHISEE SELECTION
Bruce J. Walker, Arizona State University

INTRODUCTION

Various approaches to franchisee selection have been advocated, including
personal interviews and assessment centers. None specifically refers to
the use of testing in the selection process. Given the successful use of
testing in personnel selection in other fields, it is reasonable to believe
that this method can be used effectively in franchising. In this context,
"testing'" refers to the administration of one or more tests to applicants
and the subsequent use of the test results in making the decision whether
to accept or reject the applicant as a franchisee.

ILLUSTRATION OF A RECOMMENDED APPROACH

The successful use of testing in franchisee selection requires that a
systematic approach be followed. A synopsis and rationale related to each
of seven steps in a recommended approach are briefly described below. Also
presented is a summary of the results of a project that was intended to
develop a battery of tests that would aid a franchisor of convenience
grocery stores (CGS) in selecting franchisees.

1. Position Analysis. The tests used in franchisee selection should measure
skills, interests, and traits related to a franchisee's activities and likeli-
hood of successful performance. To determine which skills, interests, and
traits are important in the franchisee position, interviews should be conducted
with both franchisees and franchise executives of the particular organization.
In the CGS project, the success profile that was developed following these
interviews included eleven different skills, interests, and traits.

2. Selection of Independent and Dependent Variables. A measure of franchisee
performance has to be selected as the dependent variable. At least four

types of factors should be considered as possible independent variables,
including demographic characteristics, personality traits, interests, and
managerial abilities. The dependent variable used in the CGS project was

a weighted Franchisee Performance Index (FPI), consisting of sales, gross
profit, net profit, average inventory turn per period, wage control and
sanitary rating. These measures were standardized to permit combining them
into a single FPI value.

3. Test Review and Selection. Alternative tests have to be evaluated with
respect to how well they measure the independent variables selected for the
analysis. Following the screening process, three tests were selected to
form the battery that would be administered to present franchisees. Each
of these tests possessed satisfactory reliability, ranging from about .6

to as high as ,94.
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4, Development of Testing Procedures. Development of the predictive
equation requires that the tests selected be administered to current fran-
chisees., In the CGS project, tests were administered on a face-to-face
basis during regional meetings of the franchisees. From 136 franchised
stores, 94 complete and usable sets of test data were obtained.

5. Statistical Analysis. The primary purpose in analyzing the test data

is to estimate the degree of association between the independent and depen-
~dent variables. Stepwise linear multiple regression was used in the CGS
study. The most valuable regression results were produced using the sub~
sample of franchisees from the metropolitan area included in the franchisor's
sales territory. This multivariate equation explained 367 of the variance
observed in the FPI. The multiple correlation coefficient between the FPI
and the five independent variables was .60, which is statistically signifi-
cant at less than the .01 probability level.

6. Construction of Predictive Equation. Assuming the statistical analysis
reveals that some independent variables are significantly related to the
dependent variable of franchisee performance, a predictive equation in the
common regression format can be constructed. In the CGS project, the

following predictive equation was constructed: FPI = ,086 + .94x. + .007x_ -
L006x, + .006x, + .007x_.. In this equation, x, was the Wonderlic Test scofe
and x, = x5 were scores for four Strong Vocational Interest Blank variables.

7. Use in Franchisee Selection. The executives involved in making franchisee-
selection decisions should use the predicted-performance score as one input

to the process. Other important factors, such as references, perceived
compatibility with the organization, and financial resources should enter in
the decisions.

CONCLUSION

This paper focused on the selection of franchisees. However, the same
potential benefits and challenges would apply to the selection of personnel
for other marketing positions that meet the following criteria: a realistic,
quantifiable performance measure, a general success profile, available tests
measure these characteristics, statistical analysis reveals selected variables
that explain a sufficient amount of the variance in personnel performance.
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CGNSUMER COMPLAINING: WHAT RESPONSES DO CONSUMERS
EXPECT FROM MANAGERS

Robert R. Harmon, Portland State University, Portland Oregon
Alan J. Resnik, Portland State University, Portland Oregon

One obvious measurement of consumer dissatisfaction is the number of
complaints directed toward businesses, The volume of such complaints has
increased substantially in recent years, Overt complaining behavior iz impor-
tant from a business perspective since complaints serve as important feedback
from the marketplace concerning a company's offerings and actions while
offering an opportunity to reduce dissatisfaction. From a consumer perspec-
tive, complaints represent an important form of communication. Consumer
expectations and company responses affect attitudes toward the company and
business in general.

The focus of our study is on the consumer and its purpose is to address the
following questions that have implications for marketing managers:

1. Do consumers perceive complaints as valid?

2. What response would be necessary in order to achieve
satisfaction?

3. What are consumers' expectations that they will receive
the desired resaponse?

4, Which company representative should respond?

5. Do managers give consumers what they want?

A graphically-dispersed sample of 122 consumers was personally interviewed
after reading five complaint letters selected from the files of a Fortune 500
company that sells building materials used for new construction and remo=-
deling, such as paneling and plywood. Two letters had obvious soclutions, two
had solutions that were not obvious and one letter contained an obviously
inflated request. Consumers were asked to state their expectations and
requirements concerning company responses. Forty managers at the company were
shown the same letters and asked to provide a detailed account of what they
perceived to be an appropriate response.

The results of the study are indicative of a general level of consumer opti-
mism concerning the complaint resolution process. The consumers
overwhelmingly expressed the necessity for the company to respond to each
letter, This was true even for the letter that contained the inflated
request. It appears that when dissatisfaction is manifested in the form of a
complaint letter, consumers believe that a response is necessary.

A large group of consumers (61.4%) expected the company response to be by
letter while 38.6% expected personal contact. An explanation and/cr apology
were the two most desired responses although replacement, refund and
suggestions on how to solve the problem were also important to consumers.

The consumers did not have strong preferences concerning which corporate
employee should respond. Almost 50% had no preference. U1,2% wanted a
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manager, sales representative or customer service representative to
respond. Perhaps consumers viewed such employees as being closer to the
problem. Only 11.9% wanted a top executive to respond.

There was a strong tendency for managers to give consumers what they wanted
or more. This occurred in 65.5% of the cases. This was true even for the
inflated request. This liberal response pattern is supportive of the
overall level of consumer optimism about receiving a satisfactory response,
It may be that the act of writing and sending a complaint letter to a com-
pany represents a strong commitment on the part of the consumer to cbtain
satisfaction. Or they may feel that their complaint is reasonable and will
be perceived similiarly and acted upon favorably by managers.

On the other hand, managers may find it easier to satisfy their personal
goals by giving a liberal response designed to make sure the consumer is
satisfied, rather than risk consumer dissatisfaction and face possible
review by top management when the irate consumer presses the case.
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EXPORT-IMPORT MARKETING: DOES IT NEED MORE ATTENTION?
Milton F. Callero, California State University, Long Beach

Are changing marketing conditions in world competition creating a need for
an updated look at Export-Import Marketing? The purpose of this paper is
to argue that we need a fresh look at some traditicnal old knowledge in
order to strengthen the dynamism of our current international marketing
skills, and the way we teach them,

In our fascination with the rise of the multinational corporation we let

our interest in teaching the subject of exporting and importing fade into
the background. Coming as it did out of the curriculum of the old "business
college" that preceded the modern school of business administration in the
teaching of many business subject, it is even questioned by some as not
sufficiently "academic" to justify treatment at the university level. How-
ever, the waning dominance of the MNC in world economic growth emphasizes
the rising dependence of our international economic helath on owr ability

to increase the nation's declining share of world exports.

A survey of major international marketing texts used today shows no pattern
for dealing with the subject. One will give it a separate sectilon, another
almost no mention at all. The tendency is to break it apart among topics
and to treat it descriptively as a set of givens about which one cannot do
much. Here and there the authors reveal a sharp insight but then back off.
Nowhere is a picture of a complete transaction laid out for the reader.

The essential point to be made is that when one has a clear understanding of
all the pleces to the transaction and how they fit together this knowledge

has a synergistic effect giving a dynamic strength and flexibility to the
marketer who possesses it. The export-import transaction is the base on which
all international trade in physical goods rests. Yet there are coften un-
believable tales of naiveté among otherwise sharp American business people.
The author's experience and research in international trade promotion rein-
force this point. A decision to enter the world marketplace frequently dies
out or is delayed by the questions, "What do I actually do? What do I really
need to know?"

A lot of titillating seminars and "how to do it" literature are available.
They are almost invariably the product of someone who is a specialist in
one or another of the export-import service areas. A person is not carried
far enough to reach a threshold of confidence. Much trial and error and
many painful experiences result. Here international academia can make a
valuable contribution. The academic is above the narrowing focus of the
workplace. He (or she) is in a position to generalize, to see the trans-
action in its entirety and to teach others to see 1it.

What an overviewer finds is a fascinating arena of marketing opportunities
in what is often ignored or brushed aside as the drab details to be left to
others. Information is power and this area has many special peculiarities.
Even a language of its own. Who does what and why? Where does one turn for
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information and service? How does one communicate? Litigate? How can this
knowledge be used to affect competitiveness? In price? 1In delivery? In
terms of sale? 1In security? In financing? In managing channels? In
product quality? In customer confidence?

By having a firm grip on the baslc details of the tramsaction one can re-
duce risks and costs, increase options and flexibility, and manage with less
hesitation in the marketplace. One is less initimated by what 'specialists"
have to say and more encouraged to explore alternatives. Things like duties,
freight rates and insurance premiums are not absolutes. Documenation is not
an unsettling mystery but a known quantity to be taken in stride and pitfalls
avoided. One becomes sensitized to the marketing value of new technologies
and procedures, such as containerization and minilandbridges,

It is disturbing to see the calm with which Americans accept the increasing
role of Japanese trading companies in marketing our exports. While respect-
~ing the Japanese for what they are doing let's rise to meet foreign compe-
tition by a renewed emphasis on our own export-import marketing skills,
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EXAMINING CULTURAL DIFFERENCES THROUGH FOREIGN STUDENT
INVOLVEMENT IN INTERNATIONAL MARKETING PROJECTS

James McCullough, Department of Marketing, University of Arizona

One of the more difficult problems in teaching American students about
International Marketing is their lack of exposure to differing cultural
environments. As a result, they lack the sensitivity necessary to effec-
tively develop marketing plans for use in foreign markets and are unable
to anticipate the problems likely to arise in conducting marketing research
in a foreign country. Ideally, this ethnocentric perspective is tempered
by foreign travel and study at a foreign university. For most students
these options are neither economically nor academically feasible. Since
many campuses in the United States have foreign student populations
representing diverse ethnic backgrounds, it was felt that these students
could be used to teach American students about the difficulties posed by
cultural difference. This paper examines how foreign students were used
as a vehicle for providing students of International Marketing with
increased cultural sensitivity.

Research conducted at the University of Arizona indicated that unbiased
and reliable consumer information abdutr foreign markets could be obtained
from foreign students if they were well informed on the products or market
activities being studied and if the questions could be clearly explained
to the respondents (Alkhedair, 1978). Several potential problems must be
recognized at the outset, however. Arndt (1978) indicated that both
theoretical problems concerning what to study and whom to research and
methodological problems of functional equivalence of samples and measure-
ments could present serious problems. Several previous studies emphased
the problems in cross—cultural research (Hoover, 1978, and Sheth 1980).

Design of the Project

After discussion of previous research and consideration of problems, a
research project using international students was incorporated into the
international marketing course. The project was designed to provide
information about purchase decisions of foreign students and to provide
information about the differences that foreign students observed while
shopping in the U.S. Students were encouraged to develop the study along
the lines they felt most appropriate as 1t was felt this was important in
order to emphasize the problems of cultural difference.

Conduct of the Study

In order to obtain as much information as possible and to identify prob-
lems and constraints individual personal interviews were conducted.
Students from a business class at the Center for English as a Second
Language (CESL) were chosen as subjects and each student in the Tater-
national Marketing class was assigned to conduct an interview. CESL
students had previously been exposed to material on marketing in the



WILL OFFERING RESPONDENTS A SUMMARY OF THE
RESULTS AFFECT THE RESPONSE TO A MAIL SURVEY?

Curt J. Dommeyer, Ph.D.
Department of Marketing
School of Business Administration and Economics
California State University, Northridge

Should a copy of the survey results be offered to mail survey
respondents? Some survey practitioners recommend this practice, for
they believe it will increase the response rate to the survey. Exper-
imental research, however, has produced mixed results concerning the
efficacy of this technique. It is not clearly understood what condi-
tions must prevail for this technique to be effective. The primary
purpose of this paper is to investigate whether the nature of the
questionnaire (interesting vs. uninteresting questionnaire) interacts
with the offer of survey results. It is proposed that offering the
results will increase the response rate only when the questionnaire
is of interest to the survey population. If members of the survey
population find a questionnaire interesting, they should view a copy
of the results as a reward, and thereby be motivated to respond. On
the other hand, if a questionnaire holds little interest to members
of the population, the results should not be of interest to them and
should not serve as a motivator of response.

Two questionnaires were developed to represent opposite ends of
the interest dimension. The interesting questionnaire was represented
by the Mind Inventory Catalog (MIC). It consists of a variety of inter-
esting questions covering topics such as vacation and job preferences,
sex, love, mazrriage, divorce, money, religion, crime, and public behav-
ior. The Tax Survey (TS8), in contrast, consists of a series of monoto-
nous questions on tax issues, and was designed to represent the uninter-
esting questionnaire. '

To determine whether each questionnaire produced the desired
effect, a perception study was conducted among 123 undergraduate
business students. The students were randomly assigned to receive
either the MIC or the TS in a classroom setting. Each student was
asked to complete the questionnaire he/she had received and to eval-
uvate it with a questionnaire consisting of ten semantic differential
scales. The scales covered a variety of attributes such as length,
variety, topic importance, and interest. Factor analysis was applied
to the data and it indicated that the most important dimension repre-
sented by the ten scales was the "interesting-boring" dimension. Both
the MIC and TS were evaluated on this dimension (i.e., the factor
scores were analyzed) and it was discovered that the MIC was perceived
by the students to be significantly more interesting than the TS. Thus,
these results confirm that the MIC is a more interesting questionnaire

than the TS.

