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ABSTRACT 

Over recent years, academics and practitioners alike have been taking a growing 

interest in the evaluation of market research activities. Discussions of the 

relationship between market research and business performance emphasise a logical 

link between useful information and good decisions. While many marketers agree 

with this logic, and think that market research and business performance are 

positively related, the sole empirical study conducted so far did not confirm this. A 

possible reason for the lack of confirmation is that different types of market research 

have different effects on business performance. 

This study tested two hypotheses :  that the type of research makes no difference to 

the usefulness of research projects as evaluated by the managers; and that business 

performance is unaffected by the type of research companies predominantly employ. 

These hypotheses were empirically tested by assessing the usefulness of the different 

types of market research projects, and by assessing whether the company 

performance is affected by the type of research employed by the company. Two 

substantive issues arise from these assessments: the classification of projects, and 

of companies, into types, and the evaluation, by type, of usefulness and business 

performance. 

Market research projects conducted by the surveyed companies, were classified as 

"decision research" or "background research", based on the purpose for which each 

project was undertaken and how it was used. The companies were then classified 

on the basis of the type of research they predominantly commissioned. 

The assessment of usefulness indicated that background research is carried out 

much more often than decision research, yet is regarded as less useful by managers. 

The assessment of company performance suggested that companies carrying out 

more decision research perform better than those that place more emphasis on 

background research. This evidence, if replicated, would justify a re-orientation 

from background research to decision research. 
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OVERVIEW OF THE STUDY 

1 .  INTRODUCTION 

There is a widespread belief among business academics, and some practitioners, that 

more information always leads to better business decisions. Some authors (for 

example, Deshpande and Zaltman, 1982; Turner, 1991; Glazer, 1991; Maltz and 

Kohli, 1996; Wierenga and van Bruggen, 1997; Dawes, Lee and Dowling, 1998; Li 

and Calantone, 1998), go so far as to say that the growth and even survival of 

today's business entities will depend on their strategies for handling and processing 

information. Kohli and laworski (1990) and Narver and Slater (1990), go so far as 

to claim that market research information is the important factor in overall business 

success. 

Despite the apparent consensus that marketing information is central to business 

success, there has been surprisingly little research specifically examining the link 

between market research and business performance. With very few exceptions, the 

literature tends to focus on issues surrounding the collection, use, and effects of 

marketing information. The maj ority of studies pertain to the sources ofinformation 

used by marketers, the organisation of research activities, the data collection 

methods employed and the factors affecting the use of information (Menon and 

Varadarajan, 1992; Hart and Diamantopoulos, 1993; Goodman, 1993; Hart, Webb 

and lones, 1994; Hamlin, 1995; Diamantopoulos and Horncastle, 1997). 

Regarding the specific contribution of market research to business performance, the 

evidence is scattered and conflicting. Some authors claim to have identified a 

positive relationship between business performance and the use of market research 

(Hooley and West, 1984; Moorman, 1995; Slater and Narver, 1997). On the other 

hand, in the only reported empirical investigation ofthe relationship between market 

research activity and success, Hart and Diamantopoulos (1993) detected no 

difference between users and nonusers of market research with respect to measures 



of business performance. Some have argued that it is probably the case that 

different types of market research have different effects (Holbert, 1974; Gandz and 

Whipple, 1977; 0 'Dell, Rupell, Trent and Kehoe, 1984), but this argument has not 

been examined empirically. 

Most of the writings that discuss the relationship between market research and 

business performance emphasise a logical link between useful information and good 

decisions. In particular, Holbert (1974), Gandz and Whipple (1977), and O'Del1, 

Rupell, Trent and Kehoe (1984) voice the opinion that research that tests ideas is 

likely to be better than research that generates ideas, but they did not tested this 

opinion empirically. This thesis develops this opinion, formulates it so it is amenable 

to empirical testing, and carries out an empirical test. 

2. OBJECTIVES OF THE STUDY 

This study explores the relationship between market research and business 

performance; specifically it measures how type of research that is carried out by a 

company affects the company's performance. Parallelling the overall objective is 

two research hypotheses and are set out below. 

