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ABSTRACT

The Effect of Environmental Turbulence and Innovativeness on the Breadth of Marketing
Research Activities Within Firms

Rania ljhaish

Recent research efforts on marketing research processes within organizations have suggested
that environmental and organizational factors have a significant effect on the Breadth of
marketing research activities within organizations. Based on a comprehensive review of
literature on research utilization and organizational science, hypotheses were developed on the
effect of environmental turbulence and innovativeness on the breadth of market research
activities within organizations. Research hypotheses were tested through data that was
collected for the purpose of this study from a random sample of senior marketing executives. A
mail survey of a self-administered questionnaire resulted in 128 responses. The results of a
stepwise regression analysis show that environmental turbulence and innovativeness are
significant predictors of the breadth of market research activities. This study provides the first
empirical support to the effect of these variables on the breadth of marketing research activities.
Some limitations decrease the generalizability of this study. Directions for future research on

marketing research activities within organizations are presented.
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CHAPTER 1

INTRODUCTION

A growing concern over the past few years among academicians and practitioners has
been to understand the major determinants and impediments related to information collection
and utilization in organizations (Starbuck 1976; Huber and Daft 1987, Glazer 1991; Menon
and Varadarajan 1992; Glazer and Weiss 1993). The Marketing Science Institute (MSI) lists
"improving the utilization of market information at the very top of its research priorities for the
1990's (Marketing Science Institute 1990). This concen stems from the notion that the
organizational effectiveness depends in large on the amount and quality of information available
to its decision-makers (Sinkula 1990).

Information is argued to create a sustainable competitive advantage by increasing the
speed of decision-making, reducing uncertainty, improving decision-making results and
identifying innovation opportunities (Day and Wensley 1988). The importance of information
has been accelerating enough for scholars to consider it the lifeblood of the organizations (Daft
1992) and to view it as a primary organization resource (Peterson 1982).

In the marketing discipline, business and marketing scholars have long articulated that

to be market-oriented and to gain competitive advantage, firms are presumed to rely heavily on




information pertaining to all aspects of the environment they operate in (Porter 1980; Day and
Wensley 1988; Kohli and Jaworski 1990; Narver and Slater 1990). This is particulaily true for
marketing managers who are encountered with a greater amount of uncertainty in their
decision-making given that the tasks of the marketing function encompass rapid change as well
as multiplicity and complexity of factors to be considered in decision making (Shelly 1991),

Marketing information sources for marketing managers are diverse in their scope and
complexity (Sinkula 1990). The most popular of these sources are marketing research, decision
support systems and expert systems (Cravens 1991), what is known as the Marketing
Information System (Kotler 1984).

The collection and use of information generated by marketing research has gained
"center-stage status" by marketing decision-makers in their efforts to become more competitive
and market-oriented ( Sinkula 1990; Menon and Varadarajan 1992). Kohli and Jaworski
(1990, p.6) state that the "organization-wide generation of market intelligence. .., dissemination
of the intelligence..., and organization-wide responsiveness to it" are the critical elements of
market orientation. The growth of the marketing research industry of near 15% per year
(Sinkula 1990), and the increasing attractiveness of external marketing research to
organizations (Marketing News 1987) are indicative of the growing recognition among
scholars and practitioners of the importance of market-research generated information. Urban
and Hauser (1993) articulate that "in the 1990's market research will be increasing in
importance” as American, European and Japanese companies are viewing it as the most

important technology for marketing,




Accordingly, understanding the breadth of marketing research activities within firms
and the factors that motivate marketing decision-rakers to engage in marketing research is an
increasingly important area of research especially that the general consensus seems to be that
our current understanding of this area is less than adequate (Sinkula 1990; Menon and
Varadarajan 1992). This importance is heightened in view of some controversy over the status
of marketing research for decision-makers as some studies have indicated that marketing
research is seldom carried out (Robinson and Pearce 1984), and in many cases, is not perceived
as a valuable source of information (Bellenger 1979, McDaniel and Parasuraman 1985).

In this study we attempt to contribute to the current understanding of marketing
research, as a managerial decision-making tool, by examining the breadth of marketing research
activities and the factors that may motivate it. The breadth of marketing research activities in
our study refers to the number of marketing research activities that are conducted across a
multitude of decision-making areas. Based on their information need, managers may engage in
a breadth-strategy of marketing research, by which they carry out research in a multitude of
areas, or may choose to pursue a depth approach, by which they limit their research activities
to one or few areas of decision-making. The choice made by managers with respect to their
marketing research strategy as well as the factors that may explain this choice is of utmost
importance as marketing managers are confronted with a vast multiplicity of areas in which
they can conduct research and our current understanding of their choice process is very

minimal. This could be of particular benefit to marketing research providers as it provides them




with an understanding of their clients' needs and consumption behavior of the "marketing
research product.”

Alarmed by th= potential negative consequences of ignoring marketing research, a main
medium of transmitting the voice of the market (Zaltman and Barraba 1991), some researchers
have embarked their work in the past decade to understand the factors that are associated with
various market research-related issues (Deshpande 1979; Deshpande and Zaltman 1982, 1987,
Cheng et al. 1986; Lee et al. 1987, Kinnear and Root 1988; Perkins and Rao 1990; Sinkula
1990; Menon and Varadarajan 1992).

Despite the richness of the literature on the factors that effect the collection and
utilization of marketing research in organizations, a recent critical state-of-the-art review
(Menon and Varadarajan 1992) concludes that the potential impact of the environmental
factors on marketing research activities (as part of marketing knowledge) has been largely
ignored by researchers despite its theoretical and practical significance.

Thus, this study proposes to examine the effects of environmental turbulence on the
breadth of market research activities within firms. Environmental turbulence makes the external
developments and change in the environment unpredictable (Khandwalla 1977, Daft 1992),
This lack of predictabilicy of environmental forces is expected to increase managers' need for
conducting marketing research across verious decision areas as they attempt to reduce
uncertainty and predict future actions and changes in their environment.

Also, the effect of the degree of the innovativeness of the firm on the breadth of

marketing research activities will be examitd. Innovativeness is an important organizational




factor that is documented for its impact on information collection activities (Daft and Becker
1978) yet it has not been addressed in the past stream of studies on marketing research. The
degree of a firm's innovativeness is expected to influence the breadth of marketing research
activities as managers are likely to gather information, seek new ideas, and consequently,
engage in market research activities on a broad scale when operating in the boundaries of a

pro-innovation culture (Zaltman et al. 1973; Zaltman 1986).

Objective of this study.
The purpose of this study is to assess the effect of environmental turbulence and
innovativeness on the breadth of marketing research activities, that is, on how much is done

across different areas of decision-making.

Significance of this study.

1. This study is the first to introduce and examine the breadth concept in a marketing
research context.

2. The proposed variables have not been examined before by researchers in the area for

their effect on marketing research activities.




CHAPTER 2

BREADTH OF MARKETING RESEARCH ACTIVITIES

This chapter discusses the various issues related to the definition and
measurement of breadth of marketing research activities. A review of the
factors associated with marketing research activities within firms is also

presented.

Growing attention has been directed to issues related to the management of marketing
research information (Deshpande 1979, Deshpande and Zaltman 1982, Sinkula 1990, Menon
and Varadarajan 1992). Marketing research is conceptualized here following the definition
offered by the American Marketing association of marketing research being:

"the function which links the consumer, customer, and public to the
marketer through information-information used to identify and define
marketing opportunities and problems; generate, refine, and evaluate
marketing actions; monitor marketing performance, and improve

understanding of marketing as a process."” (Bennett 1988)




Marketing research information could be obtained by collecting existing information in
the firm, using standardized research services or conducting special research studies (Cravens
1991).

Marketing research plays a vital role for firms in implementing the marketing concept
and becoming market oriented (Kohli and Jaworski 1990; Slater and Narver 1994). Kohli and
Jaworski (1990, p.6) state that the "organization-wide generation of market intelligence...,
dissemination of the intelligence..., and organization-wide responsiveness to it" are the critical
elements of market orientation. Many authors (Kotler 1984; Churchill 1991, Zaltman and
Barraba 1991; Urban and Hauser 1993) have repeatedly stated that only through sound
marketing research is a firm able to effectively understand the markets it serves and the
competition it faces as well as clearly hear the voice of the customer to whom it caters its
products.

Whether marketing research activities are carried out for instrumental purposes, that is
toward specific decision-making situations (Rich 1977) or for conceptual ends aiming at the
general enlightenment of the manager (Weiss 1982), the strategic importance of marketing
research information is always stressed by business scholars (Deshpande and Zaltman 1982,
Sinkula 1990).

From this perspective, a systematic stream of research in the last decade has attempted
to provide a clearer understanding of the process of collecting and utilizing marketing research
(Deshpande 1979; Deshpande and Zaltman 1982, 1987, Lee et al. 1987, Perkins and Rao

1990, Menon and Varadarajan 1992). Some studies focused on issues related to the amoun,




sources, and/or types of marketing research (Cheng et al. 1986; Kinnear and Root 1988;
Sinkula and Hampton 1988; Sinkula 1990; Higby and Farah 1991), while other research was
aimed at understanding the factors that influence the ufilization of marketing research output
(Deshpande and Zaltman 1982, 1987, John and Martin 1984, Hu 1986, Menon and
Varadarajan 1992).

These studies have not addressed any issues related to the breadth of marketing
research activities. Most of their focus went to examining the use of a particular research
report by managers (Deshpande and Zaltman 1982). Sinkula (1990) points out that this stream
of research has focused mainly on profiling the use of particular piece of research and not the
extent or the breadth of marketing research activities. A review of the literature reveals a
consensus among marketing researchers in the area, that market research use construct has
been, to say the least, troublesome (Deshpande and Zaltman 1982, John and Martin 1984,
Sinkula 1990; Menon and Varadarajan 1992). Although research efforts have been directed
towards understanding it, great controversy and confusion surround this elusive construct,
enough for cautious researchers to question whether the use of market research was truly ever
measured (Sinkula 1990). This observation was mentioned in early work on the area
(Deshpande and Zaltman 1982), and even after a decade by Menon and Varadarajan (1992).

Based on the past discussion, in this study 70 attempts are made 1o examine the degree
to which marketing managers use or incorporate marketing research in their decision-
making. Rather, the focus is on examining the dreadth of marketing research activities
conducted in firms.




Breadth of Marketing Research Activities

Breadth, in a general sense, is defined as "the openness, lack of restriction, especially of
viewpoint or interest.” (Collins Dictionary and Thesaurus 1987).

The breadth of marketing research activities, in this sense, signals information need in a
multitude of areas rather than a few limited areas as the manager is interested in information
pertaining to various areas of decision-making,

Theoretical foundations for conceptualizing marketing research activities along the
breadth dimension could be found in the consumer behavior literature as well as the marketing
strategy literature. In their study of information-search behavior by consumers, consumer
researchers (Bettman 1979, Ozanne et al. 1992) suggest that a main characteristic of
information search behavior is the breadth of this search; the number of attributes sought by the
consumer. Ozanne et al. (1992), for example, introduce a framework in which they suggest
that the amount of information search and processing can be characterized by breadth or depth.
While breadth of information refers to the number of different attributes that are acquired or
processed, depth of search and processing refers to the amount of search or processing
devoted to each attribute. In the marketing strategy literature, breadth versus depth strategies
have been introduced in the context of brand image management (Martin 1992). In this

context, breadth strategy means to base the brand image on addressing a multiple set of
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consumer needs while a depth strategy indicates that the image is based on a single set of these
needs.

In the context of marketing research activities, we propose that a breadth strategy is
present when marketing research activities are conducted in a multitude of decision-making
areas whereas a depth strategy is the case when marketing research activities are directed to
one or a few limited decision-making areas.

Decision-making areas for which information may be needed are multiple. Wind

(1982), provides an excellent summary of these areas by stating that:

"The product/marketing manager needs continuous up-to-date information
on consumers' behavior (awareness, attitudes, purchase, and usage
behavior), the marketing environment (wholesale and retail sales,
marketing efforts, and other relevant characteristics), competitive actions
(price, advertising, promotions, distribution), and other environmental
conditions (govemment regulations, economic conditions and forecasts,

technological innovations)."