35



36

To test whether the offer of survey results is affected by the
nature of the questionnaire, a 2 X 2 factorial design was used. One
independent variable was questionnaire interest (interesting vs.
uninteresting questionniare). It was manipulated by mailing the subject
either the MIC (interesting questionnaire) or the TS (uninteresting
questionnaire). The second independent variable was "summary offered"
(summary offered vs. summary not offered). Each of the four treatment
groups was randomly assigned 105 undergraduate business students, and
each student was mailed a questionnaire package consisting of a question-
naire, cover letter, and stamped return envelope.

The results show that offering a copy of the survey results to the
respondent had no effect on either the rate, speed, or quality of response,
regardless of the nature of the questionnaire. Application of this tech-
nique simply increases the costs and time required to complete the survey.
It is not clear why this technique was ineffective. It appears that the
offer of survey results appealed primarily to those persons who would have
responded to the survey even 1f the results were not offered. That is,
the technique may have reinforced some respondents' inclipnation to respond
but may have had little effect on those persons who were not already in-
clined to respond.
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THE VALIDITY OF SURVEY RESPONSES
AS A FUNCTION OF FEAR OF VERIFICATION AND NEED FULFILLMENT

Z. S. DEMIRDJIAN
California State Umiversity
Long Beach

Over a stretch of four decades, many research studies have been reported in
the social science literature corroborating the conclusion that thetre is
substantial discrepancy between the respondent's answers to survey questions
when the data are verifiable and the actual facts. While the identification
of the problem is necessary, its solution depends on research efforts directed
at explanation of causes of survey response error, Therefore, an attempt is
made in this paper to formulate a heuristic theory of response error as a
first approximation by contending that distortion of factual information

may largely be a function of the level of threat of verification of the re-
ported data (against recorded data) present in a situation, and the respon-
dent's current need satisfaction level in a particular instance.

Based upon this conceptualization, three derivative hvpotheses were tested:
Hi under conditions of ''mo threat" of verification, inaccurate responses
occur more frequently to survey questions where the respondent feels safe
from any threat of verification to enhance his or her position (e.g.,
economic); Hy under conditions of "mild threat" of wverification inaccurate
responses occur less frequently to survey questions when the respondent
feels "somewhat'" unsafe from the threat of verification; and H3 the fre-
quency of inaccurate responses will be greater by respondents who lack more
of "something" of interest or value (e.g., grades) which can be gained by
misreporting factual information than by those respondents who lack the same
thing less acutely. Thus, the combined prediction of the three hypotheses
simply states that accuracy of survey responses may depend on the level of
risk inherent in a situation and on the expected reward accruing the re-
spondent.,

One hundred thirty-eight undergraduate marketing students were randomly
assigned to one of two levels of threat of response verification in an
after-only with control group experimental design. S's were asked to re-
port thelr grades for the semester. The two levels of threat conditions

were manipulated through a cover story, communicating different possibilities
of response verification. 1In the "no threat'" condition, the instructor/
experimenter informed the S's that he had lost the grade book including

all test material beyond any hope of recovery, while in the '"mild threat"
condition, he stated to the 8's that he had been unable to locate his grade
book. The need satisfaction wanting was surrogated by the S's class standing

{(grades earned).

The discrepancy between reported and recorded grades were used as the depen-
dent wvariable in a series of analysis of variance. A 2x2 ANOVA indicated
significant trecatment and interaction effects as shown in Table 1. Consis-
tent with the first two hypotheses, over statement of grades occurred more
frequently under conditions of no threat of verification of the reported
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data against the actual facts than under mild threats. The prediction re-
lating to the hypothesis that any outcome needed to enhance the position
of the respondent gives rise to misreporting behavior was also empirically
supported, for S's with lower class standing overstated their grades more
than those who had higher grades going for them.

TABLE 1. Two-Way Analysis of Variance of Incorrect Grade
Reporting Based on Student's Class Standing

Source of Variation Sum of Square df Mean Square F
Main effects 33047.22 4 3261.80 44,25%
Treatment 19868. 66 2 9934. 33 53.21
Class Standing 7458.24 2 3729.12 19,97
Interaction 3720.32 4 1420.08 7.66
Experimental Error 23523.69 125 186.69 -—

Totals 96570.91 134
*P<, 05

As a first approximation, the concept of survey response may be theoretically
stated for further research as the related function of the algebraic sum of
the products of the intensity of risk involved and the amount of reward that
reporting behavior provides to complete a need. In a formula form, the fore-
going statement is put in the following equation:

n
REp, = [ Typq XNy
i=1
Where:
RElt = Respondent 1's propensity of response error toward a particular
survey topict
T,t = The magnitude of threat of verification inherent for respondent1
* for answering to survey questioni in topict
Nitl = Respondent 1's status of need satisfaction in the survey questioni
of topict
n = Number of related questions in a particular survey topic

Based on the findings from the present study, four tentative propositions
were formulated to encourage further research on the model:

Proposition One: The higher the threat, with a given level of need,
the lower is the propensity of the respondent to
misreport.

Proposition Two: The lower the threat, with a given level of neced,
the greater is the propensity of the respondent
to misreport.

Proposition Three: With a given level of threat, the higher 1s the
need, the greater is the propensity of the re-
spondent to misreport.

Proposition Four: With a given level of threat, the lower is the need,
the lower is the propensity of the respondent to
misreport.
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A LONGITUDINAL STUDY OF FACTORS
AFFECTING MAIL RESPONSE RATE

Frederic B. Kraft
Robert H. Ross
Wichita State University
Department of Marketing and Small Business Management
Wichita State University
Wichita, Kansas

There have been a number of studies reported in the literature during

the past several years regarding methods of improving the quality and
quantity of information generated by survey research. Mechanisms for
enhancing the response rate of mail surveys have received most attention
in the literature. A number of variables have been found to influence
rates, including questionnaire length, sponsorship of the research, degree
of personalization of the appeal, and use of monetary and nonmonetary
incentives.

The objective of this paper is to investigate the effects of sponsorship,

incentive use, and a variable which might best be described as involve~

ment, on response rate and response time in a longitudinal mail survey

experiment. Based on the results of previous research, the following

hypotheses were tested:

1. Incentives will increase response rates, and rates of response will
be higher for greater incentive levels.

2. Immediate rewards will produce higher response than promised rewards.

3. Higher respondent involvement will produce higher response rates.

4. Commercial sponsorship will produce higher response than student
sponsorship.

5. Incentives and incentive levels will have an effect on response rate
over time, '

The same five hypotheses were expected to be true for response speed
as the dependent variable as well as response rate.

Methodolgy

A survey was conducted in late 1977 and early 1978 to measure various
characteristics and attitudes of credit card holders of a large regional
gasoline refiner. Questionnaires were sent to 356 households. Of these,
one group of 188 was defined as having a higher degree of involvement in
the study since they held gasoline credit cards and might be expected to
have a greater degree of familiarity with the operations of the company
and be especially qualified to answer questions in regard to these oper-
ations. Equal numbers of households were assigned to one of five possible
treatment groups which consisted of incentives given to promote the return
of the questionnaire: One group was offered nothing, a second group was
sent one dollar with the questionnaire, a third group was sent 50 cents,

a fourth group was promised one dollar to be sent by return mail after the
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questionnaire was returned, and a fifth group was promised 50 cents for
returning the questionnaire. Thus, both incentive level and immediacy
of reward were involved as treatments in the study, and credit card
ownership was involved as a blocking variable, A third wvariable of
interest, sponsorship of the survey, was established for this survey as
a local research firm whose address was used for the return of the ques-
tionnaire.

A second survey was conducted 13 months later in early 1979. Question-
naires of the same length and content were mailed to as many as possible

of the respondents from the original sample who had completed the first
questionnaire in late 1977 and early 1978. A total of 190 of these 279
respondents were mailed this second questicnmnaire. Of these, 84 were

credit card holders and 106 were not. No rewards of any type were offered
for participation in the second survey. Sponsorship of the survey was attri-
buted to a graduate student and the return envelope was addressed to his home.

Results- The results of a multiple comparison of proportions showed that
the receipt of money with the questionnaire compared to no money provided

a significantly higher rate of response as expected. However, the amount
of money, whether 50 cents or $1,00 made no difference. The promise of
money to be sent after the questionnaire was completed yilelded signifi-
cantly lower response rates than sending money with the questionnaire. Use
of a "promise'" did not yield significantly different results than sending
nog money at all.

The possibly higher involvement of the respondent with the topic of the
survey as indicated by the respondent's ownership of a credit card, was
shown by the simple t test for the difference in proportions to be signi-
ficant at the .05 level. Therefore, hypothesis three was accepted.

The test for the significance of the multiple comparison of proportions
was performed for the response rates of the second survey. No signi-
ficant differences in response rates were found for the five groups as
defined by the incentive received in the first survey. Likewise, no
significant difference in response rates were shown by a t test of diff-
erences in proporticns for the credit card owners and non-owners. Since
differences in response did not appear at all in the second survey,
hypothesis five must be rejected. This demonstrated that no carryover
effect of receiving incentives in the first study remained in the second

survey.

The data suggest acceptance of the fourth hypothesis, though a conclusive
test was not possible in this study. Comparison of incentive groups
suggested that lack of monetary incentives in the second survey was not the
reason for the lower response rate, since the '"no money" condition in the
second survey produced about the same returns as did the other groups.
Although it is not possible to prove the reasons for the relatively poor
response, it appeared that sponsorship combined with a preliminary interview
were responsible.

An analysis of variance was conducted to assess the impact of the incentives
and credit card ownership on the number of days required for questionnaires
to be returned, or time of response. Unfortunately, no significant main
effects of either the monetary rewards or of involvement as measured by
credit card ownership were found in the first survey.
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CAUSATION IN JOINT PRODUCTS LIABILITY LITIGATION:
IMPLICATIONS FOR MARKETING MANAGEMENT

Karl A. Boedecker, University of San Francisco
Fred W. Morgan, Wayne State University

In the past ten vears several plaintiffs have attempted to prove industry-
wide liability on the part of a number of groups of co-defendants (Davis v.
Yearwood 1980; Beverlev Hills 1579; Hall v. DuPont 1972). Though a variety
of products have been involved, clearly the most publicized litigation has
included the pharmaceutical industry (Abel v. E1i Lilly 1980; Payton v.
Abbott Labs 1979; Sindell v. Abbott Labs 1980). These latter cases relate
to the usage of DES, diethylstilbestrol, a synthetic hormone often pre-
scribed between 1945 and 1971 for use by women to forestall accidents as-

sociated with pregnancy.

An important question in such litigation relates to causation. That is,
whose fungible product actually caused the plaintiff’'s injuries? This
seemingly simple questicn is a difficult one to answer if the product is
destroyed when it harms the user, as is the case with unlabeled blasting
caps, or if the product harms the user many years after it was ingested by
her mother, as is the situation with DES.

Four approaches to industry-wide liability have been applied by courts and
described by legal commentators: concerted action, alternative liability,
enterprise liability, and market share liability. The first two approaches
have been recognized by the courts for several years (Steffen 1965; Harper
and James 1956) and have developed as the logical extension of theories of
individual recovery in particular factual situations. The latter methods
are policy arguments for the apportionment of damages and, as such, are a
rationale or motivation for the doctrines that impose liability (Mallor
1981, p. 6; GLR 1981; Sheiner 1978, p. 993).

Regardless of which theory a plaintiff adopts for allegations in DES and
other related litigation, causation typically emerges as the major issue,
Under each of the four intra-industry liability theories, if certain facts
can be established, the burden of proving causation shifts to the defend-
ants from the plaintiffs. CTach defendant must then prove that his/her
behavior did not cause the plaintiff's injuries.

Several reasons account for the focus on causation. The lapse of time be-
tween use of the drug, DES, and discovery of the injury, from 10 to 20
years or longer, seriously impedes efforts to identifv the specific phar-
maceutical firm which made the product that caused the injury. The fact
that the plaintiffs themselves did not consume the drug, but were exposed
when their mothers took it during pregnancy, compounds the difficulties of
tracing its source back to the suppliers. Plus, prescription purchasers do
not make the choice of which product or brand to use; rather, a physician
makes that decision. These circumstances combine to create a situation in
which the plaintiff's mother might, at best, recall that she had taken a
drug to prevent miscarriage but may never have known that it was DES.
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With causation as the focal point in joint products liability litigationm,
the firm must be sure that its own marketing practices to not inadvertently
associate it with the tortious conduct of its competitors. Manufacturing
and engineering play cbvious roles in minimizing injuries caused by faulty
production and design, but marketing too must do its share to aveid joint
liability. Specifically, marketing should be concerned with two areas of
responsibility: (1) the unique identification of products through labels,
brandnames, etc., and (2) the maintenance of records of product sales by
channel, by territory, etc.

In the first situation, a company can dissociate its products from its com-
petitors' similar offerings in a variety of ways. By changing the appear-
ance of its products, a company can differentiate its products, but without
changing the substance of the items. For example, by coloring its capsules
in a2 unique fashion, a defendant may exculpate itself if the plaintiff re-
members taking capsules of another color (Mallor 1981, p. 38).

The second area of responsibility, record-keeping, is important to the firm
in defeating the causation question or, if found liable, in minimizing the
share of the damages which must be paid. By being able to document when,
where, and to whom its products were sold, a corporation can pass along the
burden to less meticulous competitors. For example, if a firm can show it
did not sell its products in the state where the plaintiff purchased the
offending item during the time period in question, it will avoid liabilicy.
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AN EXPLORATORY EXAMINATION OF POTENTIAL
MARKETING APPLICATIONS FOR INTERPRETIVE
STRUCTURAL MODELING

Daniel R. Corrigan
Wichita State University
College of Business Administration
Department of Marketing
Wichita, Kansas 67208

Interpretive Structural Modeling or I. S. M. is a systems methodology
that has proven useful in situations characterized by many decisional
elements with complex interactions among the elements. Sage [1977]
contends that the interpretive structural process transforms unclear,
poorly articulated mental models of systems into visible, well defined
models useful for many purposes. Past I. 8. M. applications range from
Waller's [1975] applied research which aided a special education teacher
in the development of optimal strategies for helping learning disabled
children to the development of computer software applicable tec the study
of information-decision flows in a research and development environment
[Hanson, 19791, I. S. M. has its origins in and developed from a systema-
tic iterative application of graph theory which results a directed graph
representation of complex patterens of a particular contextual relation-
ship among a set of elements.