H10 The type of research makes no difference to the usefulness of market 

research projects. 

H2o Company performance IS unaffected by the type of research they 

predominantly employ. 

In order to test these hypotheses a number of sub-objectives have been formulated. 

1. To achieve a robust classification of the market research projects under 

investigation. 

2. To achieve a robust classification of the companies under investigation. 

3. To formulate a measure of performance with respect to the projects. 

2 



4. To formulate a measure of performance with respect to the companies. 

5. To assess how project type affects project performance. 

6. To assess how company type, as classified by the research type they 

predominantly employ, affects business performance. 

Thus, the study examines the extent to which performance differences can be 

explained by variations in the type of market research. Type of research is defined 

on the basis of purpose for which the research is undertaken and on the use to 

which it is put. The study views performance from two different perspectives; from 

the perspective of particular market research projects; and from the perspective of 

particular companies, that base their research predominantly on one type of research 

or the other. Performance is defined with respect to the usefulness of market 

research projects and the self evaluation of financial and market performance 

compames. 

Justification 

Barwise (1995) points out that much marketing practice, and much of what is 

taught in marketing departments is based on beliefs about the truth of 

generalisations which have not been empirically tested, except anecdotally. While 

most marketers think that market research and business performance are positively 

related (Hooley and West, 1984; Hooley and Lynch, 1985; Baker, Hart, Black and 

Abdel-Mohsen, 1986; Baker, Hart and Black, 1988; Hill, 1988; Lehman, 1989), the 

sole empirical study (Hart and Diamantopoulos, 1993) could not confirm the link 

and ended with a call to extend research in this area. The Hart and Diamantopoulos 

study did not distinguish between types of research and the current study extends 

their research in that direction. From the conceptual base provided by the literature 

on the implementation of the marketing concept, and through an extension into 

marketing performance, this study attempts to test a fundamental tenet of the 

marketing concept. The task of evaluating the usefulness of different types of 

3 



research and estimating the relationship between types of market research and 

business performance is a crucial issue for marketers. 

3. RESEARCH M ETHOD 

A survey was used to collect the data for this study. In order to gather information 

on market research use and business performance, a list of company names was 

compiled from the New Zealand Market Research Society Directory (1998) and 

from the New Zealand Business Who 's Who (1998). Market research companies 

were excluded and agreement to participate was sought from 87 substantial client 

companies. Of these, 53 refused to participate or had not done any research, leaving 

a sample of 34 companies to work with. After a critical review of all 3018 market 

research projects identified from the participating companies, follow-up interviews 

were held with respondents to confirm and clarify responses, as well as to gather 

other qualitative data on the operational aspects of research. 

Operationalisation 

The issues discussed above are addressed in this study by focusing on the constructs 

that may be associated with the use of market research and the assessment of 

business performance. The constructs were developed and operationalised as 

follows: 

Based on the literature review and the information obtained from participants about 

the market research projects, the research projects were classified as "decision 

research" or "background research" . Background research refers to the indirect use 

of information that provides "general enlightenment" to develop a manager's 

knowledge base (Menon and Varadarajan, 1992). Decision research refers to its 

direct application to marketing decisions; such information can be used to make, 

implement or evaluate marketing decisions (Moorman, 1995). This classification 

4 



was accomplished by the researcher reviewing each project critically. The validity 

of this classification was examined by cluster analysis based on 3 7  statements 

(adapted from a questionnaire developed by Diamantopoulos and Souchon, 1999) 

to identify similar groups of variables with respect to managers' attitudes towards 

research types. The companies were then classified by the researcher into three 

groups according to the proportion of decision research they had carried out. The 

validity of this classification was examined by considering the underlying attitudes 

held by the respondents towards market research use. The same 3 7  statements were 

used to classify the companies by Q-type factor analysis and cluster analysis. 

In order to evaluate the usefulness of market research, a sample of 775 proj ects was 

selected, of which 3 42 were decision research, and 433 background research. These 

were assessed by participants using five-point Likert scales. The measures include 

four usefulness dimensions -" overall usefulness", "market understanding", 

"actionable" and "value". The choice of these constructs is based on those used by 

Deshpande and Zaltman (1982). The effect of manager involvement in the particular 

project was also examined to investigate the possible bias that this might introduce 

into the manager's assessments. 