Wind (1982) further argues that one way of responding to information need in these
areas of decision-making is to undertake marketing research as it provides a major set of tools
for product policy and is expected to lead to a reduction in the risk surrounding these various

decision areas and improve decision-making,
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Another framework to describe the decision-making areas for which marketing
research information may apply has been suggested by the American Marketing Association
(Kinnear and Root 1988). According to this framework, various marketing research activities
could be conducted in each of the following areas: Business/Economic Research and
Corporate Research; Pricing; Product; Distribution, Promotion; and Buying Behavior. This
framework corresponds largely to Kotler's (1984) framework of the components of the

marketing mix.

Thus, in this study, we attempt to examine the breadth of marketing research activities
across the decision areas suggested by the American Marketing Association (Kinnear and Root
1988). Furthermore, we are interested in examining the factors that may explain the breadth of
marketing research activities within firms. To this end, we next provide a brief summary of the
various factors that have been examined in past studies for their effect on marketing research
activities within firms. It is important to note that none of these studies have addressed the
concept of breadth of marketing research activities. Their research goals were dedicated to
understanding other issues related to marketing research processes in firms (i.e. utilization of
research output, utilization of external research suppliers). Yet, one can still draw on the theory
and findings in these studies, as these studies, like ours, attempt to understand the marketing
research component of decision-making within firms and the factors that surround issues
related to its use, source or, in our case, breadth. Thus, theory and research on factors that

effect use of research can be examined in this study. Sinkula's (1990) research lends support to
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our argument. while examining the extent of reliance on external market research suppliers, he
based much of his theory and research on findings and arguments drawn from the use of
marketing research ousput literature. Next, we present a summary of factors related to market
research activities within firms.

Marketing Research Issues Addressed in Past Research

Various factors were discussed and examined for their potential effect on marketing
research activities. Although research in this area started only in the past decade, it has covered
a wide array of issues pertaining to these factors. The most prevalent of these factors are
organizational factors (Deshpande 1982, Deshpande and Zaltman 1982), decision-maker's
characteristics (Lee et al. 1987, Perkins and Rao 1990), quality of marketing research
(Deshpande 1982; John and Martin 1984; Shrivastava 1987), and manager-researcher
interaction (Moorman et al. 1993).

With respect to orgamizational factors, organizational structure was studied by
Deshpande (1982), who found that brand managers were more likely to use marketing research
when operating in decentralized firms. The demographics of the organization were studied for
their potential effect on marketing research. Sinkula (1990) found that manufacturers as well as
more diversified organizations utilize external research suppliers with greater intensity than

service or less diversified firms.
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Individual characteristics of decision makers have received great attention by
researchers. Zinkhan et al. (1987) found that the decision maker’s risk aversion was the key
personality factor related to the use of marketit:g decision support systems. Perkins and Rao
(1990) examined the effect of various levels of experience on information use. They found that
more experienced managers are likely to search for more information, simultaneously
restricting themselves to only relevant information. Hu (1986) examined the difference between
managers and researchers in information utilization. He found that managers acted more
immediately on information than did the researchers, who tended to wait for more complete
information before they took action. One of the individual factors that have been found to
significantly impact marketing research use is the manager's prior beliefs or dispositions. Lee et
al. (1987) as well as Deshpande and Zaltman (1982) confirmed that the further the information
in the research is from the manager's prior beliefs or expectations, the less the use of
information.

With respect to the research characteristics, some attributes of the research report
were found to effect use of the information. Perceived technical quality of the research report
was found to have effect on use. Where higher perceived technical adequacy of the method
and analysis and higher satisfaction with the presentation of the data {tables, graphs, etc.),
higher utilization was reported (Weiss and Bucuvalas 1980; Rich 1977, Deshpande and
Zaltman 1982, Sinkula 1990). Interestingly enough, the importance of the quality of the

method has been found to be a function of how surprising the results are (Deshpande and
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Zaltman 1982). When research results are consistent with expectations, managers are less
inclined to pay attention to the research methodology than when the results are surprising.

The importance of manager-researcher interaction, or the dynamics of manager-
researcher relation has been the focus of the recent studies by Moorman et al. (1992; 1993),
who have reported results indicating that trust and perceived quality of interaction contribute
most significantly to marketing research utilization.

Cheng et al. (1986) presented a descriptive comparison of marketing research in the
Canadian and United states economies. Their findings indicate that although marketing

research in Canada has increased in scope and intensity, it still lags the American position.

The review of the literature shows that despite the richness of empirical research on the
factors affecting marketing research use in organizations, most of the focus was on the areas of
organizational/informational factors and micro-level factors related to the orientation of the
managers (Menon and Varadarajan 1992). No attempts have been found in the literature to
examine the effects of macro-level factors of the environment in which the firm operates.

In their recent critical state-of-the-art review, Menon and Varadarajan (1992) propose
a comprehensive mode! of organizational and informational factors effecting research use in
organizations. They highlight the direct and indirect effects of environmental forces on research

use and other organizational/informational factors that they propose in their model, and
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conclude that the potential impact of these factors, viewed along dimensions of complexity and
instability, has been largely ignored by researchers despite its theoretical and practical
significance. If we note the potential effect of environmental factors on other important factors
as organizational structure (Daft 1992) and the perceived complexity and uncertainty of the
managerial task (Duncan 1972; Daft et al. 1988), the importance of studying environmental
effects is heightened further.

Another conclusion of our review was the lack of studies, except for Menon (1989), on
the effect of the firm's innovativeness on its engagement in marketing research activities despite
the apparent theoretical significance of this relation. Menon and Varadarajan (1992) propose,
in their previously mentioned model, that the stronger a pro-innovation culture in an
organization, the greater the utilization of information in the organization. While some
researchers examined marketing research through the diffusion and adoption of innovation
theory, viewing marketing research as an innovation (Zaltman 1986, Sinkula 1990), few
attempts in the literature were made to link the extent of a firm's innovativeness to its
engagement in market research activities (Menon 1989).

Accordingly, this study attempts to address these two issues by examining the effect of
environmental turbulence and the firm's innovativeness on the breadth of marketing research

activities within firms,
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CHAPTER3

ENVIRONMENTAL TURBULENCE

This chapter presents issues related to the concept of environmental
turbulence and the theoretical relation between this construct and the

breadth of marketing research activities.

The environment in which a firm operates has been long studied by researchers due to
its potential effect on organizational structure and managerial-decision making (Hambrick
1983; Grinyer et al. 1980; Miller 1987; Day and Wensley 1988; Kohli and Jaworski 1990,
Slater and Narver 1994). Studies have reported results on the effects of environmental factors
on managers' need for information and the potential consequences of seeking and using this
information (Daft et al. 1987, Huber and Daft 1987). We discuss next the concept of

environment and its characteristics.

Definition of the Environment and Environmental Characteristics

Duncan (1972) defines the environment as "the relevant physical and social factors

outside the boundary of an organization that are taken into consideration during environmental




17

decision making" Early work on the environment and organizations has viewed the
environment as a single entity (Duncan 1972, Tung 1979). Most recently, studies have
attempted to conceptualize and measure the environment as composing of different sectors
such as the customer, competitors, economic and regulatory sectors (Hambrick 1982,
Bourgeois 1980; Daft et al. 1988),

The environment of an organization can be viewed as composed of two layers, each of
which is composed of various sectors (Dill 1958). The first inner layer is the task environment,
which includes sectors that have direct influence on the operations of the organization. Sectors
in this layer include customers, suppliers, competitors and technology. The outer layer is the
general environment, which is composed of the social, economic and regulatory sectors that
have indirect influence on the organization (Dill 1958). Because of its direct influence on the
operations of the organization, the task environment and the sectors it is composed of has been
the focus of organizational researchers (Aldrich 1979; Dess and Beard 1984; Miller 1987).

Researchers have proposed that the need for information is larger in the task
environment, specifically in the customer, competition and technological sectors (Huber and
Daft 1987, Daft et al. 1988). In their study of chief executive scanning activities, Daft et al.
(1988) found that these sectors of the task environment create greater uncertainty for chief
executives than the economic or regulatory sectors, thus increasing the need for information.

Organizational scientists have enriched the literature with a wide range of topologies on
the characteristics or dimensions of the organization's environment (Emery and Trist 1965,

Child 1972; Starbuck 1976; Aldrich 1979, Khandwalla 1977, Pfeiffer and Salancik 1978; Dess
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and Beard 1984). This wide range encompasses dimensions such as the uncertainty,
complexity, turbulence, munificence and capacity of the environment.

The most often discussed of task environment characteristics are environmental
uncertainty and turbulence (Dill 1958; Duncan 1972; Khandwalla 1977, Miller 1987). Huber
and Daft (1987) define perceived environmental uncertainty as the absence of information
about organizations, activities and events in the environment. Turbulence refers to the extent to
which the environment of an organization is rapidly changing, unstable, and unpredictable
(Emery and Trist 1965). Duncan (1972) has reported that high levels of turbulence were

associated with high levels of perceived environmental uncertainty.

Discussion

The review of the organizational literature have revealed a great deal of overlap and
duplication in the various dimensions used to characterize the environment, a conclusion that
has been stated by various researchers (Dess and Beard 1984; Clark et al. 1994). For example,
many researchers use the term “dynamism", "instability" and "turbulence" rather
interchangeably to refer to unpredictability of change (Dess and Beard 1984). Other
researchers confuse rate of change with turbulence, overlooking that urpredictability of
change is what makes an environment turbulent (Daft et al. 1988). An environment in which
change is predictable is not necessarily a turbulent environment (Milliken 1987). Some research

have treated complexity and turbulence as separate unidimensional constructs (Duncan 1972,
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Daft et al. 1988), while other researchers have articulated that turbulent environments are those
that are dynamic, threatening and complex, thus suggesting the multidimensionality of the
turbulence construct (Asnoff' 1979; Drucker 1980, Khandwalla 1977, Miller and Freisen 1982;
Miller 1987). Clark et al. (1994) provide a comprehensive review of the various attempts of
conceptualizing and operationalizing these characteristics and convincingly demonstrate the
observed overlap in past research efforts in the field.

Based on this review, and following mainly Khandwalla's (1977) and Miller’s (1987)
work, this research will examine perceived environmental turbulence as a major indicator of the
level of uncertainty about the external task environment. Thus, we define perceived
environmental turbulence in this sense as the amount, diversity, magnitude and unpredictability
of change in events that managers perceive in the organization's external task environment.

Slater and Narver (1994) state that environmental turbulence could be viewed as
composing of three subset constructs; market (customer) turbulence, competitor turbulence
and technological turbulence. This conceptualization comresponds largely to the
conceptualization discussed earlier of the task environment as composing of customer,
competition and technological sectors (Daft et al. 1988). Thus we further propose defining
customer turbulence as the amount, diversity and predictability of change in events related to
customers and their preferences, competitor turbulence as the amount, diversity and
predictability of competitor marketing activities; and technological turbulence as the amount,
diversity and predictability of change in product/ service technology.
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Environmental Turbulence and the Breadth of Marketing Research Activities

The degree to which organizations engage in environmental scanning, a process of
seeking and collecting information about events and relationships in a company’s environment
(Fahey and King 1977), depends largely on managers' perceptions of the turbulence in their
environments (Daft and Lengel 1986; Huber and McDaniel 1986). Daft and Lengel (1986)
state that "when the environment is perceived as hostile, competitive, and rapidly changing...,
the organization gathers more data about the environment (italic added).” Such data typically
includes information about customers, suppliers, competitors as well as socio-cultural and
technological trends (Fahey and King 1977).

Marketing research is considered an important tool for environmental scanning (Kotler
1984; Churchill 1991) Marketing activities in general, and marketing research activities in
particular are considered a principal mechanism for dealing with the uncertainty inherent in
turbulent environment (Khandwalla 1977). Daft (1992) states that "environmental conditions
of complexity and change create greater need for gathering information and to respond based
on this information.” He further argues that marketing research, assuming a boundary-spanning
role, is a major source of information as it links an organization with the key elements in the
external environment by detecting and bringing into the organization information about
changes in the environment in areas like trends in consumer tastes, new technological

developments, innovations and competitors' actions. Similarly, Davis et al. (1991) state that
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marketing, being a boundary function, is responsible for interaction with components of the
environment on daily basis, and as these components become more dy:amic and complex,
marketing is expected to receive greater attention in the firm. They have found in their study
that more turbulence is positively associated with the marketing orientation of the firm and its
information gathering activities (i.e. utilization of external marketing consultants and customer
surveys). They offer a convincing interpretation to their findings by stating that "as the
environment becomes more uncertain, managers react by implementing more marketing
activities such as collecting information about their customers and performing more internal
activities to become more market oriented (i.e. market segmentation to understand more about

specific needs of the customers)."