A possible marketing application, the development of a model of consumer
choice criteria, was analyzed using I. S. M.. Although the proposed
application was brief, no major impediments were discovered in expanding
the scope of I. §. M. to include marketing applications. A need appears

to exist for actual marketing research to test this hypothesis. The purpose
of this paper is to introduce I. S. M. in the marketing literature, to
elicit discussion about potential uses in marketing, and to explore in a
tentative manner how this process may be useful in marketing theory
development.
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AN APPLICATION OF ECONOMIC THEORY TO
THE TEACHING OF POLICY AND STRATECY

Mark J. Nelson, Ph.D.
and
Claude T. Wynn, Ph.D.

School of Business
Weber State College
Ogden, Utah 84408

An area of significant difficulty for students in poliey and strategy
classes is understanding causal relationships in case studies. One
approach to providing structure for understanding environment firm re-
lationships 1s to use the basic concepts of Industrial Organization.
Students faced with analyzing policy and strategy decisions in marketing
cases tend to feel frustration at the apparent lack of pragmatic theory
to guide them. Policies must be considered in light of some normative
model if the student is to begin to understand the relationships involved.
The authors have bridged this gap of subjective-normative by using the
text, American Industry: Structure, Conduct, Performance, 4th Edition,
Prentice-Hall, by Richard Caves. The remainder of this paper is devoted
to a review of the concepts used from industrial organization and how
those concepts are implemented to promote understanding by the student.

Market structure analysis as used by the authors in class, covers the
following: (1) Seller Concentration, (2) Product Differentiation, (3)
Barriers to Entry in Industry, (4) Buyer Concentration, (5) Fixed Costs-
both absolute and relative to variable cost, (6) Growth of Market Demand,
{7} Technological Innovation.

Market conduct is identified by examining the firm's potential (likely)
policies in five areas: (1} Price Setting Policies, (2) Product Pol-
icies, (3) Production Policies, (4) Innovative Policies, (5) Comp-
etitive Behavior Policies,

Linkages between the market structure and likely firm behavier in the
market place are developed by examining the historical behavior of a
firm described in the cases studied. This behavior is then compared to
the contraints provided by the market structure. The success or failure
of various behavior/market structure combinations, when taken over a
series of cases, provides support for the concepts presented. Students
are encouraged to examine the reasons behind the variances in their case
situations from the text theory. They soon discover that the linkages
become less causal the further the firm drifts from the assumption of

prefit maximization.
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Using the approach described above, students generally adapt quickly to the
logic of the effect market structure has upon the policies of the firm. The
models of price theory taken from earlier courses in economics are typically
seen in clearer fashion as they are applied. The presentation of a structure
to guide and explain analysis in this complex and unfamiliar area gives the
student a logical reference to facilitate understanding.

The third and last link in the chain of causality is performance. The follow-
ing are the typical measures of performance examined: (1) efficiency,

(2) progressiveness, (3) contribution to full employment in economy, and

(4) how equitable the firm is in promoting the social and economic distribution
of opportunity and wealth in society.

Quite obviously, exact measurement of the above is impossible. Students are
encouraged to think about measurement of goals and even goal formulation.
How can one promote efficient operation of a firm without a corresponding
concept and measurement?

After a background is developed and some working experience gained in indus-—
trial organization, students are required to write a paper analyzing an industry
using the concepts covered. Students are then assigned to task groups of 3-5
people., This task group forms the nucleus for the student's study group, the
case analysis group, and the industry analysis for the remainder of the term.
After a short peried of initial preparation, the instructor negotiates with

each task group and assigns a specific industry for analysis. Student task
groups are then given one week to prepare the analysis. During this time, each
group must meet with the instructor to review progress. The resultant papers,
due the middle of the third week, are typically 10-16 pages long.

The papers are formally presented to other task groups. Depending on class
size, presentations to other groups can be altered. Generally a one-hour

class period is allocated to the oral presentation of the industry analysis.
Both peer and instructor evaluations are used to grade the presentation. The
paper is graded by the instructor alone. Each member of the task group receives
the grade for the paper based on percentage of total effort as defined by the

task group.

Throughout the remainder of the term, students are required to use Lthe structure-
conduct-performance analysis on cases where sufficient industry data are present.
On occasion, the instructor requires the students to research industry data and
perform analysis when the case has inadequate data.
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AN EVALUATION OF GOVERNMENT ASSISTANCE
TO SMALL MANUFACTURIKG LXPORTERS

Gerald Albaum
Mmiversity of Oregon

Less than 10 percent of gross national product in the United States is spent
each year for exports and imports. In addition, it has been estimated that
as few as 30,000 U, 5. companies do any type of exporting and that there are
about 20,000 additional companies that could sell successfully in foreign
markets. It seems, therefore, that there is a great potential for business
firms to tap overseas markets, Since such a large proportion of the larger
firms already export, it can be argued that the potential for "new" firms

to begin exporting is greatest for smaller companies.

Previous research has provided many reasons why business firms, particularly
smaller~sized companies, have not been engaged more heavily in exporting
than they have., In addition to the general and historical feeling of lack
of concern and interest on the part of American business, specific reasons
include: (1) difficulty of determining foreign opportunities, (2) diffi-
culty of obtaining adequate representation in foreign markets, (3) diffi-
culty in obtaining funds necessary to get started in exporting, (4) diffi-
culty in understanding foreign business practices, {5) high cost of trans-
port and distribution, (6) high tariffs and restrictions, (7) insufficient
marketing information, and (B) difficulty in export mechanijics.

External change agents can play a key role in the export performance of a
firm. One major external change agent is government. Assistance is avail-
able through the various export promotion programs of the federal government
(Department of Commerce, Small Business Administration, etc.) and individual
state governments. Although the services provided by most government agencies
are available to all companies regardless of size, it is small business that
1s most likely to need the assistance, particularly when first starting ex-
porting., Unfortunately there is evidence that smaller companies are less
likely to be aware of the availability of such assistance and less inclined

to view it as being important than are larger firms.

This paper reports on a study which examined the level of awareness, extent
of usage, and perceptions of value of government export assistance activi-
tles directed to smaller manufacturers. The stream of research to date on
this all important issue can be characterized as fragmented in terms of
samples and populations that have been limited in size, geographic coverage,
and/or nature of industry. The present study is another fragment in that it
deals with a geographic-based population that has not been studied.

The research was carried out in two phases, In the first phase semi-struc-
tured depth interviews were conducted with representatives of the U, S, De-
partment of Commerce, U. S, Small Business Administration, and state govern-
ment for the states of Oregon, Washington and Idaho.
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The main study involved collecting data using mail survey techniques,
Questionnaires were sent to a stratified systematic sample of 645 small
business firms (less than 500 employees) in the states of Oregon, Washing-
ton and Idahc, Stratification was on the basis of whether or not a com-
pany was already engaged in exporting. The questionnaire used was de-
signed to provide the following types of information: (1) characteristics
of the firm; (2) characteristics of existing international activities; (3)
perceived problems and obstacles affecting international operations; and
(4) familiarity, usage, and perceptions of usefulness of selected organi-
zations offering assistance., Results are reported for 129 manufacturing
companies; of these, two-thirds operated some type of export activity and
one-third did no exporting at all, On the basis of number of emplovees,
the responding manufacturers tended to be relatively small as over 80 per-
cent had less than 100 employees.

The results of this survey of manufacturers have distinct implications for
policy, at both the state and federal levels. There seem to be wide dif-
ferences in perceptions between government officials and small business as
to the value of existing state and federal government programs. The per-
sonal interviews with government officials respensible for international
programs indicated that such programs were being received favorably by
business firms. The results of this survey did not suppert this, and, in
fact seem to indicate that the opposite situation exists.

It might be concluded, therefore, that there is a lack of clear under-
standing between government and small business as to the nature and value
of existing programs. Since government programs supposedly often are de-
veloped on the basis of perceived need, the results of this study might
suggest that future services be developed with input from business firms.
In short, it is suggested that business be asked what they need before a
program is developed and not used nor perceived to have much value. Elab-
orate programs that are not used nor perceived to have much usefulness by
potential users really have little value to anyone.
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THE FOREIGN CORRUPT PRACTICES ACT: NOBLE MORALITY OR ARROGANT FUTILITY?
Edward J. Fox, California State University, Long Beach

Briefly: the notably controversial Foreign Corrupt Practices Act of 1977
prohibits the giving, or condoning, of "anything of value" to any foreign
official to obtain assistance in directing business to the giver. Payments

to foreign government employees with "essentially ministerial or clerical”
duties are excluded, presumably to permit facilitating payments (i.e. ''grease')
to expedite, for example, favorable action by customs officials. This paper
deals only with the anti-bribery sections of the Act. New record-keeping
requirements have also been controversial.

The first comprehensive review of the impact of the Act appeared in a Report
of the President to the Congress in September, 1980. It said that "the busi-
ness community regards the F.C.P.A. as one of the most significant disincen-
tives to exports....Most troublesome to U.S. exporters is the uncertainty
associated with....key provisions." So troublesome are these ambiguities,
says the Report, that "consultations with the private sector revealed in-
stances in which U.S. companies....withdrew from joint wventures....; with-
drew from existing markets; and declined to enter new markets."”

Worth noting: (a) "It is virtually impossible to quantify the effect of

these distincentives;" (b) "Corruption in international business trans-
actions 1s forbidden even though the prohibition against bribery may in the
short run result in some loss of U.S. exports....However, uncertainties should
not be allowed to hamper exports;" (c) "The comprehensive solution to the
problem of 1llicit payments in international business must ultimately be
international agreement and collective action.'" Despite efforts, to date the
U.S. had not succeeded in obtaining any such agreement.

Six months later, the General Accounting Office, after a major study, reported
that over 30% of those engaged in foreign business said that "they had lost
overseas business as a result of the Act.'" Over 50%Z of the respondents in
the aircraft and construection survey so reported. However, "'(these beliefs
are) neither supported nor rejected by hard verifiable data.”" Such losses
were undoubtedly in part the anticipated result of the anti-bribery provisions
but were also in significant part the result of exporters' reactions to the
ambiguities in the law.

Both Justice and the S.E.C. reacted sharply. They attacked the representa-
tiveness of the G.A.0. sample (Fortune's 1,000 excluded smaller businesses
and financial institutions), G.A.0.'s interpretation of the results and the
emphasis accorded that part of its findings which called for clarification

of the Act. Both argued that the G.A.0. survey failed totally to distinguish
between losses from the prohibition of bribery that were envisaged by the Act
and those from alleged ambiguities which deterred exporter promotion. The
S.E.C. believed the former (i.e. anticipated losses) were the bulk of the

cases.
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The G.A.0. replied: "We are unaware of any....study....that would lead the
S.E.C. to reach such a conclusion....companies that reported a decrease in

business were much more critical of the clarity of the anti-bribery provi-

sions than companies who didn't experience a decrease."

These differences led this author to conduct an independent investigation.
Extensive, confidential discussions were held with U.S. exporters and offi-
cers of several of the District Export Councils of the U.S. Department of
Commerce. In addition, there was a comprehensive mail survey of 250 of the

Fortune 500.

The findings: First, there is no hard evidence as to the amount of export
business lost, either as a result of the prohibitions on bribery or the chil-
ling effect of the ambiguities. Second, there is substantial concern about
the perceived ambiguities but these concerns were by no means universal,
Several major exporters stated that their own codes prohibited any payments
that could conceivably be considered bribes and that bribery is simply un-
necessary.

There were, however, strong statements that compliance with the Act was a
deterrent to many exporters. For example: in response to the question "Pay-
ments apparently prohibited by the Act are frequently necessary to do business
in....?, the following pattern clearly emerged: Canada, China, Scandinavia,
the United Kingdom and West Germany were each cited by no respondent; Japan
and France were rarely cited; Iran, Iraq, Italy, Mexico, Nigeria and Saudi
Arabia were all commonly cited. As to whether an international code pro-
hibiting such bribery would be genuinely helpful, few were sanguine and many
were dubious.

Present status: No court actions have been brought by Justice. BS.E.C. en-
forcement has been limited to obtaining injunctions in sixX cases and there
is reason to believe that rigorous investigatiom cannot be anticipated.

Congressional hearings have been held during the past year. Charges similar
to those referred to above were repeated and revisions continued to be demanded.

No one apparently has asked for revocation of the Act.

The Senate has now passed a bill (8.708) that clarifies the Act in several
respects but the House has as yet brought no bill out of committee. 0Odds
are apparently against getting House action this session.

Major questions will persist for some. To what extent have U.S. exporters
been impeded by the inability to offer bribes--losses clearly anticipated by
the Act? What potential export volume has been lost because exporters were
not prepared to face the possibility of heavy fines and/or imprisonment for
unintentional violation of an ambiguous Act? These one may expect will go
unanswered.

And one final question~-not being raised publicly--will continue to nag.
Having been unsuccessful in obtaining an international code, does the U.S.
have a responsibility to remain the only country in the world to prohibit
bribery to foreign officials? Reasonable men may find this moot.
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THE INTERFACE BETWEEN MARKETING AND PURCHASING:
AN INTEGRATED NORMATIVE MODEL

Dr, J. Kent Pinney, University of Nevada, Las Vegas
Dr. Lawrence Dandurand, University of Nevada, Las Vegas.

Purchasing has traditionally been taught in departments of management
rather than marketing. Unfortunately, the result is that the subject has
been presented in a limited production oriented context. 1Its profitable
interface with marketing has been ignored. The purpose of this paper was
to determine the degree of interface that exists and that should exist
between marketing and purchasing, and then to present an integrated norma-
tive model describing the desired interface.