Business performance was assessed using a five-point Likert scale on four measures 

-"overall performance", "sales growth", "return on total sales" and "return on total 

assets". These were used because of their extensive use in the literature concerning 

the outcomes of market orientation, see for example, Narver and Slater (1990 ); 

KoWi and laworski (1990 ); laworski and KoWi (1993 ). The effects of "firm size" 

and the level of "market research expenditure" on business performance were 

examined to allow for possible moderating effects. 

4. OUTLINE OF THE TH ESIS 

The overall objective of this study is to examine the relationship between research 

type and usefulness in terms of project performance and business performance. Two 
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substantive issues arise from this objective: the classification of research into types; 

and the evaluation of the research by type. On the basis of these issues the thesis is 

presented in five parts. Part I describes the background of the study and the theory 

development. Part Il discusses the research methodology. Part III describes 

classification issues and procedures. Part IV presents the results and discusses 

project performance in Section 4.1 and business performance in Section 4.2. Part 

V concludes with a summary and discussion of the study objectives and the research 

outcomes. These parts and sections are more fully described below. 

Part 1- Literature Search and Theory Development. This part identifies and 

reviews prior research on the general topic of market research, its usefulness and 

business performance. Section 1. 1 reviews literature on types of research use, the 

variables underlying market research use in organisations, and the various theories 

and hypotheses advanced in the literature on the marketing concept and market 

orientation on the link between market research use and performance. The empirical 

studies conducted on the relationship between market research and business 

performance, the research problem and its importance as a topic for academic 

investigation are also discussed. Section 1.2 reviews literature on the alternative 

perspectives on performance measurement. The section begins with the 

identification and development of measures of market research usefulness and 

continues with a discussion of the evaluation measures of project performance. The 

section then reviews the literature on the measurement of business performance. 

Part 11 - Research Method. This part outlines the way the data were collected 

and analysed to achieve the tasks set out in Parts III and IV. It describes the 

selection of the sample, the sources of data, the statistical procedures employed, the 

measurement of variables used, the development of the interview instrument, the 

conduct of the interviews, and the analysis of data. The rationales for using the 

particular statistical, interview and document analysis methods in this project are 

explained. 
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Part I I I  - Classification of Projects and Companies. This part describes a 

two-fold system of classification of research projects and of companies. Section 3.1 

develops a classification system that forms the basis for the classification of research 

into types. This section then justifies the validation process, continuing with 

discussion of statements used for validation. Section 3.2 describes the classification 

of companies according to the proportion of research projects undertaken by the 

organisations that fall into the classes identified in Section 3.1. It then justifies the 

validation process, examining the validity of the classification by considering the 

underlying attitudes towards market research held by the respondents. 

Part IV - Project and Business Performance. Part IV exanunes the 

relationship between the classifications developed in Part III and the respondents' 

ratings of project usefulness and business performance. Managerial perceptions of 

project usefulness and business performance form a major component of this part 

and are discussed from a number of perspectives. Section 4.1 begins with the 

discussion of the measures of market research usefulness and continues with the 

evaluation of project performance, distinguishing the usefulness of different types 

of researches. Section 4.2 discuss measures on business performance, and continues 

the investigation of the relationship between companies using different types of 

research and the measures of business performance. 

Part V - Summary and Conclusions. This part revisits the justification for the 

research, summarises the results of the study, discusses relevant managerial and 

theoretical implications, suggests areas for future research, points out the study's 

key limitations and concludes with a summary of research outcomes. 

7 



PART I 

LITERATURE REVIEW: INFORMATION USE, MARKET 

RESEARCH ACTIVITY AND PERFORMANCE 

This part identifies and reviews prior research on the general topic of market 

research, its usefulness and business performance. Section 1.1 reviews literature on 

types of research use, the variables underlying market research use in organisations, 

and the various theories and hypotheses advanced in the literature on the marketing 

concept and market orientation on the link between market research use and 

performance. The empirical studies conducted on the relationship between market 

research and business performance, the research problem and its importance as a 

topic for academic investigation are also discussed. Section 1.2 reviews the 

literature on the alternative perspectives on performance measurement. The section 

begins with the identification and development of measures of market research 

usefulness and continues with a discussion of the evaluation measures of project 

performance. The section then reviews the literature on the measurement of 

business performance. 