Based on the past theories and findings, and along the lines of research and theorizing
that has provided support for the relation between the environmental characteristics and the
amount and nature of information processing in organizations (Leavitt 1951, Gaston 1972,
Daft and Macintosh 1981, Daft and Lengel 1986), it is our expectation that the breadth of
marketing research activities will be positively associated with greater perceived turbulence in
the firm's task environment. Managers operating under conditions of unpredictable change are
expected to seek information and thus conduct research activities in a multitude of areas as the
uncertainty surrounding their operations makes their information need greater and across
various areas of decision-making as they cannot determine the areas of expected change nor its

direction.
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Thus, we hypothesize that:

H,: The Greater the Perceived Environmental Turbulence, the Greater the Breadth

of Marketing Research Activities.

Objective and subjective measures of environmental turbulence

When measuring organization environments, objective mezsures and/or subjective
measures could be used to assess the dimensions of interest to researchers. Objective measures
were defined as those that require only a "direct assessment of organizational properties
without any conceptual transformation” (Payne and Pugh 1976, p. 1128). Subjective measures,
on the other hand, require "direct assessment of organizational properties by instruments which
measure group perceptions.” (Payne and Pugh 1976, p. 1128).

Environmental turbulence could be measured objectively by examining rates of market
and technology change (Lawrence and Lorsch 1967) or changes in designs and deregulation of
industries (Miller 1993). While many researchers reported measuring environmental turbulence
objectively (Tosi et al. 1973; Snyder and Glueck 1982), their research efforts were severely
criticized for attempting to measure change, which does not necessarily entail turbulence, as
turbulence stems mainly from wnpredicability of change and not its occurrence per se
(Milliken 1987). Some research have even indicated that environmental change, when assessed
objectively, could be certain, predictable and following a forecastable pattem (Lenz and
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Engledow 1983), a status that characterizes the opposite of turbulent environments
(Khandwalla 1977).

An altemative measurement approach of environmental turbulence has been to assess
this construct through the perceptions of managers (Duncan 1972; Khandwalla 1977; Dess and
Beard 1984; Miller 1987; Daft et al. 1988). This measurement technique has the pragmatic
advantage of being "do-able" (Lusch and Laczniak 1987), but most importantly, it is
perceptions of the turbulence in their environments that managers base their decisions on, and
not objective measures or ratios (Anderson and Paine 1975, Van de Ven and Ferry 1980;
Milliken 1987). As Day and Wensley (1988) state, "market environments are not unambiguous
realities. They are given meaning in the minds of managers through processes of selective
attention and simplification."

The merits of measuring environments subjectively through managers' perceptions
rather than objectively have been discussed by various researchers (Bourgeois 1980, Boyd et
al. 1993) who tend to agree that actions taken in various decision-making situations (i.e.
conduct of market research) are based on managers' perceptions of their environment's status
rather than objective measures of this status. Van de Ven and Ferry (1980), while discussing
what they call "the popular myths" about subjective versus objective measures, state that any
objective measure is a subjective measure once removed from its context and is entered into the
perceptions of the respondents.

Based on this review, in this study, environmental turbulence will be assessed through

the perceptions of marketing decision-makers.
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CHAPTER 4

INNOVATIVENESS OF THE FIRM

This chapter introduces innovativeness of the firm as an organizational
cufture variable. Discussion of the relations among innovativeness,
breadth of marketing research activities and environmental turbulence as

well as related hypotheses are presented.

Definition and Conceptualization of Innovativeness

Organizational innovativeness was defined as "the rate of the adoption of innovations"
(Damanpour 1991).

Innovation has been a frequently studied construct by organizational researchers due to
its recognized effect on the long term performance (Comanor 1965, Kay 1979, Schmookler
1966, Capon et al. 1990) and the survival and competitiveness of the firm (Miller and Freisen
1982, Porter 1980).

A recent strearn of research proposed the conceptualization of a firm's innovativeness
as part of an organization's culture (Smircich 1983; Deshpande and Webster 1989, Menon and

Varadarajan 1992). Deshpande and Webster (1989, p. 4) define organizational culture as "the
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pattern of shared values and beliefs that help the individual understand organizational
functioning and thus provide them norms for behavior in the organization.” They state that
organizational culture is related to the "causality that members impute to organizational
functioning.” Thus, our decision to include innovativeness of the firm in our study does not
stem only from our belief of its theoretical significance to cur framework, but also in response
to a recent call by marketing scholars to integrate cultural issues in general (Mahajan et al.
1987), and innovation culture in particular (Menon and Varadarajan 1992; Deshpande et al.
1993) into the research on strategic marketing planning and decision-making. The benefit of
including culture variables into research frameworks was stated by Smircich (1983): "a culture
variable provides a conceptual bridge between micro and macro levels of analysis."

In marketing decision-making, innovativeness is a major concemn for marketing
managers. In a frequently-cited paragraph, Drucker (1954 p. 37) argued: "There is only one
valid definition of business purpose: to create a customer...It is the customer who determines
what the business is....Because it is its purpose to create a customer, any business enterprise
has two-and only these two-basic functions: marketing and inmovation [italic added]".
Deshpande et al. (1993) argue that despite this importance of innovativeness in the marketing
discipline, the effect of a fim's innovativeness-as an independent construct-on marketing
decision-making has received little attention by marketing scholars as most of the literature on
this construct has focused on the determinants of adoption and diffusion of innovations, mainly
in the consumer literature, which mostly examined innovation as a dependent variable (Downs

and Mohr 1976; Rogers 1983; Capon et al. 1988; 1992). Based on the past discussion, the
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importance of examining the effect of a firm's innovativeness on the breadth of marketing

research activities is deemed crucial and well-justified.

Innovativeness and the Breadth of Marketing Research Activities

The degree to which a firm may engage in marketing research activities across various
areas may be determined, in part, by the innovativeness of this firm (Cravens 1991). Menon
and Varadarajan (1992), drawing on Zaltman's (1986) theory on innovation, state a manager
operating in a pro-innovation culture would actively seek new information across various areas
and promote the exchange of this information. This argument has its premises in the
information-processing perspective of organizational theory (Daft and Huber 1987) where
studies in this field have called attention to environmental scanning activities, including
marketing research, stating that a firm's ability to recognize the needs and demands of external
environments through scanning activities is a primary source of its innovativeness. Baker et al.
(1967) report that 75% of the ideas for innovation in their study were derived from perceived
market needs transmitted through scanning activities. Thus, one decision area for marketing
research in an innovative firm is generation of new ideas derived, for example, from customer
surveys and research or competitive benchmarking.

Furthermore, an innovative firm is expected to seek opportunities for growth and
expansion through identification of new markets or new customer groups, development of new

products and services and modification of existing products and services (Laudon and Laudon
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1988), which motivates marketing managers in these firms to seek related information across
various areas through marketing research.

The breadth of marketing research activities in an innovative firm is expected to be
most prevailing in new product planning situations (Urban and Hauser 1993). Lawton and
Parasuraman (1980) report that 52% of the 107 firms they sampled used one or more of the
following marketing research activities in their new product planning; use of concept testing
(19.6%), use of research to determine appropriate product form (25.2%), use of research to
determine appropriate pricing, promotion or distribution strategy (26.2%) and use of test
marketing (25.2%).

The past Discussion leads to the following hypothesis;

Hy: The Greater the Firm's Innovativeness, the Greater the Breadth of

Marketing Research Activities in the Firm.

Subjective and Objective Measurement of Innovativeness

Innovation as a field is very broad as distinctions have been made by authors in studies
between "diffusion” and "adoption" of innovations (Kimberly 1981; 1986). Other studies
differentiated between innovating and innovativeness (Van de Ven and Rogers 1988). Some
overlap in these constructs have been documented (Damanpour 1991). In this study, we will

focus on a firm's innovativeness as conceptualized and measured by Capon et al. (1992) and
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Deshpande et al. (1993), which views innovativeness of the firm through its tendency to
pioneer and its technological sophistication.

Variation in measurement of the innovativeness construct was evident in the literature,
an observation that was supported by Capon et al. (1992, p. 158), who siate that "there is no
agreed-upon way to characterize a firm's innovativeness."

Some studies have attempted to measure innovativeness objectively through measuring
the number of patents acquired by companies (Hull and Hage 1982) or number of innovations
adopted within a given period (Daft and Becker 1978, Ettlie et al. 1984).

Subjective assessment of the innovativeness of the firm through the perceptions of
executives was present in the literature (Menon 1689; Capon et al. 1992; Deshpande et al.
1993),

Based on our past discussion of the merits associated with subjectively assessing
organizational constructs (please see chapter 3), and to create unification in the measurement

approach utilized across the constructs of interest, in this study, innovativeness will be assessed

through the perceptions of marketing managers.
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CHAPTER S

METHODOLOGY

This research was undertaken by a field study nationwide across
Canada and the United states. A fully structured measurement instrument
was developed, pretested and mailed to marketing managers. Pre-paid
postage envelopes were enclosed in the mailing package. The initial

mailing was followed by a second wave of a reminder of urgent response.

Measures

In this study, development of scales to measure the constructs of interest was done

based on the framework suggested by DeVellis (1991) for scale development.

The Dependent Variable

Breadth of Marketing Research Activities. In this study, the measurement tool was

adopted from the 1988 American Marketing Association Survey of Marketing Research

(Kinnear and Root 1988).
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In this measure, respondents were provided with a list of 45 types of marketing
research activities in the following areas, Business/Economic Research and Corporate
Research, Pricing, Product, Distribution, Promotion, and Buyer Behavior. Respondents were
asked to report if they have engaged in any type of these research activities in the past 12

months.

The Independent Variables

Environmental Turbulence. In this study, the measure utilized to tap the environmental
turbulence construct was adopted from the work of Daft et al. (1988) and Khandwalla (1977).
Items were formulated to tap the amount, diversity, magnitude and unpredictability of change
that managers perceive in three task environment sectors, customer, competitor and
technology.

Items examining customer turbulence addressed such issues as the degree of concern
for customer satisfaction, the predictability of change in customer preferences and the
homogeneity in the customer base served. Items on competitor turbulence examined the
frequency and predictability of change in competitors' marketing strategies. Items on
technological turbulence addressed the change in product/service technology and the frequency
of new/modified product introductions. Finally, some items measured the overall perceived

turbulence by examining the degree of predictability of the future state of affairs in the business
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environment and the accuracy of estimating this state (For examples of the items, please see
appendix A).

Inmnovativeness of the Firm. In this study, some of the items used to measure
innovativeness were borrowed from the scale of innovativeness (Cronbach'’s a=0.85) used by
Deshpande et al. (1993), which is adopted from the scale developed by Capon et al. (1992).
These measures examined the tendency of the firm to pioneer and the degree to which the firn
purposefully attempts to be at the cutting edge of technology (technological sophistication).
Other items were added to this scale based on various studies on characteristics of innovative
firms, to examine the extent to which new technologies are incorporated in product
development (Duncan 1972; Johne 1985; Ettlie and Rubenstein 1987). For a list of the items

used, please see appendix A.

The Control Variables

Three control variables were included in the analysis because of their recognized
influence on marketing research activities, as they are expected to explain some of the variance
in the frequency of marketing research activities. They were not included in the theoretical
discussion as they are not hypothesized to have ary effect on the hypothesized relations
between the independent variables and the dependent variable (Slater and Narver 1994). These
variables are: 1) organizational type, we expect that manufacturer firms will engage in more

market research activities than service firms (Sinkula 1990), 2) country of origin, American
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firms are expected to engage in more research activities than Canadian firms (Cheng et al.
1986), and 3) growth rate of the industry, low growth rate is expected to induce greater
breadth in marketing research activities for new opportunity identification and market

expansion (Wind 1982).