An examination of typical marketing management textbooks (such as Kotler,
McCarthy and Stanton) failed to reveal an integrated perspective of market-
ing and purchasing. The topic of purchasing was not specifically dis-
cussed. Where the term purchasing (or its counterparts buying or procure-
ment) was mentioned, it was in the context of marketing to a purchasing
agent. For example, one might find the term purchasing discussed under the
topic of "industrial buyers are problem solvers,”" '"the basic methods and
practices in industrial buying,'" or '"purchasing behavior." In short, the
subject was not discussed from the functional, i.e., the purchasing agent's
point of view. The interface between a selling firm, its customers, and
its purchasing agents was never identified. Consequently, the specific
desirable conceptual linkages—-such as that between the marketing concept
(marketing) and wvalue analysis (purchasing)--was never examined.

Perhaps marketing's failure to develop a '"marketing-purchasing linkage"
orientation could be traced to the discipline's traditional emphasis on

the demand side of the curve--to a narrow expansion of the widely used
definition of marketing which defined marketing as all the business
activities extant between producer and consumer. However, the seeds of the
normative model presented in this paper can be found in disparate sections
of a typical markering text.

For example, in his Basic Marketing (7th Edition), McCarthy presents a
model of the U. S. macro-marketing system wherein he indicates that pro-
ducers, middlemen, and facilitators perform the universal marketing
functions of buying, selling, etc., to overcome discrepancies to create
utilities for consumers. He later discusses the total system orientation--
a way of implementing the marketing concept where a firm still has depart-
ments but all are guided by customer wants. He even presents a table of the
departments such as accounting and sales where purchasing is specifically
listed. Later, in the physical distribution chapter, he states that the
firm should merge producing, storing, transportation, and selling into one
integrated system-~that 'a physical distribution manager should work with
the marketing manager to integrate production and distribution." All this
seems to set the stage--to wet the appetite--but the potential is never
developed. '
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The paper examined several marketing models found in typical marketing
managements texts. It also examined models found in typical purchasing,
logistics, and channel management texts. In no case were the expectations
realized regarding the marketing implications of a "marketing-purchasing
linkage' orientation as applied, for example, to distinguishable component
parts and consumer orientation-value analysis (optimal matching of benefits
sought with features provided). Consequently, an integrated normative

model of marketing incorporating the purchasing function was developed as
illustrated below:

AN INTEGRATED NORMATIVE MODEL OF MARKETING

~— THE —] THE
PRODUCT FIRM
MARKET
X Com - LOGISTICS | = - — - 3
, :
% v .
10— THE MARKETING ¢ o VALUE l¢ | THE PRODUCTION
X FUNCTION ANALYSIS FUNGCTION
(TARGET P P P P K L M N
MARKETS)
X | —[ MARKETING 2 le— 53— VALUE
% RESEARCH ENGINEERING
N 2 ji
CONSUMER _ | probucT = ; -
WANTS AND NEEDS| |FUNCTIONS l——g—gﬁét%ri~
I
RESOURCE
SUPPLIERS
NOTE: K = Capital, L = Labor, M = Management, N = Land

We believe this model finally integrates purchasing into its correct
position relative to the more traditional marketing models and practices
reviewed in this paper and others yet to emerge as a result of case
studies currently being written.
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The area of target markets proved to be a significant problem-sclving expe-
rience for the students. They found that management was often not truly
clear in their definition of the several distinct target markets they were
serving--particularly toward channel members. The students frequently com-
mented on this, and felt that their company's marketing mix was not effi-
cient with reference to the channel members,

In the classroom during the first of the semester, basic industrial market-
ing theory was presented. Individual students were called upon to relate
that theory to their company and comment on it, This became very personal
to them, and deep understanding began to occur. Frequently, the student
felt his company was wrong in its structure, or was not optimizing, and
gave his reasons for this, He then had to defend his comments with the
other students in the class.

The second half of the paper--the critique--was due one week before final
examinations., The student was to

a. approve of his company's marketing structure and mix, and
give reasons to support the approval, or

b, restructure the marketing framework and mix, and show why
this was better

It was in the area of part b. that the greatest internalization occurred,
The students actceally applied theory in a meaningful way and gave their
reasons for so doing. The fact that this material was personal to 'their"
company seemed to make the difference. They did not take refuge in general-
izations--as so frequently happens in normal term papers. They became spe-
cific and actually made business decisions, supporting them with marketing
theory. The final examination was written away from the classroom and
consisted of relating the concepts shown in each chapter of the book to
their particular company. The above two actions caused the students to in-
ternalize the theory because it was personal,

Several problems were encountered in connection with use of the term paper
as a tool, but none were insurmountable. A quasi-problem arose when several
students discovered that their companies made no differentiation between
consumer and industrial marketing for the same physical product, The stu-
dents were confused. However, this resulted in the entire class studying
and discussing the benefits to be realized when an industrial marketing
structure is used for industrial customers.

The classroom discussions made the students realize that industry is oper-
ating at less than perfection. It also caused them to utilize materials
learned in other areas of the business school, such as finance and manage-
ment, in revising the marketing mix.

In summary, use by students of individual companies as real-world cases is
an excellent vehicle for teaching industrial marketing.
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THE PLACE AS PRODUCT: A MULTIATTRIBUTE ANALYSIS

Grady D. Bruce
California State University, Fullerton

Cities have been the object for marketing action for years, typically under
the direction of the local Chamber of Commerce (business site marketing/
place marketing). The focus 1is on actions taken to pursue companies and
"sell" them on the city as a location for a plant or other business activ-
ity. The research reported in this paper concerns a related, but slightly
different problem: the possibility that a city and state may be "demarket-
ing" itself. The city is Los Angeles and the state, California. A market-
ing approach to the problem focuses immediately on the exchange process
which exists—-in this case, a complex choice on the part of a company {the
buyer) to locate in or to remain located in a city and state (the ''pro-
ducts'"). The existence of an exchange process suggests that attitude forma-—
tion and product evaluation processes occur and that the multiattribute mo~
del may be useful in studying the process. Accordingly, the city is con-—
ceived of as a multiattribute object, the evaluation of which can be studied
with the following intuitive model: S = £(B,I) where

S consists of one of several summary measures of approach/avoidance
tendency toward the Greater Los Angeles arca as a location for manufac-
turing activity;

B is a measure of beliefs regarding the attributes of the area; and,

I is the importance of each of the attributes in a plant location deci-

sion,

Six measures of S were developed, covering attitude (e.g., willingness to
relocate outside the greater Los Angeles area), behavioral intention (e.g.,
plans for on-site expansion) and behavior (e.g., actually conduct or sub-
contract manufacturing or assembly work outside the United States). Mea-~
sures of B and I were developed for thirteen attributes of the area: envi-
rommental regulations, energy costs, availability of personnel, public regu-
lations, employee productivity, cost of housing, governmental assistance,
effects of unionization, quality of life, availability of transportation,
business taxes, labor costs and land for expansion,

The importance (I) of each attribute in plant location decisions was mea-
sured on five-point scales (from extremely important to unimportant).
Beliefs (B} were measured by asking respondents to indicate (on seven-point
scales) "how attractive or unattractive each factor makes Los Angeles as a
location for manufacturing activity when compared with alternatives areas."
The final sample for the study consisted of 529 executives who responded to

a mail survey.
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The problem of determining whether certain factors in the business
climate of Greater Los Angeles could lead to exit behavior ('disloyalty")
involved testing the explanatory power of the multiattribute model.
Primary interest was in whether the predictor sets were capable of
explaining variations in attitude, behavior, and behavioral intention
toward Greater Les Angeles, as well as the net effect of each predictor
(and its statistical significance). Accordingly, simultaneous
(non-stepwise) multiple regression and correlation analysis was used. In
light of prior research on multiattribute models and the exploratory
nature of this study, three basic models were evaluated: (1)} S8 = f£(I),
(2) § = £(B), and (3) § = f(IxB). Given that six different measures of S
were employed, 18 regression equations were computed.

Overall, the attractiveness predictors (B) worked best when compared with
either the importance predictors (I) or the multiplicative predictors (B
x 1}, This seems consistent with the general finding in consumer be-
havior studies that involve comparisons of the multiplicative model and
the '"beliefs only" model: dropping the importance weighting seems to
have little effect on obtained correlations. Across all eighteen regres-
sion equations, however, explained variance was low. The maximum R
was .19 for the regression of the attractiveness predictors on the com-
pany's current examination of sites outside Californmia. R2 = .16 for
the regression of the attractiveness predictors on willingness to relo-
cate outside Los Angeles. In the latter regression equation, beta
weights for three predictors were significant: availability of person-
nel, employee productivity, and quality of life (all in the expected di-
rection).

The efficacy of the multiattribute model as applied here to place market-—
ing can be interpreted in several ways. In some respects the model per-
formed quite well in detecting a '"disloyal” orientation on the part of
executives as a function of certain attributes of the area. In that
sense it fulfilled the practical objectives for which it was employed.
As an approach to predicting location behavior, however, the mcdel seems
to offer little potential, at least with the set of attributes utilized
here. In light of the many additiomal factors involved in location be-
havior, tentative blame for the low explanatory power of the model should
be assigned to the process through which attributes were selected. That
is, attributes were generated from a limited set of problems/benefits of
the area. Thus, the model as implemented had only limited explanatory
potential.

Regardless of the explanatory power of the multiattribute model, 1its
application in this broadened marketing context has several implications.
First, because of the way the model was operationalized and implemented,
the specific attitudes of a large number of likely opinion leaders were

discovered and should be useful to policy-makers., Second, the study re-
vealed that executives are able and willing to respond to multiattribute
measures, just as individual consumers are. Third, the study demon-

strated that the concept of a city or other geographic area can be opera-
tionalized as a multiattribute object. And, finally, attribute impor-
tance can be determined and attribute comparisons made from this direct
measurement approach, much as 1s done with consumer products.
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MARKET PLANNING FOR NON PROFIT ORGANIZATIONS

WILLIAM R. WYND
Eastern Washington University

Principles used in the marketing of a tangible consumer product for profit
making organizations can be used effectively in developing plans to satisfy
the goals of a wide range of non profit making organizations. This paper
illustrates a rather unique application of marketing planning to a specific
non profit organization--the Valley View Baptist Church in Spokane, Wash-
ington.

Religion in American life is changing. Demographic shifts and current econ-
omic difficulties contribute to a changing attitude toward and participation
in the religious experience. Sound market planning can assist a church in
defining products, identifying target markets, measuring market potential
and developing marketing strategy to meet organizational goals.

THE MARKET GRID. With some modification, the market grid popularized by
McCarthy forms the basis of the market planning matrix., Market segments
are listed on the X axis and products on the Y axis. Each of the stages in
the family life cycle plus a "divorced or separated” group represent po-
tential market segments. Eleven mutually exclusive products are described.

ONE SEGMENT. Cultivating the Full Nest I as a market segment has the most
potential for satisfying church goals of financial stability and increased
membership. People in the Full Nest I (youngest child under six) feel
squeezed financially because they are buying homes and household durables
and child related products. Normally they attend church because they feel
an obligation to expose their children to a Christian tradition because
their own parents had been faithful church goers. People in this segment
tend not to be tied to one church.

The products described by this segment in order of preference are guilt al-
lieviation, education and fellowship. Guilt alleviation is defined as the
feeling of forgiveness for taking the good things in life without giving
thanks to a supreme being. If church attendance was required by their
parents, feelings of guilt will be more pronounced. Education satisfies
the thirst for knowledge about one's faith. Religious education is in part
training for a 1ife style thus satisfying the desire to know what is the
"right thing to do" from a spiritual point of view. TFellowship is the
feeling of belonging that results from association with others with whom
one has something in common. Fellowship satisfies the needs for being part
of a group, for companionship and for self expression.

OTHER DIMENSIONS. The definition of existing people resources in each seg-
ment adds another dimension to the market planning matrix. In the case of
the Valley View Baptist Church, six good organizer/leaders were available
from the Full Nest I market segment. These individuals could be counted on
to develop programs oriented toward the education and fellowship products.
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Next the size of the potential market was estimated by the Pastor. This
estimate was based in part on census tract data and in part on market
intelligence. As a member of the local PTA, the Pastor was familiar with
the families in his market area. Furthermore, observation while driving
in this area helped him identify householders in other stages of the
family life cycle.

The last dimension in the market planning matrix is an estimate of the
degree of difficulty in penetrating each market segment on a scale of
1-10 where 1 is the least difficult. This estimate is based upon the
Pastor's intimate knowledge of consumer behavior in each of the market
segments. A pastor can sharpen his estimates by observation and by talk-
ing to opinion leaders in each of the market segments.

RECOMMENDATIONS., On the basis of the information gathered the market
planner can now decide on which markets to pursue to satisfy organizational
goals. One of the goals of the Valley View Baptist Church was to increase
membership by 25 percent in the next two years. The Full Nest I has the
best potential for increased membership. Physical facilities are available
for programs revolving arcund fellowship and education, 200 households are
estimated in this segment and the estimated degree of difficulty in pene-
trating this market is 3. Furthermore, six individuals in this segment

are currently available to plan and organize programs to provide products
to consumers in this segment. Developing this segment should receive top
priority. The Divorced or Separated market is the next priority. Although
the degree of difficulty in penetrating the market is estimated at 5, the
number of consuming units and facilities and people resources available
give this segment second priority for cultivating church membership. The
Sele Survivor and Senior Citizen II segments are also relatively easy to
penetrate but the size of the potential market and availability of re~
sources limits its attractiveness.

The second goal of the Church was to gain financial independence by 1984.
Consuming units in the Full Nest IT, Full Nest III, and Empty Nest rep-
resent stable church members with proporticnally more of the financial
capability to support the church than other segments. Indeed, the Empty
Nest segment iIs probably financially better off than any of the other seg-
ments and in this market area also represents the largest market segment.
However, the degree of diffieculty in penetrating these markets is sub-
stantial. The church cannot lock for much of an increase in membership
coming from these segments but its financial health depends on keeping
current members. Resources, therefore, should be directed toward providing
the products desired bv consuming units in these segments,
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SERVICES MARKETING: AN EMPIRICAL STUDY

Donna Iven Qureshi, Ph.D.
Califernia State Polytechnic University, Pomona

This paper is addressed to the problems and potentials associated with

the phenomenal growth of the service sector of the economy over the last
few decades or so. Seemingly, the main bodv of marketing literature,

with a few exceptions, has by-passed the characteristics of services
marketing. A strong ''goods"” orientation pervades the marketing concept.
Occasionally, once comes across a journal article on services marketing »3
which souzds like a cry in the wilderness. More recently, some market-

ing texts’ have devoted a chapter or so on services marketing. This
approach seems to view ''services” as an addendum to the main body of "goods
marketing and not as an integral and growing component of the common body
of marketing knowledge.