1.1. INFORMATION USE AND MARKET RESEARCH ACTIVITY 

Much literature supports the notion that market research and business performance 

are positively related. Hooley and Lynch (1985) claim the level of use of market 

research is positively related to company effectiveness. In addition, Baker, Hart, 

Black and Abdel-Mohsen (1986) argue that it is logical to hypothesise that market 

research has a positive influence on business performance. Baker, Hart and Black 

(1988) claim that successful companies carry out market research, in sharp contrast 

to less successful companies. The collective message sent by this stream of research 

is that "those companies with zero or low usage could significantly improve their 

performance by making better use of market research" (Hooley and West, 1984, p. 

347). Although most of the relevant literature supports the notion that market 



research and business performance are positively related, relatively little empirical 

work has been conducted. The sole critical empirical study (Hart and 

Diamantopoulos, 1993) could not confirm the link, and ended with a call to extend 

research in this area. 

Support for the link between market research and business performance is part of 

a much wider discussion of the role of information in achieving competitive 

advantage and is now discussed. 

1 . 1 . 1 . Information Environment 

Hogarth and Makridakis ( 1981 a) state that the " central theme of this generation" 

has been the onset of the "information age" in which information replaces matter 

and energy as the primary resource of society. Indeed, Menon and Varadarajan 

(1992) describe the society in which we live as an information society. According 

to them, better and more effective use of information is critical to being more 

market -oriented and to succeeding in an intensely competitive business 

environment. 

In an early article on the role of information as a marketing resource, Kotler (1966, 

p. 63) states the "company's effectiveness in the marketplace is increasingly at the 

mercy of the executive's market information". Sixteen years later, this claim was 

reiterated by Deshpande (1982, p. 91), according to whom "the growth and even 

survival of today's business entities will depend on their strategies for handling and 

processing information". Deshpande claims good information is the raw material 

used by management in deciding a company's policy and day-to-day operations. In 

a marketing context, Peters and Waterman (1982) claim that keeping "close to 

customers" is one of the critical factors identified during research as helping to 

make the American companies they surveyed outstandingly successful over many 

years. 
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Schewe and Smith (1980) state that the increasing pace of change has increased 

pressure on marketers to become more competitive through better decision-making. 

The importance of effective information use cannot be overemphasised if costly 

mistakes are to be avoided and opportunities not bypassed (Douglas and Craig, 

1983). This, therefore, highlights the need for information as the basis for effective 

decision-making. Garvin and Bermont (1983) speak of information consciousness 

and assert that every problem relating to a business or profession ultimately boils 

down to an information problem. They say, "we think we have decision problem. 

But if we had a sufficient amount of information all correct decisions would be 

inherent in that information. That's why it's so important, when thinking about 

problems, to think information. That's information consciousness" (p.S7). 

Bentley (1986) defines information as being data that is meaningful and useful to 

the user and which, ideally, should be comprehensive yet concise, accurate, 

applicable, timely and available. As such information is rarely available in such an 

ideal form, organisations have had to develop either formal or informal methods to 

collect, analyse and disseminate it. Though there have, undoubtedly, been many 

successful management decisions based on "gut reaction", the consensus amongst 

management and marketing theorists (Stoner, 1978; Kast and Rosenzweig, 1979; 

Deshpande and Zaltman, 1982) is that objective information is a prerequisite basis 

on which to found management decisions which will reduce risk and uncertainty. 

Their work suggests companies undertake formal investigations because managers 

expect the resulting information to reduce uncertainty in decision-making. On an 

informal basis too, Johanson and Vahlne (1977) suggest that management decisions 

themselves are initiated by knowledge of opportunities or threats and that 

knowledge gives rise to the evaluation of alternative responses. 