Questionnaire Development

The measurement tool in this study was a six-page questionnaire that was developed
following Churchill's (1991) paradigm for questionnaire construction. For respondents in
Quebec, the questionnaire was translated to French by two graduate marketing students.
English and French versions of the questionnaire were pretested before administration of the

survey.

Pretest

The instrument was pretested through in-depth interviews with 10 managers across
various industries (banking, wholesale trade, construction and life insurance). This stage of the
study aimed at examining the questionnaire design and the ambiguity of the questions' wording;
assessing the content validity and reliability of the multiple items scales; and locating any

technical mistakes in the questionnaire (Sonquist and Dunkelberg 1977, Churchill 1979).
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Managers in this stage were initially contacted by phone to get their participation, they
were given the constructed scales with a letter explaining the purpose of their review. Based on
the feedback and suggestions made, some items were reworded, deleted, and added. All

managers who participated in this stage received thank-you letters after the interviews.

The Sample

One month prior to the mailing of the survey, a random sample of 600 Canadian and
600 American marketing managers was requested from Dun and Bradstreet Information
services. This frame was selected for its comprehension and accuracy (Cravens 1991) as it
provided a survey population of "the highest decision makers in the marketing function in their
firms." Most of the past research in this area have relied on the American Marketing
Association Directory of Members (Deshpande and Zaltman 1982), a frame that could include
besides marketing managers, marketing department employees, researchers, consultants
academicians and even marketing students. Such a frame has less accuracy when one aims at

getting response from marketing decision-makers, the potential users of marketing research.
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Data Collection

The data was collected by a self-administered questionnaire that was sent through a
mail survey. The survey instrument was accompanied with a covering letter explaining the
purpose of the study. Pre-paid postage envelopes were provided for respondents. The
questionnaire package is presented in appendix A.

Respondents were directed to establish a frame of reference when answering the
questions, defined as a specific product/market situation where they were responsible for the
formulation or monitoring of the marketing plan for the specified product. The importance of
establishing a frame of reference for respondents is discussed at length by Van de Ven and
Ferry (1980), who define frames of reference as "the internal standards or cognitive filters a
person uses in describing or evaluating a situation.” They state that establishing a frame of
reference for the respondent is necessary to prevent the respondent from selecting different
aspects of the situation which may lead to different evaluations across the measurement
instrument.

Data collection was achieved in a six-week period starting at the second week of April
until the first week of May.

A second wave of mailing was sent in the form of a post-card as a reminder of urgent
response {please see appendix B). In the case of lost or undelivered questionnaires, respondents
were asked to send back the pre-paid postage reminder card and they were mailed back

questionnaires.
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Response Rate

The mailing resulted in 135 responses, of which 128 were usable responses. Three
responses were non-response confirmations stating that it is against the respondent's firm
policies to answer questionnaires. The remaining non-usable responses were excluded as they
were either filled out by non-marketing managers or were not complete.

Based on the original sample size of 1200 managers, the response rate obtained is
10.6%. After correcting for the effect of some uncontrollable variables, as respondents that
cannot be located, no longer with the firm, wrong addresses or undelivered questionnaires (the
last category was identified as the respondents who retumed the post-card reminder stating
they did not receive questionnaires), this resulted in an effective sample size of 1116, reflecting
an effective response rate of 11.5%. The response rate for Canadian firms (12%) was slightly
higher than that for American firms (11%). Table 1 illustrates the various figures related to
these rates.

The response rates obtained are relatively low, yet when the population surveyed
consists of vice-presidents and directors, low response rates are usually expected (Deshpande
1979).

It was not possible for the researchers to contact non-respondents as first, no codes
were used to reveal respondents' identities and second, budget limitations did not allow a third

wave of mailing to examine reasons behind non-response and compare non-respondents’
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characteristics to those of respondents. However, we assert that non-response could be

explained by three factors:

1. The sample frame consisted of highest decision-makers in the marketing function in
their firms. This was confirmed by the respondents titles that were mainly vice-
president marketing or marketing director. This type of population is characterized by
lack of time (Deshpande and Zaltman 1982), which may have contributed significantly

to decreasing the responses.

2 The sensitivity of issues under investigation in the questionnaire. Respondents were
asked to report details about their marketing information sources and practice and their
market research budgets. It is highly likely that some suspicion regarding our research's
results or motives have made some respondents reluctant to cooperate, despite

assurances of confidentiality of responses.

3. The questionnaire was relatively lengthy. It composed of six pages that inciuded 40
agreement/disagreement statements, 45 research activities and 10 questions on general
information about the firm.

As mentioned earfier, it was not possible for the researchers to verify these claims,
however, past research in the area have reported similar explanation for non-respondents'

sluggishness. Deshpande and Zaltman (1982), for example, found in their survey of marketing
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and brand managers that low response was normal for this population mainly due to lack of
time and company policies opposing responding to external questionnaires. They also report
|

that techniques to increase response rates are not successful with this population, due to its

dominating character of lack of time.
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TABLE 1
Effective Response Rate
CDN. Firms US Firms Total Firms Percent
Original Sample 600 600 1200 e
Return to 23 21 44 3.7%
Sender
Not Received 19 21 40 3.3%
Effective Sample 558 558 1116 93%
Size"
Total Responses 72 63 135, = eeee-
Confirmed Non- 3 e
Participation
Non-Usable 2 2 4 ——
Responses
Total of Usable 67 61 128 J—
Responses
Usable Response 12% 11% 115%  emee-
Rate’
Effective 13% 11.2% 12% -
Response Rate*

* Effective Sample Size = Original Sample - (Return to Sender + Not Received)
b Usable Response Rate = Total Number of Usable Responses/ Effective Sample Size
© Effective Response Rate = Total Responses / Effective Sample Size
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CHAPTER 6

ANALYSIS AND RESULTS

In this chapter, issues pertaining to the intemal consistency and
dimensionality of the variables are presented. Based on factor scores
for the independent variables and the number of marketing research
activities across decision areas as the dependent variable, stepwise
regression analysis was employed to examine the hypothesized

relations. Results of the analysis are reported.

A total of 128 firms responded to this study, 67 of which were Canadian firms and the
remaining 61 firms were American. The responses came from various industries, Food and
Beverage (9.4%), Automotive & Industrial (7.8%), Financial Services (8.6%), Business
Services (2.3%), Health Services (6.3%), Publishing (6.3%), Retail or Wholesale (14.1%),
Public Utilities (7%), Information Technology (10%) and Other (28.1%). The "Other"

category included various industries such as the Construction industry.




Computation of the Dependent Variable

Breadth of Marketing Research Activities for each respondent was obtained thrcugh
counting the number of marketing research activities (ranging from 0-45 activities) that the firm
has engaged in over the past 12 months. A mean value of 22.25 research activities for the
sample was reported, with a standard deviation of 10.06.

A diagnostic check of the normality of the distribution of the dependent variable was
examined to verify the appropriateness of using a regression model. A histogram of the
different values was visually checked (Lewis-Beck 1980), and normality of the distribution was

observed.

Internal Consistency and Dimensionality of the Independent Variables

Reliability-the tendency toward consistency found in repeated measures of the
phenomenon-of the measures utilized in this study was examined through the internal
consistency approach, which is used to "determine the single factoredness of observations"
(Bagozzi 1980). This technique is recommended as it provides a unique estimate of the
reliability for a given set of observations. In this study, the examined estimate is that which is
most widely used, Cronbach's Coefficient Alpha (Carmines and Zeller 1979).

Dimensionality of the variables' domains was examined through a series of factor

analysis that aimed at examining the correspondence of the factors obtained to a priori theory
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and selecting the items which "best fit into the various strata of domains” (Bohmstedt 1970, p.
96). Common factor analysis model was used (principal axes factonng), with varimax

rotation’ .

! 1t was decided to use common factor analysis as the purpose of this procedure was data-reduction
based on a-priori theory. As common factor analysis defines the factors that arise only from the common
variance of the variables, it can achieve this goal. In contrast, principal component analysis, which defines
the factors based on the total variance (common and unique variance) does not achieve this goal.
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Environmental Turbulence. 15 items representing environmental turbulence were
factor analyzed, the factor stiucture was limited to 4 factors (based on a-priori theory of the
components of environmental turbulence). The generated factor solution explained 41% of the
overall variance (inter-item correlation matrix of the 15 items is presented in appendix D)
Table 2 presents the loading coefficients of the items on the four factors® .

The factor structure corresponds to the hypothesized structure of environmental
turbulence as coinposing of competitor, technological and customer turbulence, represented by
factors 1, 2 and 4 respectively. This correspondence is an indicator of high factorial validity
(Comrey 1988). The third factor represents "overall perceived turbulence” of the environment.

Examination of the items loading on factor 1 revealed that 3 items loading on it were
originally hypothesized to be customer-turbulence related. Through reviewing the wordings of
these items, it was observed that these items represented issues about the customers that could
be highly related to competitors strategies, which explains why these items loaded on
competitor turbulence factor.

Intenal consistency of the four factors was assessed through examining the values of

Cronbach's Alpha for factors 1, 2, 3 and 4, which were 0.78, 0.66, 0.64 and 0.63 respectively.

Z Originally, a pool of 22 items was factor analyzed. The factor solution produced 7 factors. 3
items had defined factors by themselves, suggesting they represent distinct dimensions and thus were
deleted. Other items were deleted either because their loadings on their subsequent factors were too low
(less than .35), or because they did not demonstrate a simple structure in their factor loadings (i.e. loading
on more than 2 factors). This initial step of item reduction resulted in the deletion of 7 items. For a list of
the deleted items, please refer to Appendix C.
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TABLE 2
Factor Analysis of Perceptions of Environmental Turbulence

Communal- Lesdingsen lLesdingsen lLeadingsen leadingsem

Description iy’ Factor 1 Factor 2 Factor 3 Feactor 4
Tem Campetitor  Techmology Overall Custowmer

Consumer profiles have changed 39 .58

drastically over the past five years (crt3)"

It is difficult to forecast what major 46 .53 40

competitors will do (cpt5)°

Competitive conduct is very predictable®* 36 51

(cpt6)

Major competitors change their 42 .50

marketing strategies frequently (cpt3)

New trends in customer tastes emerge 46 48 37

frequently (crtl)

The actions of our competitors are rather 24 .46

simple than complex* (cpt4)

Competition is very dynamic (cpt2) 20 42

Changes in customer requirements are 20

very predictable* (crt4)

A new product is expected at any time .79 .88

(t2)°

Market shares can be substantially 40 A8

influenced by product introductions (tt1)

It is easy to forecast the future state of 44 .60

affairs* (v1)*

The information received about the .28 .51

business environment is often not clear

(v2)

Estimates of the future state of affairs are 40 51 36

often "guess estimates” (v5)

There is high uncertainty about .56 61

customers' preferences (c1t7)

Customer preferences are stable* (crt6) .56 44 60
*Negatively-worded items

* (crt) refers to items on Customer Turbulence

® (cpt) refers to items on Competitor Turbulence

© (tt) refers to items on Technological Turbulence

4 (v) refers to items on Overall Turbulence

° Communality is the proportion of variance in each item that is associated with the factor structure
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Innovativeness. The proposed measure for innovativeness was purified by entering
the 8 items utilized to tap the innovativeness construct into & factor analysis (Churchill
1979).

The factor structure obtained resulted in 2 factors, which is contrary to past
conceptualization of the construct (Deshpande et al. 1993) that have reported
innovativeness as a unidimensional construct. The examination of the item that define
factor 2 (loading coefficient of .78) revealed that this item was negatively worded: "How
often is your company an entrant in declining markets?." Items that are negatively worded
have been documented in some research to define distinct factors by themselves, due to
method artifacts in factor analysis (Zeller and Carmines 1980, p. 93). Rosenberg (1965)
report similar results in his self-esteem measure, and more recently, Michaels and Day
(1985) report such results in their scale of customer orientation of salespeople. In such
cases, negatively worded items constitute a reliable source of variation other than the
construct of interest due to their method rather than their content. Accordingly, it was
decided to delete this item. Two other items (IN2 and IN3) were deleted as they had low
loadings on their factors (using a cut-off point of .35 as acceptable loading coefficients). It
was determined that these items did not tap any theoretical domain of interest. A factor
analysis was performed on the remaining items, table 3 presents the loading coefficients of
the ¢ retained items on their subsequent factor (please see appendix E for inter-item

correlation matrix).
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TABLE 3
Factor Analysis for Innovativeness

Item Description Communalit Loadings on Factor 1
y

At a technological lead with its products (IN6)" 74 86

at the cutting edge of technological innovation (IN5) 67 82

Lmproving and developing new products by implementing 58 .76

new technological advances in industry (IN8)

More innovative than other firms in terms of offering new .55 75

and/or improved products (IN7)

First to market with new products and related services (IN1) 41 .64

* (IN) refers to items on Innovativeness

As the table shows, the items load on one factor that explained 59% of the overall
variance. To examine the structure and reliability of the remaining 5 items, coefficient alpha
estimate was computed, resulting in a 0.88 value of Cronbach's alpha.