The growth in the service sector incidentally, is not peculiar to the U.S.
economy alone; it is a characteristic of affluent economies all over the
world. In fact, the growth in services is a natural process of economic
development as was recognized by Colin Clark, the famous British economist,
decades ago. Therefore services marketing is worthy of study at the
domestic, as well as internaticnal level.

The scope of this study is limited to identifying some of the service needs

of women which have originated as a result of the following structural

changes in our soclety:

1. Women now comprise a larger portion of the workforce than ever before,.

2. More and more women are becoming single heads of households.

3. With more income for discretionary spending and fewer non-working hours,
women need services which they themselves cannot or do not want to

provide.

To identify the service needs of working women, a questionnaire was developed
and subsequently completed by one hundred thirty one (131) working women in an
affluent Northshore suburb of Chicago. It 1s implicit that the selection

of participants was purpesive rather than random.

These women have high disposable incomes and knowing what they need, want,
and demand in the service area can be translated into profits for service
providers. The questionnaire included a five point Likert type scale,
Respondents were asked to circie their agreement or disagreement with a need
for various listed services. A response of 1 indicated strong disagreement
and a response of 5, strong agreement. In computing the responses only 4's
and 5's were combined, since these two responses indicated strongest need
and would be of most interest to entrepreneurs. Thirty six questions about
various service needs was included in the questionnaire,
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While it may not he profitable to service some of the expressed needs,
there are several potential businesses which have a ready, willing, and

able clientele.

POI'ENTIAL PROFTTABLE AREAS:

1. A computer based use of the Trcnsportation Model for plotting service
call routes could cut the service call wait from a whole day to within
a two-hour period. Any business offering such a service could
immediately capture a larger share ¢f the market from competitors.
This could currently be adapted by existing businesses with service
departments; or it could be a new business established to provide the
computerized routing to a series of evisting business with service
departments. There is pent-up demand for a whole range of services
offered outside the 9 to 5, Monday through Friday schemata. This
1ncludes doctors, dentists, lawyers, banks, libraries, etc.

2. There is a profitable side business available to the ailing new car
dealers. To meet the need for loaner cars, these dealers could convert
unsalable trade-ins to rentals for their service departments' customers.
Any dealer who does this could have all the service business that could
be handled. Alteinatively, locating a used car rental agency in the
vicinity of automobile dealers could be a profitable new business.

3. Anyone who can develop a viable alternative to existing public trans-
portation is likely to become financially independent quickly.

4. There is & great opportunity for a new business in career and financial
counseling for the new generation of career women.

5. Firms specializing in evening and weekend courses for adults should
have no difficulty in attracting customers, especially as colleges and
universities are cleosing new enrollments. The demand is there for
business courses, but state universities and colleges are financially
strapped. Their only alternative to decreasing state funding is to
stop accepting the increasing numbers of people applying for admission,
a majority of which are adults wanting to return to school,

6. The entrepreneur who can develop a cowputer package to allow workers
in selected fields to work from their homes via remote computer termi-
nals will create a revolution in the workplace, such as to stagger the
imagination. Just imagine--no more traffic congestion, no more pollu-
tion, no more office polities! The industrial revolution will have
come full circle--it began when work was removed from the home and
relocated in the factories; and it can end with work now being removed
from the workplace to be completed in the home.

One of the fascinating findings of this study was what women did not
express need for. Only 33 of the 131 women surveyed expressed a strong
need for computerized shopping. Neither did this group of women express
a great need for cooking services {39 of 131). This research illuminates
the changing life styles and demands of women of the 80's with incomes.
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STRATEGIC IMPLICATIONS OF DIFFERENCES BETWEEN GOODS AND SERVICES:
AN EMPIRICAL ANALYSIS OF INFCRMATION SOURCE IMPORTANCE

Joseph L. Orsini
Loyola Marymount University

Recently, both educators and practitioners have expressed an increasing
interest in the distinctive differences between tho marketing of goods

and the marketing of services. Despite this apparent trend toward accept-
ance of the marketing of services as being different from the marketing

of goods, substantial doubt exists, on the part of many marketers, as to
the importance of the differences. This doubt is understandable, since
the vast preponderance of the Titerature on marketing services is con-
ceptual in nature, and virtually none of the articles in the major
marketing journals have empirically addressed the issue from the consumer's
perspective. This dearth of empirical investigaticn is a serious chort-
coming in the Titerature, and constitutes an impediment to progress.

The purpose of this study was to select a variety of coods and services
and examine them empirically for distinctive differences between goods

and services. The particular item of distinctiveness selected was the
importance of different sources of information. This is relevant to con-
sumer behavior, while also being pertinent for formulation marketing
strategy. For example, the finding that consumers rely heavily on sales-
persons for product information would indicate adopting a marketing strateqy
vwhich places a high level of importance on salesperson performance and
control. In addition to the goods/services classification, other possibie
causes of information source importance were examined simultanecusly to
determine the unique contribution of the goods/services taxonomy.

Classification of the variasty of sources of information avai]ab}e to
consumers utilized the approach devised by Andreasen (1968). His five
categories of sources of consumer information are:
- direct observation or experience (examining or using the product}
- impersonal advocate (advertisements)

- impersonal independent (professional articles, radio or
television programs not controlled by the marketer)

- personal advocate (salespersons, clerks)
- personal independent (friends, family, associates)
Combining two of the external sources of information, persona! independent

and impersonal independent, constitutes the definition of "guidance sources”,
a term used in the following hypothes¢s:

Hl: Guidance sources are more important for services than goods.
HZ2: Guidance sources are more important for high price type
of products than for low price type of products.
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H3: Guidance sources are more important for products of high
evaluation difficulty (termed experience products} and
least important for products of low evaluation difficulty
(termed search products).
H4: Guidance sources are more important for infrequently
purchased products than frequently purchased products.

Results of the dummy variable regression analysis indicated that guidance
sources are more important for high price products than low price products,
more important for services than for goods, and more important for experience
products than search products. Purchase frequency was not found to be
significant, perhaps because the instruction to the subjects to evaluate

a new brand of the product class obviated the effect of experience with
purchases of the product class.

The purpose of the exploratory research js to investigate an area with the
intent of determing whether or not more detailed study is warranted. To

that end, this study appears to have served its purpose. However, although
correspondent results of this study were in accord with the results of pre-
vious related research, due to shortcomings with respect to subject selection
(MBA students), and product selection (subjective rather than random), any
findings produced are tentative.

Confirmation of these findings by more focused research would indicate
important strategic implications for rmarketing managers of services,
effecting such areas as product development and advertising. With re-
spect to product development, the greater variability of services pro-
duction (Eiglier and Langeard 1977}, combined with higher word of mouth
importance, indicates greater marketer concern for consumer satisfaction
is warranted. The satisfied consumer may not only be a repeat purchaser,
but the generator (or repressor) of additional customers. Methods for
obtaining rapid feedback information on satisfaction should be developed,
and production personnel should possess the capability and authority to
make field changes in service production.

Services advertising has previously been addressed by Shostock (1971) who
admonishes the use of highly tangible protrayals of intangible services.
The results of this study would indicate the wisdom of greater use of
advertising for services which follows the advise of Dichter (1966) to
simulate and stimulate word of mouth communication.

References

Andreasen, A.R. (1968), “Attitudes and Consumer Behavior: A Decision
Model. In Kassarjian and Robertson (eds.), Perspectives in Consumer
Behavior, Glenview: Scott, Foresman & Co.

Dichter, Ernest (1966), "How Word-of-Mouth Advertising Works", Harvard
Business Review, Nov.-Dec. 147-166.

Eiglier, Pierre and Langeard, Eric (1977), “A New Approach to Service
Marketing" in P. Eiglier, et al,, eds., Marketing Consumer Services:
New Insights. Cambridge: Marketing Science Institute,

Shostack, G. Lynn {1977), "Breaking Free from Product Marketing", Journal

of Marketing, 41, 73-80.




A SUGGESTED SOLUTION TO THE STUDENT MIX PROBLEM ASSOCIATED
WITH A GROUP APPROACH TO TEACHING MARKETING

Robert D. Amason, Professor of Marketing, Texas Tech University, and
John J. Burnett, Associate Professor of Marketing, Texas Tech

University
INTRODUCTION

The group problem solving approach used in teaching marketing is
becoming very popular in most univarsities. A serious problem which
emerges when this approach is used is that of the "student mix,'"because
of differences which exist between the backgrounds and objectives of
the students, working in groups is very often difficult, This article
suggests that there is a technique available which after being
employed, should reduce this problem. The authors outline how an
Organizational Development intervention using Transactional Analysis
was successfully used in their course.

The "student mix" problem became particularly apparent through the
attempt of the authors to teach the "capstone" marketing management
course through the use of the group problem-solving approach.
Successful group performance requires leadership, cooperation, com-
munication, emotional stability and self-confidence on the part of
group members to overcome the "student mix" problem. Group work does
not, by itself, teach these characteristics. In fact, when these
group characteristics are missing, we typically witness students'
disillusionment about one another, about the group approach to
learning, frequently admit to frustrations and anger, and contend that
their individual performances were of lower quality because of the

group approach,

ORGANIZATIONAL DEVELOPMENT AND TRANSACTIONAL ANALYSIS

One of the major objectives of organizational development (i.e.,0D) is
to improve organizational (groups) performance by intervening in
existing social systems. The application of 0D concepts will provide
an understanding of group dynamics, interdependence, and conflict
resolution, Transactional Analysis has emerged as one of the more
successful techniques used in 0D. Transactional Analysis is used
because it is a practical way of understanding self and these connec-
tions, and of relating past emotional reactions still influencing us
to present experience and behavior., Since group problems and frustra-
tions are not unique to either business and or to classroom activi-
ties, it seems reasonable that training and exercises that have been
applied in Organizational Development approaches should also fit in
these classroom situations,

63
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00 APPROACH AND EXERCISES USED

Several problems exist when operationalizing 0D models through the use of
TA. The first problem deals with group complexity and the stress that
one feels. The intervention contains several fantasy exercises which had
the objective of increasing awareness of what each student usually did to
handle and cope with interpersonal conflict and stress. The outcome of
these exercises was to improve team member's skills in handling conflict
or stress in the group setting. A second problem is the perceived role
of the instructor. The students should be prevailed upon, and not the
instructor, to challenge and correct dysfunctional behavior on the part
of other group members. As a result of simplistic geometric exercise and
empathy exercises introduced to pairs of students, most students
suggested that they were able to gain experience by working together.
Permanent groups of four individuals each are formed and given a simple
planning task. One-half of the groups serve to work toward a solution
while the other half observe the interaction and communication process.
The observing Groups then report any potential problems and point to spe-
cific examples of "put downs", "discounts", and other transaction
problems discussed in the first group. The group then rotates and beco-
mes the observer for the next round. The result of these exercises is
that the individuals Tearn of their strengths and weakness in group acti-
vities and are able to rate themselves on team membership skills, A
final problem is the perceived severity of the "student mix"--particularly
in the area of goal conflict and the need of goal clarification by group
members. Much of the information was gathered through personal inter-
views with the students or through a questionnaire. Yet, exercises were
conducted with the group members so that the goals and expectations could
be verbalized with & common understanding of all group members.

These three problems do no represent all possible considerations but they
represent a basic set of criteria, which helped us to operationalize QD
in the most effective manner. Yet, this paper suggests why an
Organizational Development intervention using Transactional Analysis can
provide an awareness of student hehavior and how that behavior might be
changed and/or improved to provide better interactive skills needed in
group work. These exercises contribute greatly to the needs of the stu-
dents by providing them an open forum to reduce conflict and to get on
with the task of the course. This report concludes that group training
techniques, especially (D, can be used for this purpose.

Joneward, D. Everybody Wins: Transactional Analysis Applied to
Organizations, (Addison-Wesley Publishing Co., 1973).

Sherwood, J.J. and Glidewell Wiliiam, "Contemporary Orgainization
Development: Approaches and Intervention," Warner Burke (Ed.) Washington,
D.C.: NTL Learning Resource Corporation, 1972.
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FACULTY TEACHING EVALUATION: MODELS,
METHODOLOGY, AND RESEARCH NEEDS FOR BUSINESS COLLEGES

Charles H. Davis
Department of Marketing and Small Business Management
Wichita State University

Marketing professors, like many other professionals have been increasingly
asked to prove their contribution to the attainment of organizational goals,
One of the ways professors make that contribution 1s via their teaching
within the classroom., To prove that such a contribution is made requires
periodic evaluations of their effectiveness. The evaluations are frequently
justified on economic, organizational, and societal bases.

Teaching evaluations come from various sources--students, peers, supervisors,
and self-report. Their frequent uses include professional development and
self-improvement, advising students, employer decision making (i.e. promotion
and tenure), and attempting to identify the variables that are important

and tend to correlate with professorial teaching effectiveness. However,
when using any type of evaluation, close scrutiny needs to be given criterion
measures, measurement, measuring instruments, and their reliability and
validity.

Impact Model Implicit in the Literature

Figure l--Implied Impact Model for Faculty Teaching Evaluation

Text Material
“Eﬁﬁ“ﬁllncrease in

Class Participation (Other Students) -+ Student

4”,4'Khowledge

The basic purpose of most evaluations analyzed in the literature to date
tests the basic linkage: Professor instruction—pincrease in student know-
ledge. Text material and class participation are often considered under
professorial control and as such are included.

Professor Instruction

Research/Literature State-of-the-Art of Teaching Evaluations#*

Student evaluations have been traditionally correlational in nature, and
although they appear relatively reliable over time, some gquestions of
content, empirical, and discriminant validity remain. Research has only
recently begun to investigate student behavior and course structure as
validity confounds. Peer evaluations appear more valid, but less reliable
and are, therefore, more likely to be rejected for use by faculty them-
selves. Supervisor evaluations of teaching effectiveness have been

*A more detailed summary of the major research efforts during the past
8ix years i1s contained in the complete paper.
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researched relatively little, and contradictory results on criterion
measures appear in those few research efforts. Likewise, little research
has been oriented toward self-report mechanisms except as a construct
validity measure to other forms of evaluation. Reliability, validity,
and criterion measure problems are citied as the reasons for low research

emphasis.