The UK - based study by Oasis (1989) found that while the majority of 

organisations were aware of the importance of information to marketing, a 

disappointing few had achieved success in using information as a core business 

resource integrating and driving the company's total marketing efforts. It was 
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suggested that " . . .  before a company can begin to make use of computers in the 

marketing area, it must have strong appreciation of the value of information to 

marketing" (p. 3). The study also notes that " ... . .  the degree to which companies 

regard market information as a vital strategic asset will inevitably affect the way 

they are able to capitalise on the resource for competitive advantage" (p. 6). 

Czinkota and Ronkainen (1990, p. 15) state that "the single most important cause 

for failure in the marketplace is insufficient preparation and information . . . .  Failures 

continue to occur because firms either do not believe that market research is 

worthwhile or face manpower and resource bottlenecks that impede research". 

Kotler (1988) suggests that three developments, the move from local to 

international marketing, the increasing focus on buyer wants as opposed to buyer 

needs and the growth of non-price competition, have increased the need for 

information. Hamel (1991) also argues that a firm's ability to change rapidly and the 

extent to which it accumulate information will determine competitiveness to a large 

extent. According to Badaracco (1991), competitive firms succeed by developing, 

improving, protecting, and renewing market information. 

Lewis (1990), in discussing the concept of the "intelligence corporation", also notes 

the critical importance of information in today's global marketplace. Barabba and 

Zaltman (1991) argue that "more than ever before", companies must listen to and 

correctly interpret the "voice of the market". They say that companies must be fully 

attuned to the signals coming from customers, dealers and competitors in order to 

make the right decisions at the right time. Accordingly, firms which lose touch with 

the market, either by ignoring or misinterpreting its signals, will fail in today's 

competitive environment. Churchill (1991) states market research is a major source 

of information that affects marketing decision-making, in that it serves as the firm's 

formal communication link with the environment. 

Anthony (1994, p. 23) states that "in today's turbulent trading conditions, firms 

should build up a comprehensive and dynamic knowledge base about their markets 
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and about those who consume their products. Armed with specific knowledge, 

effective targeting strategies can be developed". He states that the discipline of fact­

based analysis will become increasingly important in the future to most customer 

oriented companies and, it might be added, to all organisations which seek to attract 

profitable business or, perhaps, serve efficiently in the public sector. According to 

Anthony, this re-orientation of business activities demands the more analytical and 

systematic approach provided by market research. It is market research, founded 

on an assessment of customer requirements, with the objective of maximising net 

profits by providing customers with products and services that really fulfills 

customer needs. 

Barabba (1994) claims managers can create dynamic, market-based decision-making 

mechanisms that lead to competitive advantage. He offers a "new strategic 

approach" to marketing, based on his principle that market leadership can be 

attained by transforming information into shared knowledge. Civi (2000) claims that 

the success of businesses in an increasingly competitive market place depends 

critically on the quality of the market knowledge which those organisations apply 

to their key business processes. 

The views summarised so far emphasise that market research is considered to be the 

process of "listening to the voice of the market" and conveying information about 

it to appropriate management. The writers, as a whole, conclude that better 

decisions can be made when this is done. In spite of the critical role of information 

stressed in these reviews, little empirical research has been conducted to 

substantiate this conclusion. 

1 . 1 .2. Market Research Defined 

The literature discusses various definitions of market research. A review of these 

definitions is included for completeness. It shows many authors think it crucial to 

settle the matter of a definition. 

1 2  



The American Marketing Association has defined market research as "the accurate, 

objective and systematic gathering, recording and analysing of data about problems 

relating to the marketing of goods and services" (AMA, 1961). This definition was 

echoed in the British Institute of Management's definition of the following year: 

"The objective gathering, recording and analysing of all facts about problems 

relating to the transfer and sale of goods and services from producer to consumer" 

(BIM, 1962). 

Buzzell (1963) expresses concern over the term "research" adopted to describe the 

activities of data collection and evaluation for marketing decisions. He felt this term 

was inappropriate for what essentially is some distance removed from pure 

academic research conducted in a research laboratory under controlled conditions. 

Instead, he suggests the function of market research is more analogous to military 

intelligence which had the duty of obtaining complete, accurate and current 

information for the development of strategic plans. 