Table 4 presents the descriptives associated with the scales used in the regression

model.
TABLE 4
Reliability CoefTicients (Cronbach’s a) for Independent Variables Used in the
Regression Model

Scale No. of Items Range Mean S.D. Cronbach’s o
Turbulence

Competitor 8 1-§ 25.15 525 78
Technology 3 1-5 9.9 2.66 .67
Overall 4 1-5 13.47 27 64
Customer 3 1-5 9.11 22 63

Innovativeness 5 1-5 17.2 41 .88




Regression Analysis and Hypothesis Testing

Based on the factors results reported, factor scores were computed for innovativeness,
comipetitor, technological, customer and overall turbulence. Two control variables; country,
and firm type were dummy coded. Rate of growth was treated as metric. These newly created
variables were entered into a stepwise regression model, as predictor variables of marketing
research activities. It was decided to use stepwise regression as it is most recommended by
statisticians among other procedures (Stevens 1986), given that it is the only method that
allows for re-examination of the contribution of each predictor variable after the other variables
are introduced to the regression model® . Results of the regression are shown in Table 5. As
the table illustrates, the overall regression equation explains 16% of the total variance (for
correlation matrix of the variables, please see Appendix F).

To interpret the contribution of the individual independent variables, the standardized

beta coefficients were examined as they indicate the effect of each of the independent variables

* Three popular procedures for selecting a good set of predictor variables are forward selection,
backward selection and stepwise regression. In forward selection, the first predictor variable to enter the
equation is the one which has the largest correlation with the dependent variable. The significance of the
variable's contribution is assessed by compasing its F value to a selected value of significance (entry
criteria) F (FIN). If the F-value for the variable is higher than FIN, it enters the equation. If this variable
is significant, then the predictor with the next largest correlation is entered and so on until the variable
entered is not significant. In backward selection, a selected significance value (removal criteria) F
(FOUT) is specified, and variables with F values less than FOUT are removed from the equation.
Stepwise regression is a combination of forward and backward selection, as the first variable is selected
based on the forward selection procedure. However, at each stage of the procedure, variables that already
entered the model are examined for removal based on FOUT. This ability to eliminate variables already
in the model distinguishes stepwise model from the other procedures as it allows examining if these
variables still make a significant contribution in the presence of the new variable (Stevens 1986, Hair et
al. 1987)
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on the dependent variable when the effect of the other variables is held constant (Lewis-Beck
p. 65). Examining the components of the environmental turbulence, among the four
environmental turbulence factors, technological (factor 2), competitor (factor 1) and customer
(factor 4) turbulence have significant effect on the breadth of market research activities
(st;ndard regression coefficients of 0.25, 0.21 and -0 17 significant at 0.009, 0.059 and 0.03
levels of significance respectively). However, as it could be noticed, the regression coefficient
for customer turbulence is not in the hypothesized direction. Regression coefficients for
competitor and technological turbulence are in the hypothesized direction. The overall
turbulence (factor 3) showed insignificant relation with the breadth of marketing research
activities and was excluded from the regression equation. These results lead to the acceptance
of hypothesis (1), as two of the hypothesized components of environmental turbulence related
significantly to the breadth of marketing research activities.
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Stepwise Regression Analysis of Marketing Research Activities with Perceptions of

Environmental Turbulence and Innovativeness

Independent Variables” Standardized Beta F-Value Significance
In the equation

Technological Turbulence (tech) .25 7.043 .009°
Type of Firm (type) 15 2.775 099°
Innovativeness (Innov) 21 4.787 031°
Customer Turbulence (custom) -17 3.635 059°
Competitor Turbulence (compet) .21 4822 .030°
Growth rate of the Industry (rate) -13 1.741 190
Not in the equation

Owerall Turbulence (overall) 001 969
Country (coun) .009 925
Overall F=4.23 Significance = .0008 Adjusted R® = 159°
N=128

* variables are listed in their order of entry in the stepwise regression model

® indicates that the regression coefficient is significant at 0. 10 level of significance

“adj. R? was examined to adjust for the effect of the number of variables on the explained variance
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Innovativeness was a significant predictor of the breadth of marketing research
activities, with regression coefficient value of 0.21, significant at a 0.03 level, thus
confirming hypothesis (2).

Type of the firn made a contribution in explaining the variance in the breadth of
marketing research, with regression coefficient of 0.15, significant at a 0.09 level. In this
sample, manufacturing firms engage in more research activities across various aress than
do service firms. The remaining two control variables were not found significant in
interpreting the variance in the brecadth of marketing research activities as the beta weights
for the growth rate of the industry are relatively small, statistically insignificant, and in the
opposite hypothesized direction, while the country variable (count) was not entered into

the regression.

Summary

The regression model proposed was analyzed using a stepwise regression analysis
(SPSS). The model explains significantly 16% of the overall variance, with competitor
turbulence, technological turbulence, customer turbulence, innovativeness of the firm and
type of firm as significant predictors of the breadth of marketing research activities within
firms. The amount of variance explained may seem low in absolute terms, but it is

relatively consistent with past models suggested and validated in social sciences (Stevens
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1986). This lends confidence to the individual parameters estimates and the final

conclusions drawn from these results.
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CHAPTER 7

DISCUSSION, LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

Discussion of Findings

The empirical findings in this study gencrally support the overall proposed regression
model. The positive effect of the Technological Turbulence, Competitor Turbulence and
Innovativeness on Breadth of Marketing Research Activities was supported in this study.

Particularly, these findings indicate that:

1. The greater the perceived competitor turbulence (i.e. unpredictabi’ s of change in
competitor actions), the higher the breadth of marketing research activities. Also, the
greater the perceived technological turbulence (i.e. unpredictability of change in
product technology), the higher the breadth of marketing research activities. These
links are examined in this study for the first time, and the empirical support found here
corroborates findings reported by Daft et al. (1988) to a large extent, which state that
when executives perceive higher "change" in their task environments, they gather and
seck market information increasingly. These findings lend support to Menon and

Varadarajan's (1992) proposition, that "the greater the environmental instability, the
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greater the utilization of information in organizations." It seems that when marketing
managers perceive turbulence in their competitors' actions and in product technology,
they resort to marketing research as a tool for attaining information and predicting
change.

Contrary to what has been theorized and hypothesized, marketing mangers engage in
less research activities when confronted with increased unpredictability about their
customers' preferences and requirements. Although our study did not ask specifically
about the reasons behind this relation, a possible explanation of it is that managers may
believe that changes in customers' preferences and requirements cannot be predicted
through marketing research, thus they resort to "re-active” rather than “pro-active"
strategies, reacting to these changes after their occurrence (Urban and Hauser 1993).
We believe that our findings about environmental turbulence, through its various
components, are very important as they reveal the effect of this force on marketing
decision-making. This environmental aspect of marketing management has only
received recognition recently by marketing scholars (Clark et al. 1994). Moreover, for
researchers concerned with organizational consumption behavior, our study reveals a
major force in marketing decision makers' consumption of the market research product,
whether produced internally or externally.

The greater the perceived innovativeness of the firm, the higher the breadth of
marketing research activities. This finding lends support to Menon and Varadarajan's

(1992) proposition that “the stronger the pro-innovation culture within an organization,
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the greater the utilization of information in the organization.” Our results support that
innovativeness is a major structural variable in the organization that has its effect on
marketing decision-making, a link that has been relatively ignored by researchers
(Deshpande et al. 1993). The importance of our results on innovativeness is heightened
when it is viewed as a dimension of the consumption process of marketing research by
marketing managers.

Marketing managers operating in manufacturing firms engage in more research
activities than do their counterparts in service firms. This result further supports the
findings of Sinkula (1990), of manufacturers utilizing external research suppliers to a
greater degree than do service organizations. This finding has been interpreted by past
research in the light of the recent adoption of service firms of the marketing concept
(Chan 1992).

An altemative method of measuring the extent of engagement in marketing research
activities had proved reliable in this study. This measure has been utilized in past
research for descriptive purposes only (Kinnear and Root 1988) and our study supports
that its use could be further extended in more advanced analyses processes. Although
this measure may not constitute a full indicator of the "use" of marketing research in
firms, it is or belief that until the efforts of researchers on the elusive "use" construct
produce valid and reliable measures, alternative measures, like the one used in our
study, should be employed to enrich this important stream of research and to avoid

employment of possibly invalid measures of marketing research use.
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5. Environmental Turbulence, according to this study, was found to be a multidimensional
construct. Support fort this claim was found through the internally consistent measures
obtained of the three hypothesized components. These results strongly support that any
research on task environments and turbulence should take into consideration the
multidimensionality of this construct and to avoid any "holistic" measurement

approaches that, more often than not, increase measurement error.

Limitations of the study

1. The sample in this study was limited to the Dun and Bradstreet list of marketing vice-
presidents, directors and managers. Before these findings can be generalizable across all
marketing decision-makers, a more representative sample need to be used.

2. The results of this study were not discriminated by industry as the possible resultant
sample sizes would have been very small.

3. The final sample size, although large enough for establishing confidence in the various
statistical analyses conducted, was relatively small when compared to the population
surveyed. Such limitation may constraint the generalizabilty of the findings of this study
and may narrow its managerial and research implications.

4. Respondents to this survey constituted of one key informant in each organization. As
marketing research activities within organizations are often initiated and used by groups
(Deshpande and Zaltman 1982), multiple respondents-potential research users-rather
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than one key informant in each organization need to be surveyed and average group
responses calculated.

5. The number of variables considered in the regression model is limited, which may
esplain the relatively low variance explained by the regression model. Past research
have argued for and documented the effects of various factors on marketing research
activities and use within firms, such as organizational, informational and personal
factors (a detailed review of these factors is presented in Chapter 2). Our study
attempted to empirically test only a subset of a comprehensive model of the factors
mentioned (Menon and Varadarajan 1992). The direct and indirect effect of the other
variables need to be examined in future research in the area.

6. The effect of more control variables need have been included, such as organization size
and diversification as these variable may explain some variance in market research

activities within firms (Sinkula 1990).

Directions for Future Research
The issue of market research use is a fertile and versatile area of investigation. Some

issues that could be considered for extending this research are presented next.

1. An investigation of the validity of the proposed relations in specific industries would
give a clearer and more practical implications and interpretation of marketing decision-

makers' choice of marketing research breadth in light of the structure of their specific
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industries. Also, the relations could be examined in a judgment sample of industries in
which variance in environmental turbulence and/or technology intensity is maximized
(i.c. information technology industry versus steel industry).

A comparison between industrial and consumer firms is an area worth of exploration,
asthe decision-making processes in these two contexts relatively differ.

A replication of this study while using objective measures of the environmental and
organizational factors examined could be carried out to investigate the convergence of
the results.

Investigation of the effect of other environmental forces on the breadth of’ marketing
research activities would be interesting. Characteristics of the environment as capacity
and complexity could have significant influences on the decision-making process in

organizations, and thus on the engagement in marketing research activities.

Managerial Implications

Given the relative exploratory nature of our research, speculative and rather brief

suggestions for practice are made, taking into consideration the limitations discussed in

advance. With this cleared, we proceed to discussing the managerial implications of this study.

For marketing research providers, that is marketing research directors, an
understanding of the factors surrounding the consumption of their product "marketing
research studies” is crucial to producing effective research, increasing perceptions of
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quality of their product and improving the interaction between research users and
research providers. This study sheds light on some important factors that influence
marketing research "consumption®. The incorporation of these factors and analyzing
research users' need and expectations by research providers can contribute to the
effectiveness and utilization of research studies.