Proposed Impact Model

The more complete impact model proposed considers the objective of the
classroon experience, content necessary to achieve the objective, and
individuals/ participants who operate in the classroom or in an evaluative
capacity. It suggests no single source could give a complete picture of
teaching effectiveness, therefore, evaluations of various types should he
matched to the desired use.

Figure 2--Proposed Impact Model for Faculty Teaching Evaluation

Behavior Content Objective
Other Professors Research= = = =« ~ w ~ =« -~ = ~
“#Increase in
Professor $ Text Material -» Student

A Knowledge
# Classroom Discussion

Recommended Evaluation Methodogy of Teaching Performance

Students4

Student evaluations with content and behavioral orientations should be
administered at the end of a course. Their prime usefulness would be
professorial self improvement and student advising. Behaviorally oriented--
with some content inquiry--peer evaluations should aid in professional
development. Supervisor evaluations should be time staggered and open to the
professor and any decision making group.

Evaluation Research Needs in Business Colleges

Since few, if any, studies utilized business faculty/classes as a basis for
research, research is needed in order to test the appropriateness of trans-
fering criterion measures and measuring instruments from other disciplines.
Supervisor and peer evaluation acceptance research needs to be broadened.
Reliability and validity tests of all forms of evaluation need to be tested
for business colleges.
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THE EFFECTS OF EVALUATIVE CRITERIA AND OCCUPATIONAL ROLE IN
THE EVALUATION OF ADVERTISING IN A CORPORATE ENVIRONMENT

Michael 5. Bessolo and Judith E. Hennessey
Culiformia State University, Northridge

Most of the current literature on evaluative criteria and the
purchase deci:ion, relates a person's environment and background
to the formation of guidelines used in the evaluation of products.
There does not, however, appear to be extensive marketing research
in the area of evaluative criteria in relation to a corporate
environment. It was because of this that the occupational role
within a corporate structure was manipulated along with specific
advertisements aimed at that role. The hypothesis was that

with a high quality industrial good, management would be more in-
fluenced to support a product with advertisements stressing a

low purchase price and operating cost, which is in direct contrast
to workers who would be more influenced to support a product

with advertisements stressing environmental improving features.

A total of 20 subjects were selected on a voluntary basis for the
experiment, Role taking was used where the assumed role was an-
chored to the subject's real-life occupation. Ten randomly se-
lected senior and intermediate studio accountant auditors assumed
the role of a motion picture studio corporate purchase manager
and 10 randomly selected studio set construction workers assumed
the role of a studio worker, placing the subjects under cost con-
straints and comfort constraints, respectively. Role taking was
necessary due to the difficulty of obtaining a large number of
studioc corporate purchase managers for the experiment. The ac-
countant auditors were used in this study because of their real-
life, cost-oriented, occupational similarity to studio corporate
purchase managers. The experimental environment used for the
role-taking exercise was one In which a price-quality relaticnship
was not strong. After reading a description of their environ-
ment and assigned role, 5 "cost'" oriented advertisements and 5
"no heat and environment" oriented advertisements were randomly
issued to each group. Subjects evaluated the "cost" oriented ad-
vertisement or the "no heat and environment" oriented advertisement
in terms of cognitive, conative, and affective components of at-
titude. A 2 X 2 factorial design with both independent factors
between groups was used where the independent variables were the
advertisements to be evaluated and the roles assigned. The
dependent variable was a measure of attitude toward the product.

An analysis of variance was done in order to test the hypothesis
that management would be more influenced to support a product
stressing a low purchase price and operating cost, while construc-
tion workers would be more supportive of advertisements stressing
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environment improving features. The role of studio corporate pur-
chase manager differentially affected the responsiveness of sub-
jects on all dependent measures for the low price and operating
cost advertisement. Conversely, the role of studio worker differ-
entially affected the responsiveness of subjects on all dependent
measures for the no heat and environment advertisement.

The results provided support for the hypothesis concerning the re-
lationship between enviromment, evaluative criteria, and selective
perception as applied to the evaluation and support of product and
advertising. Within the experimental corporate environment and as-
signed role constraints, the attitude rating of those subjects as-
suming the role of a studio corporate purchase manager was higher
toward the "cost" oriented advertisement than toward the "no heat
and environment' oriented advertisement. The reverse was observed
with those subjects assuming the studio worker role.

Pecple function and interact within many different environments.
While this paper focused only on a corporate environment, all pos-
sible enviromments place constraints on an individual's attitudes,
beliefs, actions, perceptions, and evaluations. Because the con-
sumer's evaluative criteria must be accepted as a given by the mar-
keter, it is essential that the business firm adapt the product
advertisements to the actual decision maker's important evaluative
criteria as determined, and reinforced, by his or her envircnment.
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MONITORING THE CONSUMER'S INFORMATION SOURCE AS
AN INDICATOR OF PRODUCT LIFE CYCLE STAGE

Michael S. Noble and Randall J. Curtis
California Polytechnic State University, San Luis Obispo

INTRODUCTION

A product life cycle portrays the evolution of product attributes and
market characteristics over time, The primary application of the
product life cycle ias to plan changes in marketing strategy as the
product moves through its various stages. Accurate monitoring of the
product life cycle therefore is important for effective use of this
concept. A number of techniques have been developed by marketing
researchers to forecast and monitor life cycle stages. Exploratory
research by the authors suggests monitoring the consumer primary
source of information about the product class over time may be used as
an additional indicator of the product's life cycle phase.

INFORMATION SOURCE SURVEY

The authors asked people attending an event at California Polytechnic
State University in San Luls Obispo to take part in a consumer survey.
Demographically, the participants varied widely in terms of age, edu-
cation and income, The consumer survey asked participants: (1) where
they went first for information; (2) their confidence in this
information; (3) the most important source of information; and, again
(4) their confidence in this information source for a number of
products and services.

SURVEY RESULTS

The pattern of information responses to photography and sterec equip=-
ment, two of the fifteen products included in the survey, were expect-
ed to be fairly similar. Both products have been available in the
marketplace for many years and along with other similarities are
relatively expensive and fairly technical, yet the pattern of response
as illustrated in Table ! (abbreviated) are quite different.

TABLE 1
FIRST SOURCE MOST IMPORTANT SOURCE

Photo ___Stereo Photo Stereo
Consuner
Report 20.8% 5.1 27.8% 8.1%
Label
Information 2.5% 25.4% 1.0% 21.8%
Sales

Specialist  12.7% 8.1% 28.u% 14.2%
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Perhajs ihe most dramatic data is in the participants' responses to
label information for these products. Fifty of the participants would
use label information as the first source of information for stereo
equipment, and forty-three of them felt this would provide the most
important information, The same responses for photography equipment
were five and two respectively, Using a chi-saquare test for
homogeneity, the information response pattern for photography and
stereo equipment were found to be significantly different at the .001
level. There was, no significant difference in their confidence in

the sources of information.

DISCUSSION

The results of this exploratory survey should be viewed with consider-
able caution. The authors, made no attempt to specify the price
ranges or complexity of the photography and stereo equipment which can
vary widely. Nor were the sources of information defined.
Participants undoubtedly had differing views of what was included in
each product class and what information would be provided by each of
the information scurces. Ignoring these and a_ pumber of other
limitations, this exploratory survey of the consumer's primary
information sources suggests that stereo eguipment, as a product
class, is well along in the mature phase of its product life cycle.
Indeed, the research indicates that stereo equipment is approaching or
has reached a commodity status when buyers are more likely to be more
price conscious and much less responsive to promotion efforts., (See
Erickson and Montgomery 1980).

Since there have been as many as twelve types of product life cycle
patterns discovered by investigators, it would be inaccurate to
suggest that stereo equipment is further along in its mature phase
than photographic equipment. The survey indicates consumers are
generally less familiar with photographic equipment and do not shop
for it as frequently as they do stereo equipment. Purchasers of
photographic equipment, therefore, may be more likely to use attribute
information processing while stereo equipment purchasers may be more
likely to use brand information processing. As Newman and Lockeman
(1980) suggest, survey-~based measures of information seeking may not
capture the true scope of the consumer's information search. However,
the authors believe surveys monitoring the consumer's primary source
of information may provide valuable insight into a product's life
cycle and important data for advertising decisions,
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COOPERATIVE ADVERTISING AND
CHANNEL COMMUNICATION, INVOLVEMENT, AND CONFLICT

Jack M. Cadeaux
University of California, Berkeley

Cooperative advertising is a growing trade practice., In order te function
effectively, cooperative advertising arrangements require a high level of
interorganizational management effort. As an offer or deal associated with
a merchandising tramnsaction, cooperative advertising entails the management
of information flow. As a joint promeotional activity, its practice requires
the participation of appropriate parties. Finally, as a body of norms
constraining promotional activity, cooperative advertising can generate con-
flict and create a need for conflict management.

Problems in information flow include the restricted availability of complete
information on cooperative offers and the nonstandardization of such offers
both between different manufacturers as well as within individual manufac-
turers over time.

Involvement of various parties in the cooperative advertising 'channel" may
not always be appropriate or functional. Wholesaler involvement, for exam-
ple, appears to have posed some problems. More functionally involved
parties include input material producers, specialized service organizations,
and the media and its representatives--particularly newspapers and newspaper
trade associations.

Cooperative advertising can be a source of conflict insofar as manufactur-
‘ers and retailers may have less than congruent promotional goals. To some
extent such conflict rests on the fundamental question of whether the brand
or the outlet is receiving the bulk of the benefits from a given cooperative
advertisement. More subtle problems may arise from such issues as promo-
tional budget synchronization and the possible negative effect of so-called
horizontal cooperative advertising on store image differentiation. However,
the trade literature indicates that most complaints are about control over
advertisement content and the failure of retailers to use accrued allowanc-

es.

The study of cooperative advertising can illustrate the potential complex-—
ity of interpreting the effects and assessing the effectiveness of advertis-~
ing when more tham one chamnel member stand to benefit. Its study also pro-
vides an illustration of the public poliecy problem of providing free-flowing
transaction information as a foundation for equitable participation by
competing retailers. Furthermore, cooperative advertising, as a uniquely
intercrganizational marketing tool, constitutes a pedagogical supplement to
the traditional dichotomy between 'push'" and "pull" promotional strategies.
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SOUTHERN CALIFORNIA HISPANICS: SEGMENTATION POSSIBILITIES

Gary D. Klein, Ph.D., California State University, Long Beach
Joan L. Carbrey, California State University, Long Beach

Depending upon the estimate, there are currently between 19 and 23 million
Hispanics residing in the U.S. At the current pace, Hispanics will likely
constitute the largest minority group in the U.S5. by as early as 1985. To
say then that Hispanics represent significant marketing potential is only

to understate in the most extreme of ways. And what is true for the country
is even more accurate for California, where more than 30% of the total U.S.
Hispanic population resides.

In order to gain first-hand and current information about Hispanic con-
sumers, a field survey was conducted during Summer, 1981. A total of 359
interviews, all conducted in East Los Angeles by trained bilingual inter-
viewers, were completed. Results were distinct: the Los Angeles Hispanic
community was not a monolithic, homogeneous group. Differences were ob-
served in social class, country of origin, length of U,S. residency,
English and Spanish proficiency--and consumer behavior. Four distinct
segments were defined.

New Arrivals: Hispanic who have lived in the U.S. less than one year. It
was estimated that there were between three-quarters and one million such
individuals in Southern California. These new arrivals understand some
English but feel more comfortable with Spanish. They are younger and more
independent than other Hispanics. This market apparently lacks stability
and a commitment to residency. They tend to read Spanish-language news-
papers and listen to Spanish-language radio.

Residents in Transition: Hispanics who have lived in the U.S. more than
one year and less than ten. It was estimated that there were 1.5 to 2.0
million persons in this category in the greater Los Angeles area. This

is perhaps the prime area for marketing attention. The segment has not
firmly established buying habits, is more susceptible to advertising than
the other segments, is not unstable like the new arrivals, yet not as as-—
similated as the longer term Hispanics. They have a better command of the
English language than the new arrivals. This group continued to prefer to
listen to Spanish-language radioc and read Spanish-language newspapers.

Long-Term Residents: Persons who have lived in the U.S. more than 10 years.
Ten years of residency in the United States appeared to mark the end of the
transition period, a point at which the assimilation process is as complete
as it will become for a non-native Hispanic. There were three-quarters to
one million persons in this segment. This group tends to be the opinion
leaders of the community and the sponsors of new arrivals and residents in
transition. Opinion leadership is an important link in the brand selection
process of Hispanics; hence this group would be significant to marketing
strategists. They are more comfortable with the English language than the
previous segments. Over 75% are bilingual and approximately 40% speak Spanish
at home. English-language media had increased in preference when compared
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to the previous groups; however, Spanish-language media listernship remained
serving only a supplementary role.

Hispanics Natives: Hispanics whese parents were born in the U.S. There

were approximately .5 to .8 million people in this segment. This group had

an apparent preference for the English language, yet retained an understanding
of the Spanish language. In this survey, 93% were bilingual, 78% completed
the survey in English and 88% spoke English at home. They were most likely

to read English-language newspapers and to listen to English-language radio.
They were less likely to live in the highly concentrated Hispanic communities.

While the previous segmentation paradigm can only be viewed as preliminary
in nature, marketing implications can nevertheless be seen. For example,
several possible media strategies are apparent. Past studies had agreed
that Hispanics held a definite preference for radio and television over
print media. Current research indicated that this bias has decreased; and,
in the aggregate, this study also supported these conclusions. However, it
is suggested that for a more accurate picture of Hispanic media habits, it
1s necessary to take into account the particular biases and preferences of
each individual market segment. When such analysis is performed, it can
generally be concluded that the longer Hispanics have resided in the U.S.,
the more reasonable it would be to use print media and English messages to
communicate marketing information. On the other hand, the shorter the
residency, the greater would be the necessity of using broadcast media with
Spanish messages to reach the relevant sub-segments.