In reviewing the American Marketing Association's definition, Kotler (1967) 

commented that while the major activities of market research are clearly stated, its 

objectives are less well articulated. He offered the following definition, which 

emphasises the purpose of market research, viz. to help management make better 

decisions: " . . .  systematic problem analysis, model building and fact-finding for the 

purposes of improved decision-making and control in the marketing of goods and 

services" (p. 17). Market research is thus broadly construed by Kotler to include 

understanding the characteristics of organisational aspects of the environment 

relevant to the development of sensitivity to the market. 

Another definition of market research, specifically related to industrial products, 

was made by the Industrial Marketing Research Association - now subsumed into 

the Business and Industrial Group of the Market Research Society - as follows: 

"The systematic, objective and exhaustive search for and study of facts relevant to 

any problem in the field of industrial marketing" (IMRA, 1969). 
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Zaltman and Burger (1975) point out that these market research definitions do not 

include the pre-research analysis necessary to define what information should be 

gathered, recorded and analysed. Therefore, they propose a wider definition which 

assumes the marketing organisation is concerned with its environment as follows: 

"market research involves the diagnosis of information needs and the selection of 

relevant interrelated variables about which valid and reliable information is gathered, 

recorded and analysed" (p. 3). In this definition, market research also includes the 

analysis and evaluation of action taken on the basis of information. 

Following this approach, the American Marketing Association subsequently 

approved the new definition of market research -"Market research is 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" (AMA, 1987). 

Green, Tull and Albaum (1988, p. 2) defined market research as "a systematic and 

objective search for and analysis of information relevant to the identification and 

solution of any problem in the field of marketing". Market research can be 

considered to be primarily fundamental or primarily applied. Fundamental research, 

frequently called basic or pure research, seeks to extend the boundaries of 

knowledge in a given area with no necessary immediate application to existing 

problems. Applied research (which they also call "decisional research") attempts to 

use existing knowledge as an aid in the solution of some given problems. 

Malhotra, Hall, Shaw and Crisp (1996) define market research as the systematic and 

objective identification, collection, analysis and dissemination of information for the 

purpose of assisting management in decision-making related to the identification 

and solution of opportunities and problems. Zikmund (1996) defines market 

research in a similar fashion, as one of the principal tools for linking the consumer 
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and the general public to the market through information used to identify and define 

market performance and improve understanding of marketing as a process. 

Hamlin (2000) claims that market research is used as part of a decision-making 

process, usually in the deployment of company assets to achieve a specific result. 

He also argues that market research should be defined with reference to the 

decision-maker, who is the ultimate consumer of such research. This claim allows 

him to make the following pragmatic definition of the scope of market research: 

"Effective market research supports the rational selection of a course of action that 

will lead to an outcome that is satisfactory to the decision-maker" (p. 1040). 

Hamlin (2000) argues that if the above definition is used, then any market research 

should be designed to achieve the following list of six prerequisites. 

� The research must be based on an accurate description of desired outcome 

for the decision-maker. 

The research must exclusively test the feasibility of at least one course of 

action that could produce this outcome. 

The research must accurately test the feasibility of one or more alternative 

courses of action that could produce this outcome. 

The research results and their implications should be clear to the decision­

maker. 

The decision-maker must be able (and willing) to use these results and 

implications logically in their decision-making process. 

The research must be cost effective in terms of the resources of money and 

time devoted with respect to the risk represented by the decision. 

All these "definitions" have much in common: they state that market research is 

essentially about the disciplined collection and evaluation of specific data in order 

to help companies better understand customer needs. In these definitions, market 

research includes the following: specifying the information required to understand 

customer needs; designing the method for collecting the data; managing and 
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implementing the data collection process; analysing the results; and communicating 

the findings and their implications. 

The following section reviews the literature pertaining to the types of market 

research and traces the development of the typology used to classify market 

research in this study. 