2. Research providers, when aware of the environmental forces surrounding their clients,
can work on establishing and augmenting "comfort zones" (Zaltman and Barraba 1991)
in their interaction with these clients. Such zone of comfort, stemming from the
researchers’ understanding of their clients' business environment, can increase the use of

marketing research studies and the trust in its effectiveness.

Conclusion

This study had contributed to the current understanding of marketing research
activities, as part of the marketing information system within organizations. By supporting the
effect of environmental turbulence and innovativeness on the breadth of marketing research
activities, further clarity of marketing decision-making is gained. Yet, our understating of the
environmental forces and innovation culture surrounding marketing research processes is far
from adequate. We are hopeful that our study have added to the current stream of knowledge

on marketing research activities in within organizations.




REFERENCES
Aldrich, H. (1979), Organizations and Environments. Englewood Cliffs, NJ: Prentice-Hall.

Anderson, C. and F. Paine (1975), "Managerial Perceptions of Strategic Behavior," Academy
of Management Journal, 18, 811-823.

Asnoff, H. (1979), Strategic Management. Hong Kong: Macmillan.

Baker, Norman, James Siegman, and Albert Rubenstein (1967), "Effects of Perceived Needs
on the Generation of Ideas in R&D Labs," JIEEE Transactions on Engineering
Management, 156-163.

Bagozzi, Richard (1980), Causal Models in Marketing. New York: John Wiley and Sons Inc.

Bellenger, Dawn (1979), "The Marketing Manager's View of Marketing Research,” Business
Horizons, 22 (June), 59-65.

Bettman, James (1979), An Information Theory of Consumer Choice. Reading, MA: Addison-
Wesley.

Bohmstedt, G. (1970), "Reliability and Validity Assessment in Attitude Measurement," in
Attitude Measurement, G. Summers, ed. Chicago, IL: Rand-McNally.

Bourgeois, L. J., I (1980), "Strategy and Environment: A Conceptual Integration," Academy
of Management Review, 5 (January), 25-39.

Boyd, Brian, Gregory Dess and Abdul Rasheed (1993), "Divergence Between Archival and
Perceptual Measures of the Environment: Causes and Consequences," Academy of
Management Review, 18, 204-226,

(.apon, Noel, John Farley, and Scott Hoeing (1990), "Determinants of Financial Performance:
A Meta-Analysis," Management Science, 36, 1143-59.

e, =—- and Donald Lehmann (1992), "Profiles of Product Innovators Among Large
US Manufacturers,” Management Science, 38, 157-69.

Carmines, Edward and Richard Zeller (1979), Reliability and Validity Assessment. Beverly
Hills, CA: The Sage Publications.




59

Clark, Terry, P. Varadarajan and William Pride (1994), "Environmental Management: The
Construct and Research Propositions," Journal of Business Research, 29, 23-38.

Cheng, Joyce, David Conway and George Haines, Jr. (1986), "A Comparison of Business Use
of Marketing Research in Canada and the United States," AS4C Conference.

Child, John (1972), "Organizational Structure, Environment and Performance: The Role of
Strategic Choice," Sociology, 6, 1-22.

Churchill, Gilbert Jr. (1979), "A Paradigm for Developing Better Models of Marketing
Concepts," Journal of Marketing Research, 26, 64-73.

—— (1991), Marketing Research: Methodological Foundations. Orlando, FL: The Dryden
Press.

Collins Dictionary and Thesaurus (1987). London: Collins.

Comanor, W. (1965), "Research and Technical Change in the Pharmaceutical Industry,"
Review of Economics and Statistics, 47, 182-190.

Comrey, A. (1988), "Factor Analytic Methods of Scale Development in Personality and
Clinical Psychology," Jowrnal of Consulting and Clinical Psychology, 56, 754-761.

Daft, Robert (1992), Organization Theory and Design. St. Paul, MN: West Publishing
Company.

—, and S. Becker (1978), The Innovative Organization. New York: Elsevier.

—, and Robert Lengel (1986), "Organizational Information Raquirement, Media Richness
and Structural Design," Management Science, 32, 544-571.

—— and N. Macintosh (1981), "A Tentative Exploration into the Amount and Equivocality of
Information Processing in Organizational Work Units,” Administrative Science
Quarterly, 26, 207-224.

~, ——-, and Linda Trevino (1987), "Message Equivocality, Media Selection and Manager
Performance: Implications for Information Systems," MIS Quarterly (September),
355-66.

~—, Juhani Sormunen and Don Parks (1988), " Chief Executive Scanning, Environmental
Characteristics, and Company Performance: An Empirical Study,” Strategic
Management Journal, 9, 123-139.




60

Damanpour, Fariborz (1991), "Organizational Innovation: A Meta-Analysis of Effects of
Determinants and Moderstors,” Academy of Management Journal, 34, 555-590.

Davis, Duane, Michael Morris and Jeff' Allen (1991), "Perceived Environmental Turbulence
and its Effect on Selected Entrepreneurship, Marketing, and Organizational
Characteristics in Industrial Firms," Journal of the Academy of Marketing Science, 19,
43-51.

Day, George and Robin Wensley (1984), "Assessing Advantage: A Framework for Diagnosing
Competitive Superiority,” Journal of Marketing, 52 (April), 1-20.

Deshpande, Rohit (1979), "Toward a Theoretical Mode! of Utilization of Marketing Research
Information for Consumer Product Category Decisions,” unpublished doctoral
dissertation, Graduate School of Business Administration, University of Pittsburgh.

== (1982), "The Organizational Context of Market Research Use," Journal of Marketing,
46 (Fall), 91-101.

——, John Farley and Frederick Webster Jr. (1993), "Corporate Culture, Customer
Orientation, and Innovativeness in Japanese Firms: A Quadrad Analysis," Journal of
Marketing, 57, 23-27.

-—— and Frederick Webster Jr. (1989), "Organizational Culture and Marketing: Defining the
Research Agenda,” Journal of Marketing, 53, 3-15.

-~ and Gerald Zaltman (1982), "Factors Affecting the Use of Market Research
Information: A Path Analysis,” Jowrnal of Marketing Research, 19 (February), 14-31.

and (1987), "A Comparison of Factors Affecting Use of Market Information In
Consumer and Industrial Firms," Journal of Market Research, 24 (February). 114-18.

Dess, G. and D. Beard (1984), “Dimensions of Organizational Task Environments,"
Administrative Science Quarterly, 29 (March), 52-73.

DeVellis, Robert (1991), Scale Development: Theory and Applications. Beverly Hills, CA:
Sage Publications.

Dil, Wiliam (1958), "Environment As An Influence On Managerial Autonomy,"
Administrative Science Quarterly, 17, 313-327.

Downs, G. and L. Mohr (1976), "Conceptual Issues in the Study of Innovation"
Administrative Science Quarterly, 21, 700-714,




61

Drucker, Peter (1954), The Practice of Management. New York: Harper and Row Publishers
Inc.

— (1980), Managing in Turbulent Times. New York: Harper and Row.

Duncan, Robert B. (1972), "Characteristics of Organizational Environments and Perceived
Environmental Uncertainty,” Administrative Science Quarterly, 17 (September), 313-
27.

Emery, F. and E. Trist, (1965), "The Causal Texture of Organizational Environments," Human
Relations, 18,21-32.

Ettlie, G, W. Bridges and R. OKeefe (1984), "Organizations Strategy and Structural
Differences for radical Versus Incremental Innovation," Management Science, 30,
682-695.

Ettlie, John and Albert Rubenstein (1987), "Firm Size and Product Innovation," Journal of
Product Innovation Management, 4, 89-108.

Fahey, L. and W. King (1977), "Environmental Scanning for Corporate Planning," Business
Horizons, 20, 61-71.

Gaston, J. (1972), "Communication and the Reward System of Science: A Study of National
and Visible Colleges," Sociological Review Monograph, 18, 24-41,

Glazer, Rashi (1991), "Marketing in an Information-Intense Environment: Strategic
Implications of Knowledge as an Asset,” Journal of Marketing, 55, 1-19.

— and Allen Weiss (1993), "Marketing in Turbulent Environments: Decision Process and the
Time-Sensitivity of Information," Journal of Marketing Research, 30, 509-21.

Grinyer, P, S. al-Buazzaz and M. Yasai-Ardekani (1980), "Strategy, Structure, the
Environment, and Financial Performance in 48 United Kingdom Companies,"
Academy of Management Journal, 23, 193-220.

Hambrick, D. (1982), "Environmental Scanning and Organizational Strategy," Strategic
Management Journal, 3, 159-174.

——— (1983), "Some Tests on the Effectiveness and Functional Attributes of Miles and Snow’s
Strategic Types," Academy of Management Journal, 26, 5-26.




62

Higby, Mary and Badie Farah (1991), "The Status of Marketing Information Systems,
Decision Support Systems, and Expert Systems in the Marketing Function of US
Firms," Information and Management, 20, 29-35.

Hu, Michael (1986), "An Experimental Study of Managers' and Researchers' Use of Consumer
Market Research," Journal of the Academy of Marketing Science, 14,44-51.

Huber, George and Richard Daft (1987), "Information Environments," in Harndbook of
Organizational Communication, Putnam, L., L. Porter, K. Roberts and F. Jablin, ed.
Beverly Hills, CA: Sage.

——, and R. McDaniel (1986), "The Decision Making Paradigm of Organizational Design,"
Management Science, 32, 572-589.

Hull, F. and J. Hage (1982), "Organizing for Innovation: Beyond Burns and Stalker’s Organic
Type," Sociology. 16, 554-571.

Johne, F. (1985), Industricl Product Innovation: Orgamization and Management. New York:
Nichols Publishers.

John, George and John Martin (1984), "Effects of Organizational Structure of Marketing
Planning on Credibility and Utilization of Plan Output," Journal of Marketing
Research, 21, 170-183.

Kay, Neil (1979), The Innovating Firm: A Behavioral Theory of Corporate R&D. New York:
St. Martin's Press.

Khandwalla, Pradip (1977), The Design of Orgamizations, New York: Hartcourt Brace
Jovanovich, Inc.

Kimberly, G. (1981), "Managerial Innovation," in Handbook of Organizational Design, P.
Nystrom and W. Starbuck, ed. New York: Oxford University Press.

—— (1986), "The Organizational Context of Technological Innovation" in Managing
Technological Innovation, D. Davis ed. San Francisco, CA: Jossey-Bass.

Kinnear, Thomas and Ann Root (1988), 1988 Survey of Marketing Research. Chicago, IL:
American Marketing Association.

Kohli, Ajay and Bemnard Jaworski (1990), "Market Orientation: The construct, Research
Propositions, and Managerial Implications,” Jowrnal of Marketing, 54 (April), 1-18.




63

Kotler, Philip (1984), Marketing Management: Analysis, Plarming -nd Control, Sth ed.
Englewood Cliffs, NJ: Prentice-Hall Inc.

Laudon, Kenneth and Jane Laudon (1988), Management Information Sysiems. New York
Macmillan Press.

Lawrence, P. and J. Lorsch (1967), Organizations and Environment. Boston: Harvard
Business School.

Lawton, Leigh and A. Parasuraman (1980), "The Impact of the Marketing Concept on New
Product Planning," Journal of Marketing, 44, 19-25.

Leavitt, H. (1951), "Some Effects of Certain Communication Pattems on Group
Performance," Journal of Abnormal and Social Psychology, 46, 38-50.

Lee, Hanjoon, Frank Acito, and Ralph Day (1987), "Evaluation and Use of Marketing
Research by Decision Makers: A Behavioral Simulation," Journal of Marketing
Research, 24 (May), 187-96.

Lenz, R. and J. Engledow (1983), "Environmental Analysis: The Applicability of Current
Theory," Strategic Management Journal, 7, 329-346.

Lewis-Beck, Michael (1980), Applied Regression: An Introduction. Beverly Hills, CA: Sage
Publications.

Lusch, Robert and Gene Laczniak (1987), "The Evolving Marketit:;g Concept, Competitive
Intensity, and Organizational Performance," Journal of the Academy of Marketing
Science, 15, 1-11.