It became apparent that there existed a strong congruency between traditional
U.8. social classes and the Hispanic segments suggested here. Thus, New Ar-
rivals are dominated by lower-lower class individuals--mostly unskilled la-
borers, uneducated, living from day to day. Residents in Transition repre-
sent the lower end of the upper-lower class--semi-skilled laborers and blue
collar workers. Long Term Residents span the upper end of the upper-lower
class through the lower segment of the lower-middle class; and Hispanic
Natives are comprised of over-privileged lower-middle class consumers as
well as all upper-middle class consumers, To the extent that such social
class correlations remain stable, traditional social class theory and stra-
tegy may then be applied to the explanation of Hispanic consumer behavior.

The transitory nature of New Arrivals may make them ideal candidates for
relatively inexpensive non-durables and other high repeat purchase products,
particularly those which are not tied to other durables--e.g., beer or hand
soap but not detergent. Residents in Transition may be the key marketing
segment, primarily because these consumers are literally in the process of
establishing new buying habits; therefore, these consumers may be particu-
larly attractive to marketers of products which tend to encourage high brand
loyalty. Long Term Residents possess the greatest proportion of opinion
leaders; it would be reascnable to give them priority consideration when
introducing new products and brands. Finally, Hispanic Natives, in most in-
stances, should probably not be singled out as Hispanics; rather, they should
be appealed to as part of the primary culture. On the other hand, it is ex-
tremely important that marketing efforts do not alienate these consumers as
Hispanics; for although they have physically left the Hispanic community,
they retain strong emotional and communication ties with it.
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TELEFHONE PSYCHOGRAFHICS
ABSTRACT

Dr. Jerry Thomas
San Jose State University
Marketing/Quantitative Studies

Non-traditional mediums of shopping have experienced tremendous growth dur-
ing the past two years. Consumer values concerning leisure time, energy,
and multiple family incomes, as well as increases in crime and other current
characteristics, have contributed to this expansion in non-traditional shop-
ping mediums. A subset of these mediums is telephone shopping.

The objective of this study was to enumerate a national psychographic pro-
file concerning toll-free telephone shopping. The need for the study evolved
from the limited, localized, and conflicting results of research prior to
"Psychographics of Telephone Shopping."

Limitations of the study included (1) the spurious and unproven relationship
between consumer attitude and behavioral intent, (2) the restriction to
female heads of household as the only respondents, {(3) the limited number of
hypotheses tested, (4) the assumed error inherent in stochastic models, and
(5) the relatively limited existing body of research concerning telephone
shopping.

The method implemented was an extension of Martin Fishbein's attitude model,
where A = Bia.. The belief and evaluative aspect data were compared with
the attitude oﬁject through a multivariate linear regression analysis, where
Y=A+BX +BX,+ ... +BX . Further quantitative investigation was
accomplis%eé by dnalysis of varTlance and correlation coefficient calcula-
tions. Additional quantitative explanation was developed through an ortho-
gonal rotation factor analysis.

The sampling frame consisted of all residential Bell Telephone Company sub-
scribers in the continental United States. The sample was stratified by
West, North-Central, South, and Northeast regions. Sample data was collected
from over 1300 respondents.

The test instrument consisted of a closed-end, telephone questionnaire.
Three pilot tests were drawn to validate questions concerning the one de-
pendent and twenty-one independent variables. A Likert, summated, rating
scale was used to record attitude responses.

The empirical frequency analysis indicated that the stratified regions were
homogeneous in responses to the dependent and independent variables. Only
slight variation existed. Favorable agreements existed in the perceptions
toward enabling a post-peint-of-purchase sale (89 percent), expanded shop-
ping area (85 percent), enabling purchases not justifying a trip to the store.
(79 percent), and propensityv to use telephone shopping in the future (75 per-
cent). Lower responses were recorded in perceptions concerning paying
slightly more for a product using the telephone shopping medium (52 percent),
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the likelihood of purchasing a product for the first time using the telephone
{33 percent), and that telephone shopping provides better access to knowledge-—
able sales perscnnel (45 percent). The demegraphic characteristics of the
respondent most likely to use telephone shopping in the future are that she

is a non-metropolitan, a female head of household larger than three, between
the ages of eighteen and forty-four, and has a higher than average income

{(but not strongly so).

The inferential analysis presents four key factors, inciuding several inde-
pendent variable characteristics which explain the propensity of consumers to
use telephone shopping in the future. First, the convenience and efficiency
resulting from telephone shopping is the major facter which is related to a
positive attitude toward using the medium. Second, consumers were responsive
toward the increased product awareness and availability associated with tele-
phone shopping. Next, the respondent was encouraged by special announcements
from retailers concerning sale and special items. Last, the consumer per—
ceived an inverse relationship between the availability of effective public
transportation and the use of toll-free telephone shopping.



TABLE 1

The Relative Importance of Selection Variables
For All High School Samples (N = 488)

Mean Value

Factors (Highest Score=4) Rank
Offers What I Want to Study 3.73 1
Quality of Faculty 3.63 2
Prestige of the Department in

which you intended to Major 3.51 3
Employment Opportunities after

Gradueation 3.47 4
Variety of Courses 3.43 5
Academic Standards 3.39 6
Tuition Costs 3.30 7
Helpfulness in Finding Career

Employment 3.27 8
Financial Aid Plans 3.13 9
Geographic Location 3.07 10
Prestige of the University 2.99 11
Flexible Academic Programs 2.99 11
Campus Appearance 2.96 13
Intellectual Environment 2.94 14
Admission Requirements 2.94 14
Social, Academic Mix 2,93 16
Student Social Life 2.92 17
Ideals of University 2.90 18
University Housing (Facilities,

Requirements, etc, 2.87 19
Type of Students Attending 2.82 20
School Spirit 2.80 21
Tradition of University 2.78 22
Close to Home 2.63 23
Size of University (Number of

Students) 2.61 24
Climate of Geographic Area 2.56 25
Intercollegiate Athletic

Programs 2,55 26
Reinforcement from Peers 2.33 27
Desire to Leave Home 2.26 28
Friends Attending 2.19 29
Expected by my Family 2.18 30
Fraternities/Sororities 2.02 31

University Religious Affiliation 1.87 32
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INTERNATIONAL MARKETING'S POTENTIAL FOR DOMINANCY IN
PREPARING FUTURE MANAGERS WITH WORLDWIDE PERSPECTIVES

Robert A, Lenterg, Ph.L.
R. 0. Anderson Graduate School of Management
University of New Mexico

International Marketing should be the spearhead for the international in-
volvements of business firms. "Multinational marketing is both a major cor-
porate opportunity and an important means of ensuring corporate survival®
(Keegan 1980). This spearhead must emphasize the vital functions of market-
ing management. All of which constitute crucial components of effective
Strategic Corporate Planning. To be most effective, the International Mar-
keting endeavor must be holistic and system-oriented reflecting the alterna-
tive ways business firms may become involved internationally,

Pressures from Top Managers to Internationalize Training of Future Managers,
During 1981, a proliferation of articles appeared in U,S. pericdicals report-
ing numerous top managers' highly critical observations of the curriculum
used by business schools to train potential future managers, Virtually every
business school has been either directly or indirectly under extreme criti-
cism., Not since the Gordon and Howell and the Pearson reports in 1959 has
there been such focused criticism. Now, the critical focus is on two highly
publicized deficiencies, namely, the lack of adequate emphases on {a) formal
Strategic (long-range) Corporate Planning from a top management holistic
perspective and (b) the international dimensions of management. If properly
perceived, international marketing has a crucial leadership role in allevi-
ating these criticisms.

Pressures from AACSB to Internationalize Training of Future Managers. By
1973, about 200 U,S., business schools were offering some international bus-
iness courses. However, most U.S3, business students were graduating without
any significant exposure to any aspect of international business, In 1974,
the AACSB made the following change: "The purpose of the curriculum shall
be to provide for a broad education preparing the student for imaginative
and responsible citizenship and leadershlip roles in business and society--
domestic and worldwide"--the change was the addition of the three underlin-
ed words (Nehrt, et al, 1981}. Then in 1978, the AACSB published: "Schools
of business and management should demonstrate a basic awareness that busi-
ness in general extends beyond our country’s boundaries. The curriculum
should demonstrate a sensitivity to international dimensions and that expo-
sure to international business will be available in the curriculum" (Nehrt,
et al, 1981). Next, in June 1980, the AACSB stated: "There is no intention
that any single approach is required to satisfy the 'worldwide' dimension

of the curriculum standard, btut every student should be exposed to the inter-
national dimension through one or more elements of the curriculum" (Nehrt,
et al. 1981). Subsequently, in October 1981, the AACSB published the mono-
graph Case Studies in Internationalization of Business School Curriculum

(Nehrt, et al, 1981).

Of the six different approaches for internationaligzation generally accepti-
able to the AACSB, two are probably most feasible, if adequate faculty are
available: (a} If a semester course in international business is part of
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the "core," the minimum international content is undoubtedly being covered,
(b) If a school has courses in international marketing, finance, management,
and accounting, and students majoring in any of these fields are required to
take the international course, the requirement would appear to be satisfied,
However, students not majoring in those filelds would also have to take one
of the courses, or some other acceptable international course,

Pressures for University Multi-Digciplinary Approach to Internationalization.
Numerous university deparimentis, such as economics, political science, geog-
raphy, languages, scciology, history and cthers, have become interested in
involvements in the AACSB internationalization process. Relatedly, I made a
principal presentation at the January 28-29, 1982 national conference on
International Business and International Studies: Latin American Prospects
and Concerns. Also, the Council for International Studies and Programs of
NYC is sponsoring 3-year projects in 40 U.S. colleges to introduce more in-
ternatiornalization into all degree programs. These efforts may lead to
greater collaboration with academicians in disciplines outside of business
administration,

Implications for International Marketing's Role in Internationalization.
Probably the other strongest contenders for leadership roles in internation-
alization are finance and accounting, plus the general international busi-
ness course, Thus, a fleeting opportunity exists for marketing faculty to
spearhead internationalization and also enhance their role in Strateglc Cor-
porate Planning. Further, in support of International Marketing, the firm's
first major consideration in internationalization is typically whethsr or
not its present and future products and services have viable international
markets, And with growing nationalism and more restrictions on foreign own-
ership and control, direct investment may wane and marketing may become more
dominant as the primary mode for international corporate involvements,

However, as International Marketing competes for the spearheading role, its
activities will be more critically scrutinized, except for decisions regard-
ing channels of distribution and promotion. Thus, considering the potent-
ial impacts of pricing decisions on possible allegations of dumping, appro-
priateness of transfer pricing, and profit and tax considerations, the ac-
counting, finance and legal disciplines may contend for more responsibility.
Similarly, in determining products and services the firm will offer, manu-
facturing/production management and research and development academicians

may desire to be dominant, Yet, if the holisitic approach to International
Marketing's involvement in the strategic future of the firm is adequately em-
prhasized, International Marketing may soon become the dominant activity in
internationalization, Still most business schools and colleges have neither
responded to the challenges of top management's demands for internationaliz-
ation nor to the AACSB's intent, International Marketing probably provides
the greatest latent potential for spearheading the internationalization; and
it may be able to realize considerable support by collaborating with other
academicians within the greater university to reinforce its spearheading role.
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AN EXPERIMENTAL EVALUATION OF THLE EFFECTS OF A VERIFTABLE
AND A NON-VERIFIABLE DECEPTIVE CLATM ON CHILDREN

Stephen D. Calvert
Associate Professor
University of San Francisco

David T. Waterworth
Special Projects Officer
AT&T, San Francisco

Although concern as to the effects of advertising directed toward children
can be traced to the Toy Advertising Guidelines of 1961 (adopted by the
National Association of Brecadcasters), academic research in this area is
relatively recent. The necessity for investigation in this area stems from
the generally accepted premigse that children are a segment of societyv deserv-
ing special protection in many areas - alcohol, automobile usage, mcovies,

etc.

The specific fear of advertising centers around the unequal skills of the
child for processing commercial messages relative to the high level of per-
suasive skills of the typical advertiser. Additionally, there is concern
over potential parent-child conflict over products to be purchased_and a
feeling of socializing children in an overly materialistic manner. This
becomes an extremely cogent issue considering that the average child views
over 30 hours of television a week.? Estimates have ranged to as many as

20,000 commercials a vear.

Further, concerns have been expressed over deceptive advertising aimed at
children and its potential effects.” This study investigates the effects
of potentially misleading/deceptive claims on children and is intended as a
pilot study to help in further investigation in this area.

METHODOLOGY

Two age groups of children (ages 7 - 8 and ages 11 - 12} were exposed to two
deceptive claims about a popular cereal marketed to children. The conven-
ience sample was selected from a middle class west coast grade school con-
sisting of two second grade classes and two sixth grade classes. One of
each grade level was selected for exposure to the experimental treatment
variable, the other classes were chosen as control groups.

The treatment variable consisted of three exposures to each deceptive claim
and product trial immediately following. Although a convocation setting
was used, the treatment variable (deceptive claims) itself was placed in a
natural setting consisting of four pages of cartoon material of interest to
children. Of course, the true purpose of the study was disguised by indi-
cating to the children that they would be asked questions concerning the

material they had read.
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One deceptive claim stated that the cereal product was nutritious (non-
verifiable through product trial). The other deccptive claim stated that
the cereal tasted like "'chocolate chips" (verifiable through product trial).

Comparisonsg between experimental groups and control groups did not indicate
a statistically significant difference; thus, belief formation was not evi-
dent. However, the analysis between age groups (2nd graders and 6th graders)
indicated statistically significant results for the two beliefs as related
to the deceptive claims. Additionally, a third belief indicating that the
cereal was "a good part of a complete breakfast™ (a theme used by the cereal
tested and many other cereal producers) revealed a statistically significant
result. The direction for all three beliefs was in the predicted directiom:
the younger childrens' belief scores were stronger.

The results with respect to the two deceptive claims may indicate that the
older children are more skeptical than the younger children; or, perhaps,
that they are not as readily predisposed to respoend as positively to ques-
tions. The results of the third belief (the currently running theme) may
also indicate a greater sophistication in evaluating commercial messages.