Mahajan, Vijay, P. Varadarajan, and Roger Kerin (1987). "Metamorphosis in Strategic
Marketing Planning," in Contemporary Views on Marketing Practice, Gary Frazier and
Jagdish Selth, ed. Lexington, MA: Lexington Books.

Marketing News (1987) , AMA's 7th Annual Marketing Research Conference, 21:40-48.

Marketing Science Institute (1990), Research Priorities 1990-1992: A Guide to MSI Research
Programs and Procedures. Cambridge, MA: Marketing Science Institute.

Martin, S. (1992), "Depth Versus Breadth Strategies for Global Brand Image Management,”
Journal of Advertising, 21, 25-36.

McDaniel, S. and A. Parasuraman (1985), "Small Business Experience with and attitude
Toward Formal Marketing Research,” American Journal of Small Business, 9, -4, 1-5.




Menon, Anil (1989), "An Empirical Investigation of the Orgamunonal and Informational
Factors Influencing Utilization of Marketing Knowledge in Firms,” unpublished
Doctoral Dissertation, Graduate School of Business, Texas A&M University.

—— and P. Varadarajan (1992), "A Model of Marketing Knowledge Use Within Firms,"
Journal of Marketing, 56 (October), 53-71.

Michaels, Ronald «uxd Ralph Day (1985), "Measuring Customer Orientation of Salespeople: A
Replication with Industrial Buyers," Journal of Marketing Research, 22, 443-446.,

Miles, Raymond and Charles Snow (1978), Orgarizational Strategy, Structure and Process.
New York: McGraw-Hill.

Miller, Danny (1987), "The Structural and Environmental Correlates of Business Strategy,"
Strategic Management Journal, 8, 55-67.

-~ (1993), "Some Organizational Consequences of CEO Succession," Academy of
Mamagement Journal, 36, 644-659.

-, and Peter Freisen (1982), "Innovation in Conservative and Entrepreneurial Firms: Two
Models of Strategic Momentum,” Strategic Management Journal, 3, 1-25.

Miliiken, F. (1987), "Three Types of Perceived Uncertainty about the Environment: State,
Effect and Response Uncertainty," Academy of management Review, 12, 133-143.

Moorman, Christin=, Rohit Deshpande and Gerald Zaltman (1993), "Factors Affecting Trust in
Market Research Relationships," Journal of Marketing, 57, 81-101.

~——, Gerald Zaltman, and Rohit Deshpande (1992), "Relationships Between Providers and
Users of Market Research: The Dynamics of Trust Within and Between
Organizations,” Journal of Marketing Research, 29, 314-329.

Myers, Summer and Donald Marquis (1969), Successful Industrial Irmovation. Washington
D.C.: National Science Foundation.

Narver, J. and S. Slater (1990), "The Effect of Market Orientation on Business Profitability,"
Journal of Marketing, 54, 20-35.

Ozanne, Julie, Merrie Brucks and Dhruv Grewal (1992), "A Study of Information Search
Behavior During the Categorization of New Products," Jourmal of Consumer
Research, 18, 452-463.




65

Payne, Roy and Derek Pugh (1978), Organizational Structure and Climate," in Marvin
Dunnette, ed. Handbook of Industrial and Organizational Psychology. Chicago, IL.:
Rand-McNally College Publishing.

Peterson, Robert (1982), Marketing Research. Plano, TX: Business Publications Inc.

Perkins, Steven and Ram Rao (1990), "The Role of Experience in Information Use and
Decision Making by Marketing Managers," Journal of Marketing Research, 27
(February), 1-10.

Pfeiffer, Jeffrey and Gerald Salancik (1978), The External Control of Organizations: A
resource Dependence Perspective. New York: Harper And Row.

Porter, Michael (1980), Competitive Strategy. New York: free Press.

Rich, Robert (1977), "Uses of Social Science Information by Federal Bureaucrats: Knowledge
for Action Versus Knowledge for Understanding,” in Using Social Research in Public
Policy Making, Carol Weiss ed, Lexington, MA: Lexington Books, 199-211.

Robinson, R. and J. Pearce 1T (1984), "Research Thrusts in Small Firm Strategic Planning,"
Academy of management Review, 9, 1, 128-137.

Rogers, E. (1983), Diffusion of Innovations. New York: Free Press.

Rosenberg, M. (1965), Society and Adolescent Self-Image. Princeton, NJ. Princeton
University Press.

Schmookler, G. (1978), Invention and Economic Growth. Cambridge, MA: Harvard
University Press.

Shelly, Charles (1991), "Uncertain about Uncertainty: Some Observations on Probability and
Decision Making," The Journal of Services Marketing, 5, 4 (Fall), 39-47.

Shrivastava, Paul (1987), "Rigor and Practical Usefulness of Research in Strategic
Management,” Strategic Management Journal, 8, 77-92.

Sinkula, James (1990), "Perceived Characteristics, Organizational Factors, and the Utilization
of External Market Research Suppliers,” Journal of Business Research, 21, 1-17.

—~— and Ronald Hampton (1988), "Centralization and Information Acquisition by In-House
Market Research Departments,” Journal of Business Research, 16, 337-349.




66

Slater, Stanley and John Narver (1994), "Does Competitive Environment Moderate the Market
Orientation-Performance Relationship?" Journal of Marketing, 58 (January), 46-55.

Smircich, Linda (1983),"Concepts of Culture and Organizational Anelysis," Administrative
Science Quarterly, 28, 339-358.

Snyder, N. and W. Glueck (1982), "Can Environmental Votality be Measured Objectively?"
Academy of Management Journal, 25, 185-192.

Sonquist, John and William Dunkelberg (1977), Survey and Opinion Research, Procedures for
Processes and Analysis. Englewood Cliffs, NJ: Prentice-Hall Inc.

Starbuck, William (1976), "Organizations and their Environments” in Handbook of Industrial
and Organizations Psychology, Marvin D. Dunnette, ed. Chicago: Rand McNally.

Thompson, James (1967), Organizations In Action. New York: McGraw-Hill.

Tosi, H, R Aldag and R Storey (1973), "On the Measurement of the Environment: An
Assessment of the Lawrence and Lorsch Environmental Uncertainty Subscale,”
Administrative Science Quarterly, 18, 27-36.

Tung, R. (1979), "Dimensions of Organizational Environments: An Exploratory Study of their
Impact in Organizational Structure," Academy of Management Journal, 22, 672-693.

Urban, Glen and John Hauser (1993), Design and Marketing of New Products. Englewood
Cliffs, NJ: Prentice-Hall Inc.

Van de Ven, Andrew and Diane Ferry (1980), Measuring and Assessing Organizations. New
York: John Wiley and Sons.

——- and E. Rogers (1988), "Innovations and Organizations-Critical Perspectives,"
Commmication Research, 15, 632-651.

Weiss, Carol (1982), "Three Terms in Search of Reconceptualization: Knowledge, Utilization,
and Decision-making," in The Political Realization of Social Science Knowledge and
Research: Toward new Scenarios, K. Knorr, H. Strasser and B. Holzner,ed. Frankfurt:
Phisyca Verlag,

—— and Michael Bucuvalas (1980), Social Science Research and Decision-Making. New
York: Colombia University Press.

Wind, Yoram (1982), Product Policy: Concepts, Methods, and Strategy. Reading, MA:
Addison-Wesley Publishing.




67

Zaltman, Gerald (1986), "Knowledge Utilization as Planned Social Change," in Knowledige
Generation, Exchange and Utilization, George Beal, W. Dissanayake and S.
Konoshima, ed. CO: Westview Press, 433-462.

——, and Vincent Barraba (1991), Hearing the Voice of the Market: Competitive Advantage
Through Creative Use of Market Information. Boston, MA: Harvard Business School
Press.

——, R. Duncan, and Z. Holbek (1973), Inmovations and Organizations. New York: John
Wiley and Sons.

Zinkhan, George, Eric Joachimsthaler, and Thomas Kinnear (1987), "Individual Differences
and Marketing Decision Support System Usage and Satisfaction," Jourmal of
Marketing Research, 24, 208-214.




APPENDIX A
Questionnaire

68




P Concordia

o/ UNIVERSITY

April, 1994
Dear Madam/Sir,

This is a nationwide survey of marketing managers about their peroeptions of the competitive
environment and market research use. The survey is being conducted for partial fulfillment of a Master of
Science degree in Administration and has no commercial purposes.

The objective of this study is to identify marketing managers’ perceptions of the competitive
surroundings in which they operate, and the kinds of market research they utilize The results of this study will
be of benefit for both managers who design market research projects and managers who utilize these projects
in their decision making

Your response is of vital importance to the generalizability of the findings of this study even if you or
your firm are not currently involved in any marketing research projects It takes about 10-15 munutes 1o
complete the attached questionnaire and return it in the stamped envelope. Your address has been selected as a
resull of a random sampling plan. Also be assured that your responses will be kept agnonymous and strictly
confidential and they will be used for statistical purposes only.

Please be advised that this questionnaire should be completed by a marketing (product, brand)
manager who is responsible for the formulation and monitoring of a marketing plan for a
product/servicc or a group of products/services. If you are not such a manager, please pass along this
questionnaire to 2a manager in your organization who meets the given description.

Thank you in advance for your assistance in the completion of this questionnaire. If vou have any
questions about the study, please feel free to contact me at the address below or Dr K. Buyukkurt, Associate
Professor of Marketing. Concordia University by phone at (514) 848-2952 or fax at (514) 848-8643.

Sincerely,

Rania Jihaish

Rania Ijhaish

M.Sc. in Administration candidate
Marketing Department

Faculty of Commerce and Administration
Concordia University
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A STUDY ON MARKET RESEARCH USE AND PERCEPTIONS OF COMPETTTIVE ENVIRONMENT
Thank you in advance for participating in this study. Your “esponses will be kepe strictly confidential.
WHO SHOULD FILL OUT THIS QUESTIONNAIRE?

This qmuonnnue should be completed b) a mukeung (product. bmnd) mamger who u_mnah_ug_m

o ' 9 WD O d ice: lfyou
mnolmchamnager,please passalongthuqlmonnamtoa managermyourﬁmwhomeetslheyven
description.

WHICH PRODUCT (SERVICE) IS RELEVANT FOR THIS QUESTIONNAIRE?

This questionnaire should be completed with respect to only ONE product or service. If you are responsible for
a group of products or services, plcase choose ONLY ONE of them, and then answer all of this questionnaire
with respect to that product or service.

Please briefly describe your product or service. In doing so, please do not mention any brand names. For
example, depending on what you are marketing, you could sav “software”, “shampoo”, “soft drinks”, etc
without mentioning the brand name:

Your product/service is:

In the following pages, statements will refer to “product” for the sake of simplicity. If you are responsible for a
service, please consider each statement to be relevant to your area of responsibility.

SECTION A. COMPETITIVE ENVIRONMENT OF YOUR PRODUCT MARKET.
Somc business cnvironments are more competitive than others The following statements characterize certain
business environments Please read each statement carcfully and express how much you agree or disagree

with it with respect 10 the proguct you indicated abave

Compared to many other business environments, in your business environment...
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Strongly Disagree Neutrsl  Agree  Swongh

Disagree
1. it is easy to forecast the future state of affairs. 1 2 3 4
2. new trends in customer preferences emerge frequentls. 1 2 3 4
3. managers monitor the marketing strategies of only a few 1 2 3 4
competitors.
4. market shares can be substantially influenced by new/modified 1 2 3 4
product introductions
5. customers cuffer widely in their characteristics. 1 2 3 4

6  competition is very dynamic, 1 2 3 4

Agree




Compared to many other business environments, in your business environment...

10.

11

12.

13.

14.

15.

16.

17.

18.

& new product is expected at any time.

the information received about the business environment is often not
clear.

it is difficult to gain and sustain thc support of the distribution
channel members.

product-related technology changes unpredictably.

differences in competing brands are very minimal.

major compctitors change their marketing strategies frequently,
consumer profilcs have changed drasiically over the past five years.

gaining and improving customer satisfaction is not a major concern
for competing firms.

the actions of our competitors are rather simaple than complex.
change is the only constant.
changes in customers’ requirements arc very predictable.

market shares are roughly equal among major competitors.