SUMMARY AND CONCLUSIONS

Even though the Federal Trade Commission under pressure from the current
administration has indicated that it will not pursue regulations concerning
advertising directed toward children, the necessity for a better under-
standing of its effects must still be investigated. If this investigation
clearly indicates a special vulnerability to commercial messages (deceptive
or not} as a matter of public policy we should all be concerned. In parti-
cular, if commercial messages concerning health, safety and nutrition are
found to be deceptive, then, perhaps, the necessity for government inter-
vention becomes clearer.

ENDNOTES
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3. Adler, Richard P. et al (1980), The Effects of Television Advertising
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THE EFFECTIVENESS OF FEMALE NUDITY IN ADVERTISING

rorden L. Patzer
University of North Dakota

Today we are more aware of the "role of women" than at any other time.

This awareness has called attention to the treatment of women in our
society in general, and specifically, of the treatment of women in adver-
tising. One criticism levied against advertisers is their use of partially

nude females.

Although female nudity appears to be increasingly employed in advertising,
little scientific evidence exists in regard to its effectiveness. Because
huge amounts of money are expended by advertisers, a primary goal of
advertising research must be to identify facters which influence advertising
effectiveness. The lack of research on nudity-based advertising should be
of utmost concern to advertisers, because as well as moral and philosophical
questions, there is the reality of "financial consequences." The focus of
this paper is not on the moralistic issues, but rather, the focus is c¢n the
test of these opposing hypotheses regarding advertising effectiveness as a
function of female nudity.

CURRENT STULY

This experiment investigates the influence of partially nudes female com-
municators on advertisement effectivensss, as measured by attitudinal
measures. The independent variables are (1) the partially nude and clothed
condition of a female communicator, and (2) the sex of the receivers (male
and female). The dependent variables are measures involving attitudes
toward the advertisement, the product, and the communicator.

The basic hypothesis tested was:

An advertisement with a partially nude female communicator will be
more effective (for each of the cognitive, affective, and conative
attitude components) than with a clothed communicator.,

The theoretical support for this hypothesis is Festinger's distraction
theory. The partial nudity of the communicator is expected to serve as a
distraction which reduces the ability of a receiver to generate internal
counterarguments. Therefore, the persuasive attempt is more effective than
when no such distraction (i.e., clothed commmnicator) is presented.

Manipulation of the appearance condition was achieved by use of two black-
and-white photographs. These photographs involved a professional photog-
rapher and a professional model. The partially nude condition presented
the commnicator in a blouse which was cpen to her waist and which exposed
a substantial portion of her breasts. The clothed condition presented the
communicator in a buttoned bleouse that in no way revealed any portion of
her breasts.
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Materials. The materials consisted of three pages: an introduction, an
advertisement mock-up, and a response form., The introduction page thanked
the subject for participating, gave instructions, and assured total ano-
nymity of the subject's responses. The advertisement mock-up page pre-
sented a phote of the communicator combined with typical copy for a new
body scap. The advertising copy was written by an advertising practiticner.
The response page used a seven point semantic differential scale to assess
affective, cognitive, and conative atiitudinal effects of each advertisement

condition.

Potential subjects (at & major university library) were randomly approached,
and asked if they would mind tsking a few minutes to participate in a
marketing communications study. Upon approval the subject was handed the
materials and instructed to read the first page. The data from a total of
6C randomly selected subjects (controlling for equal cell size) were used.

Analysis. Consistent with earlier studies, the data were subjected to
factor analysis. The appropriate multiple measures feor each attitudinal
component were summed and averaged to attain a single score for each com-
ponent. Analysis of variance was performed for each set of affective,
cognitive, and conative component scores. T-tests were performed on each
measure to investigate differences between groups.

RESULTS

The basic hypothesis that a partially nude female commnicator will be
more effective than a clothed female communicator received mixed support.
The data for the male receivers are supportive of this hypothesis, but the
data for the female receivers are not.

Cognitive. Analysis of variance indicated that the partially nude and
clothed conditions were not significantly different, while the sex of the
receivers was significant for the cognitive attitude component. The
cognitive component for the partially nude condition was significantly
higher for males than the clothed condition. The effect was opposite for
females.

Affective. Analysis of variance performed with the affective component
scores indicate significant main effects for the appearance conditions and
the sex of the receivers. The affective measures of the males were signif-
icantly higher for the partially nude versus the clothed communicator. The
affective scores for the females were in the same direction as the males
but were not significant.

Conative. The results of the conative attitude component are comparable

to the cognitive results. The appearance conditions were not significantly
different while the difference between the sexes was significant. The
partially nude condition preoduced significantly higher conative measures
for the males and significantly lower measures for the females, than the
clothed condition.
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THE GROCERY SHOPPING CHARACTERISTICS OF THE SINGLES SEGMENT:
SOME PRELIMINARY FINDINGS

Brian F. Harris and Michael K. Mills
University of Southern California

Recently, increased marketing attention has been focused on the growing
size and purchasing power of the "singles" market. The research summarized
in the paper examines how the attitudes, opinions, and store preferences of
840 single (unmarried) shoppers in the 20-35 vear old age group relate to
their grocery shopping behavior.

A single is defined as an unmarried perscn, living alone, with another
unmarried person or persons, or with children. Over the past fifteen
years, the singles segment has shown rapid growth. In 1979, e.g., singles
in the 20-35 year old age group accounted for 25 percent of the U.S. adult

population.

The study examined three issues that relate to the grocery shopping behav-
ior of single consumers. These were (1) attitndes toward grocery shopping,
(2) the factors important in the store selection process, and (3) the
impact of these factors on grocery shopping behavior.

Data were collected from 840 single consumers who were randomly interviewed
at 42 supermarkets in the (reater Los Angeles and Orange County areas in
April-May, 1981. The stores provided a representative geographical and
demographic coverage of the 20-35 year old singles population in this
market. The singles responded to 74 questions most of which employed 5
peint Likert-type scales.

The results indicated that singles are very time-conscious and are a less
price-conscious segment, which is reflected in their lower use of coupons
and the lower levels of importance given to price-related factors in the
selection of a supermarket. They are a highly mobile group, more likely to
change supermarkets frequently. They are also nutrition-conscious, evident
from the high priority given to fresh produce in selecting a store.

The results, however, cast doubt on some commonly held perceptions of
singles. They are not heavy patrons of the hot food and deli specialty
departments found in supermarkets. Singles, also, way not be as innovative
as commonly believed. They have not overwhelmingly accepted the new scan-
ner checkout technology and they do not seem to be highly innovative in
trying new products.

The stinly indicated many singles make most of the specific decisions re-
garding actmal products and brand choices in the store. As a result,

singles are likely to be impulsive shoppers. 1In the selection of a store,
singles overwhelmingly prefer to shop in one larger store. As supermavkets
get larger in response to one-stop shopping strategies, singles are une

group likely to be supportive. Singles, however, do not appear to be
attracted to many of the service departments (e.g., hot food delis, in-
store bakeries, etc.) that these larger supermarkets contain. There also
seems to be little interest in purchasing specialty products (e.g., auto-
motive supplies, albums and tapes) in supermarkets. Most singles appear to
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perceive supermarkets basically as places to purchase more traditional
grocery products.

The study suggests that supermarkets need to make changes if they are to
more effectively meet the needs of the single shopper as a large percentage
of the singles interviewed believe that supermarkets are not presently
doing a good job in meeting their needs. Singles will continue to become a
more important segment for grocery retailers and manufacturers through the
1980s and 1990s. The results of the study suggest that popular stereotypes
of younger singles might need to be reassessed if grocery product marketers
are to more effectively meet the needs of this rapidly growing and affluent
segment.
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MARKET SECMENTATION WITHIN THE COURTROOM:
AN EXTENSION OF THE SOCIAL MARKETING CONCEPT

Scott M, Smith
Cepartment of Business, Brigham Yourg University

The concept of social marketing has received much research attention in the
last decade with the marketing literature now reflecting this extended
perspective (Hunt 1976). Examples abound where the application of the
marketing concept and its methodologies have improved both the programs and
the financial support of non-profit and public organizations,

In spite of our expanded marketing orientation, the market analysis of the
legal system has been largely neglected. Darden, Darden, and Kiser (1981)
reviewed the marketing literature and found little evidence that marketing
concepts were in application. This problem is one of the lack of a market
planning process within the legal system.

The market planning process as applied to the legal system is important by
merit of its breadth of impact, ranging from the distribution of services
to the planning of services to be offered. ILegal markets must be defined
and segmented, positioning strategies must be developed for the services
offered, and effective pricing distribution and communications strategies
must be developed for the targeted market segments.

The purpose of this paper is to create an awareness of the domain for
marketing applications within the legal system. This domain extends from
the marketing of legal services to the analysis and identification of
attitudinal segments present within the jury.

In order to gain perspective, we must recognize that firms have long gained
competitive advantage through the use of wmarket planmning and evaluation
techniques. The application of marketing techniques to the evaluation of
legal problems and strategies produces as similar advantage. The
identification of jury segments that are faverable to a client provides a
considerable advantage in directing jury selection, argument formation, and

trial strategy.

The interface between market analysis and legal planning occurs at several
distinct points din the strateglc decision making process. The
representativeness of the prospective jury, as evaluated through the
perceptions held by the prospective jury, underly each of these strategic
decisions. The specific decisions that may be influenced by such a market
analysis include:

1. The decision to settle a case out of court prior to trial, where
a pretrial analysis of the behavioral intention of prospective jury members
will aid in making this decision.

2. The determination of the most effective way to question and
evaluate prospective jurors during the process of selecting the jury.
Effective questioning creates a least favorable jury through the process of
selectively excusing unfavorable proapective jurors, Given a disposition
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to excuse a prospective juror, counsel may pursue a line of questioning
that demonstrates bias in the prospective juror and leads to the judge
dismissing the juror through the issuing of a "challenge for cause". 1In
the event that a challenge for cause is not supported by the court, one of
a limited number of preemptive challenges may be issued, where the juror is
excused at the discretion of counsel,

3. The determination of the trial strategy that is most advantageous
to the case. The detailed understanding of attitudes held by the impaneled
jury is a necessary prerequisite for developing and presenting arguments
that are maximally persuasive, but not so extreme as te be rejected by the
jury as untennable,

4, The evaluation of the decision to appeal given an unfavorable
verdict. If the jury is sufficiently non-representative of the community,
jury analysis may show that prima facie evidence of bias exists.

The legal precedents surrounding the jury representativeness issue provide
a basis for recognizing the concept of a Jjury segment. This concept has
been discussed and demonstrated using a2 survey of 1,000 prospective jurors
to demonstrate an application of market analysis techniques,

The application of market segmentation methodologies is of key importance
in making a serjies of strategic legal decisions that are faced by the
business community. These decisions extend beyond the evaluation and
selection of the jury, to include determining the trial strategy most
likely to result in attitude change, and the evaluation of the post trial
decision to appeal a court decision.

Broadening the application of segmentation methodologies as detailed above,
leads to an inventory of attitude and behavioral predispositions held by
each jury segment. Effectively used, this information base provides the
necessary details to plan arguments, te plan points of emphasis, and to
form a logical progression of the case arguments. The strength of this
apprecach is in the indication of which attitudes can be most readily
changed, and the degree of attitude change that can be expected.

The application of these techniques that enhance legal decision making has
produced a string of acquittals and hung juries that would have occurred
with no more than a .00004 probability by chance (this assumes a 50-50
probability of a given verdict on each case). Such results mean that the
firm will increasingly be confronted by these methodolegies, especially
where significant monetary settlements or ideological issues are at stake.

The dentification of this information through segmentation of a jury has
been shown to lead to the monitoring and to some extent the control of the
jury selection process in that the representativeness of the impaneled jury
is alsc impacted, raising serious ethical considerations.
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Advertising As The Manager Sees It!

-

Utitizes a managerial approach that puts students in a posi-
tion to intelligentty plan and control an advertising program.

ADVERTISING: Planning, Implementation, and Control,
Second Edition, is arganized around a central theme: how
to prepare a sound advertising pfan. It provides insights into
dealing with the many specialists serving the advertiser.

The Second Edition covers contemporary advertising topics
including social responsibility of advertising, comparative
advertising, advertising designed for children, advertising
and the First Amendment, deregulation, and corporate
advertising.

Product positioning is recognized as a key toal in directing
an advertising effort. Consumer behavior, quantitative
approaches to budgeting, and computer-assisted media-
selection models are treated in an up-to-date manner,
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Examines The Entire
Marketing Environment

An introductory text that teaches the basics of marketing
by putting students in the driver’s seat—providing them . «-;‘L‘;;
.

with a marketer’s view of the marketing effort. e

MARKETING: An integrated, Analytical Approach,

Fourth Edition, thoroughly integrates each aspect of mar-
keting theory: marketing and its environment, buyer
behavior, science and strategy in marketing, marketing Ma {f@g‘ﬂd

functions, marketing institutions, and special aspects of

marketing.

Two appendices, one dealing with career oppeortunities in
marketing, and the other, a guide for case analysis, are
included.
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Marketing Management
In A Strategic Context

A book on the very threshold of the new
strategic planning age. A pioneering text
that discusses marketing management ina
strategic context.

MARKETING PLANNING AND STRATEGY
reflects the new effort among corporations to
reorganize their marketing processes so that more
emphasis is placed on strategic planning.

The text approaches strategic design from both
corporate and product/market viewpoints, with
particular attention paid to financial planning for
marketing managers. Major market, product, price,
distribution, and promotional strategies are
highlighted—and their importance to the strategic
planning process is emphasized. A thorough
examination of the experience curve concept, the
Profit Impact of Market Strategy (PIMS)

study, and product portfolio management

is also presented.

This dynamic new text includes ideas generated by
such highly regarded strategy development
consultants as the Boston Consulting Group,
McKinsey & Co., and Arthur D. Little, Inc. Itdraws ~ Supplementary Item: Instructor’s Manual
upon the experiences of many large and small

companies and cites them throughout the book as Author:

illustrations. Five free-standing, comprehensive Subhash C. Jain, University of Connecticut
cases of approximately 20 pages each integrate

theory with practice.

Written for advanced undergraduate and graduate
marketing students, this text presents the material
in an analytical, thought-provoking manner which
has been classroom tested to insure its readability
and effectiveness.
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