1 2 3
1 2 3
1 2 3
1 2 3
1 2 k}
1 2 3
1 2 l
1 2 3
| 2 3
1 2 3
| 2 3
1 2 3

Compared to many otker business environments, in your business environment...

19,

20.
21
22,
23,
4.

25.

product designs vary 10 meet requirements of different customer
segments.

pricc competition is extremely intense, "cut thioat”.

there are many factors to consider when making a decision.
it is difficult to forecas! what major competitors will do.

it is easy to predict any new/modilied product introductions.
advertising is a very powerful competitive tool.

there are very few firms competing.

! 2 3
1 2 3
1 2 3
1 2 kK
1 2 3
1 2 3
1 2 3

1

Agree  Suongly
Age
4 b}
4 s
4 L]
4 5
4 5
4 5
4 5
4 3
4 )
4 5
4 5
4 5
4 5
4 5
4 5
4 ]
4 L
4 5
4 5
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Compared to many other business environments, in your business environment...

Strongly Disagrez Neutral  Agree  Strongly
Agree

Duagrec
26. competitive conduct is very predictablc. ] 2 3 4 5
27. there is dominance by one or a few l2aders. 1 2 3 4 S
28. customer preferences are stable. 1 2 3 4 L]
29. there is great concern for product and rclated service quality. } 2 3 4 5
30. there is high uncentainty aboutl customers' preferences. 1 2 3 4 ]
31. estimates of future state of affairs are often “guess estimates™. 1 2 3 4 s
32. competitors strongly rely on promotioal activities to aftract 1 2 3 4 5
customers

SECTION B. INNOVATIVENESS OF YOUR FIRM

This scction deals with the innovativeness of your firm. Please rate how often your firm engages in cach of

the following activities with respect to the product you indicated on the first page of this questionnaire,

With regard to new product and/or service introduction, how ofien is your company...

Never Always
1. first to market with ncw products and related services. 1 2 3 4 5
2. alater entrant in established but still growing markets 1 2 3 s 5
3 anentrant in mature, slable markets 1 2 3 4 5
4. anecntrant in declining markets. 1 2 3 4 5
S, at the cutting edge of technological innovation. 1 2 3 4 3
6.  at atechnological lead with its products 1 2 3 4 5
7. more innpvative than other firms in terms of offering new and/or 1 2 3 4 s
improsed products.
8. improving and developing new products by implementing new 1 2 3 4 5

technological advances in the industry.




SECTION C. MARKET RESEARCH ACTIVITIES FOR THE PRODUCT YOU INDICATED.

This scction includcs various market rescarch activitics that marketing managers may camy out. Such
research is usually conducted by the firms' market research department, othcr depanments, or external

please specify for EVERY

type of research listed belo“

e Whether you have conducted this type of research in the past 12 months and, if yes,
e Who conducted the research.

For each type of research, please circle the appropriate number(s) on the right.
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voeded N . y 3
Type of research BaNa Neded Nika  Avbe Ok
Dane Thereforc  Research Depe Firm
Not Cone __Dept
A. Business/Economic and Corporate Research
1. Industry/Market Characteristics and trends................o.... 1 2 3 4 5
2 Acquisition/Diversification studies ................ 1 2 3 4 s
3. Market share analyses..........ooeveveeneeninas 1 2 3 4 5
4. Other: v—e s 1 2 3 4 L)
B. Pricing
1. CoSt AnalYSiS. .ccovvriirecenencnnininecenaens et ¢ reesaeinnenns 1 2 3 4 L)
2. Profit analysis.... 1 2 3 4 5
3. Price sensitivity cf bu)ers 1 2 k) 4 5
4. Demand analysis
a) Market potcntial ..................................................... ] 2 3 4 5
b) Sales potential.. . 1 2 k| 4 5
¢) Sales forecasts ... reveerires enseeveessereterets semesens erena s} 2 3 4 5
5. Competitive pncmg anah ss 1 2 3 4 5
6. Other: 1 2 3 4 5
C. Product
1 Concept development and testing .......ccoveeveies vevevves vrivns 1 2 3 4 5
2. Brand name generation andtesting ......... oot « coves o e ! 2 3 4 L]
3. TestMatKer ......coccmereeniiininnennenaenns versssnninnense 1 2 k} 4 5
4. Product testing of existing products 1 2 3 4 5
5. Packaging design studies ..................... | 2 3 4 5
6. Competitive product Studies..........c.ovveriersrsersaneniiiininans 1 2 3 4 5
7. Other’ UV | 2 3 4 5
D. Distribution
1. Location studies ... . ... cceee cieeere weee s s ees e i ) 2 3 4 5
2, Channel perfomwnee studxcs ......................................... 1 2 3 4 5
3. Channel coverage studies ........ ....... SRR | 2 3 4 5
4. Export and international studies 1 2 3 4 5
5. Other: 1 2 3 4 5
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. 9, N
Type of research (cont’d) m ;;“ g:';gy m:v MB»
Dane Therefore  Resesrch. Dept. Fm
NaDone Degt.
E. Promotion
). Motivation research .......... .coccccevicnninnes 1 2 3 4 5
2. Medsa rescarch.., 1 2 3 4 5
3. Copy research ........cccoveieeecens creecereecenesnnesnaesnans 1 2 3 4 S
4. Adventising effectiveness.. 1 2 3 4 5
5. Competitive advertising Studies...........coveveiresersciniaessnsns 1 2 3 4 S
6. Public image studies " RV | 2 3 4 5
7. Sales force compensation studics............o.ceccoeinimsiinirennnes 1 2 3 4 5
8. Sales force quota studies.. 1 2 3 4 5
9. Sales force territory SUUCTUTE ............ooeeeneee I 2 3 4 5
10 Studies of premiums, coupons, deals, etc. 1 2 3 4 S
NMOther oo 1 2 3 4 s
F. Buying bebavior
1. Brand preferomees. ... eeeeneervcenninines « seeresens senseesesveses 1 2 3 4 5
2. Brand attributes......... . 1 2 3 4 b
3. Product satisfaction..............c.cccceverrennnen. w1 2 3 4 L
4. Purchase behavior.............. cooee corcrecnieescrianens o0 sverinies 1 2 3 4 5
3. Purchase IMIERUODS.........c...cccerenirrrerensereseennesentns 1 2 3 4 ]
6. Brand awarencss...............ceceiinnsininicsenes 1 2 3 4 ]
7. Segmentation studies...........cccvens wevveree 1 2 3 4 ]
R. Perceptions of product/service quality | 2 3 4 S
9 Studies of competitive benchmarking 1 2 3 4 s
10. Other: 1 2 3 4 s
SECTION D. GENERAL INFORMATION.
1. 1Isyour firm? 0 A service firm {1 A manufacturer
2. Inwhich of the following industries would you classify the product vou indicated?
¢ FOOd & BEVETABE. ....ooveevviriiiies ecocanse conne socvsavsncasssstnsares suerssoss sovssnesas 1
¢ Automotive & Industrial.........coccevinrennenn oot eoranees v 2
¢ Financial services (Banks, Insurance, e1€.)....ccccovevevenciiine ceverenneen . 3
¢ Business senices (Marketing research, Consulting. €16.) .....coo.ceeveiveiniaennne 4
o Health services and Pharmaceuticals........ roretsrsseasensneisrnasens 5
¢ Publishing or Broadcasting ............cco...o.. resrenssrentresta e e saeasrobenesnssne 6
«  Retail or Wholesale trade. ......... ... ccoocvirenvniinnnrirnininsnenssenesesssnossnssesnes 7
«  Public Utilities (Transportation, Telecommunications, etc.)................ 8
¢ Information Technology (Software development, Hardware, etc.) .............. 9
o Orher(describe). e e 10
3 Inthe last fiscal year, approximately what percentage of the gross sales of the product you jpdicated was

marketing research expense? %




For the last fiscal year, let the total dollar expenditure for marketing research for the prodvet you indicated
equal 100%. What percentage would you estimate was accounted for dy:

In-house marketing research %
External rescarch suppliers %
Total = 100%

Please indicate whether the marketing plan for the proguct vou indicated is formulated and monitored ..

Complately Mamly ndependently from Mainly jomtly with ather Complately joimty with
incependentty from cther products produdis in your fim cthor products o your
other products in n your firm tion
your firm
1 2 3 4

When compared to your largest competitor for the product you indicated ..
a.  your profitability is:
0 less 0  about equal 3  more
b.  your matket share is:
G Smaller [ about the same 0 larger

€. your growth rate is’
1 slower 0 about the same L faster

For the industry of the product you indicated. please state approximately:
a  The number of majot competitors in the industry

b, The growth rat: of the industry: %

¢.  Market shares of the largest three competitors: :/o

Your title is:

Thank you for your cooperation |

75




APPENDIX B
Post-Card Sent as a Reminder
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Dear Madam/Sir,
We recently sent you a questionnaire on market research use and perceptions of
competitive environment. We have already received many completed questionnaires.

If you have not yet returned your questionnaire, we are again asking for your
cooperation. It is essential that we obtain responses from as many managers as possible to
complete this study with maximum accuracy possible.

If you have not yet received the questionnaire we sent you, please return this postage-
paid card or contact us at (514) 848-2952.

Thank you for your cooperation.
Rania Ijhaish




APPENDIX C
List of the 7 Items Deleted from Environmental Turbulence Measures




3)
()
3)

(4)
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Description of Items Deleted in First Step of Item Reduction

Change is the only constant.
There are many factors to consider when making a decision.
Product-related technology changes unpredictably.

It is easy to predict any new/modified product introductions.

(cpt1) Managers monitor the marketing strategies of only a few competitors.

(crt2) Customers differ widely in their characteristics.

(crt5) Product designs vary to meet requirements of different customer segments.




APPENDIX D
Correlation Matrix for Items on Environmental Turbulence




CRT3
CPT3
CPTS
CPT6
CRT1
CPT2
CPT4
CRT4
CRT6

CPT2
CPT4
CRT4
CRT6

Correlation Matrix for 15 Items on Environmental Turbulence

CRT3 CPT3 CPT5 CPT6 CRT1
1.0000
«3298 1.0000
.3284 .4223 1.0000
+3486 «3412 .3423 1.0000
.4528 .3637 .2508 .4379 1.0000
.3139 .2721 .2641 .2514 .1881
. 2569 .2480 .3313 .2609 .3147
.3180 .2354 .2671 .2731 .2397
. 3795 .2062 .3788 .3805 .3120
CPT2 CPT4 CRT4 CRTé6
1.0000
.2053 1.0000
.1381 .1682 1.0000

.1763 .2873 .2882 1.0000




APPENDIX E
Correlation Matrix for Items on Innovativeness

82




Nl
INS
IN6
IN7

INS

Correlation Matrix for 8 Items on Innovativeness

1.0000
.4731
.5117
.5847

.4859

INS

1.0000
.1857
.5489

.6405

ING IN7
1.0000
.6161 1.0000

.6319 .5822

INB

1.0000
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APPENDIX F
Correlation Matrix of v ariables in the Regression Model




NRA

COMPET

TECH

OVERALL

CUSTOM

INNOV

TYPE

COUN

RATE

LEGEND

NRA =
COMPET =
OVERALL =
TECH=
CUSTOM =
INNOV =
TYPE =
COUN =
RATE =
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Correlation Matrix for Variables in the Regression Model

NRA  COMPET TECH OVERALL CUSTOM  INNOV TYPE COUN RATE
1.000 .158 .285 .053 -.145 .214 175 -.0484 -.068
.155 1.000 .068 .140 .212 -.018 -.013 .096 .214
.285 .068 1.000 .026 .011 .200 -.040 -.094 .074
.053 .140 .026 1.000 .114 222 -.139 -.045 -.074
-.145 212 .011 114 1.000 .082 -.01M .057 .153
.214 -.018 .200 222 .082 1.000 .015 .086 .223
175 -.013 -.040 -.139 -.071 015 1.000 -.080 -.146
~.044 .096 -.094 -.045 .057 .086 ~.080 1.000 .222
-.068 .214 .04 -.074 .153 .223 -.146 .222 1.000

Number of Market Research Activities

Competitor Turbulence

Overall Turbulence

Technological Turbulence

Customer Turbulence

Innovativeness

Type of Firm

Country of Origin

Growth Rate of the Industry