1 . 1 .3. Types of Market Research 

There is great diversity in the way research use is defined (Deshpande and Zaltman, 

1982; John and Martin, 1984), measured (Deshpande and Zaltman, 1982, 1987; 

Larsen, 1985; Wilton and Myers, 1986) and categorised (Knorr, 1977; Rich, 1977; 

Deshpande and Zaltman, 1982, 1987; Wilton and Myers, 1986; Lee, Acito, and 

Day, 1987). For instance, research use has been conceptualised or defined by (1) 

the extent to which research is used directly to guide behaviour and make decisions; 

(2) the extent to which the information provided leads to the reduction in 

uncertainty by decision-makers; and (3) the extent to which there has been specific 

changes in behavioural, cognitive and affective areas as a result of the work. 

The literature on research use has proposed the existence of three types of research 

use, namely, instrumental, conceptual and symbolic use (Deshpande and Zaltman, 

1982). Instrumental research use refers to the direct application of research findings 

and conclusions to solve a particular problem. In other words, the problem's 

solution will come through the research findings (Caplan, Morrison and Stambaugh, 

1975). Moorman (1995) also describes instrumental research use as the direct 

application of research findings to marketing strategy decisions; such research can 

be used to make, implement or evaluate marketing decisions. When research is 

used instrumentally to evaluate marketing decisions, the outcomes are assessed as 

positive or negative and the reasons for those outcomes identified (Zaltman and 

Moorman, 1988). Using information to evaluate alternative courses of action is 
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thought to be a powerful learning tool for managers since it is based on observed 

cause-effect relationships over time (Fiol and Lyles, 1985; Huber and Daft, 1991). 

Conceptual research use refers to the lateral application of available research 

findings, which are not directly related to a problem or relevant to a given situation 

or period in time (Beyer and Trice, 1982). It also refers to the indirect use of 

information that provides "general enlightenment" in developing a manager's 

knowledge base (Menon and Varadarajan, 1992). This use is subtle and indirect and 

therefore managers may not able to identify specific effects or "observe" the 

influence. 

However, there are times when research findings are used outside their intended 

purpose and used more symbolically (Menon and Varadarajan, 1992). Symbolic 

research use occurs when information is used to justify a decision previously made, 

perhaps on the basis of the decision-maker's instinct (Knorr, 1977; Weiss, 1977), 

or when information is distorted in order to support the decision-maker's opinion 

in the eyes of subordinates, colleagues and superiors (Piercy, 1983; Goodman, 

1993). 

In a similar way, but using different terms, Menon and Varadarajan (1992) 

conceptualise research use along three dimensions: action-oriented use, knowledge­

enhancing use and affective use. They claim this differentiation is interesting and 

critical when one is attempting to evaluate the type, extent and effect of research 
. . 

use In comparues. 

Menon and Varadarajan (1992) claim action-oriented use is demonstrated by 

changes in the user's activities, practices or policies directly linked to the findings 

and implications of a study. They consider instrumental use as one form of action­

oriented use and view it in terms of congruous (use of information in a manner 

consistent with the intent and implications of the study findings) and incongruous 
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use (intentionally distorted use of information). Though incongruous use is 

traditionally considered as a type of symbolic use, the authors view it as a form of 

instrumental use if the information is used directly in decision-making. 

Menon and Varadarajan (1992) believe knowledge-enhancing research use, akin to 

conceptual use, results in the user's improved knowledge and understanding of the 

issues and themes of the study. Knowledge enhancement could happen through 

inspection of the results and/or through the research process. 

Affective use of research is viewed as use with the intent of "feeling good" (Menon 

and Varadarajan, 1992). Like knowledge-enhancing use, affective use also has two 

subdimensions; outcome-based and process-based. Outcome-based affective use is 

based on the manager's overall satisfaction and confidence level created by the 

study findings or implications; for example, information from research studies could 

be used to make the manager feel more comfortable with a decision made prior to 

the conclusion of a study. Process-based affective use is the overall positive level 

of satisfaction and confidence existing because research was done. These effects 

occur during the conduct of a research study and over a period of time thereafter 

and they also have a major influence on the researcher-manager relationship and 

interaction, which is critical for research use (Deshpande and Zaltman, 1982). 

The literature is divided as to the distinct and simultaneous existence of instrumental 

and conceptual uses of information. For example, Weiss (1981) places instrumental 

and conceptual use at two opposite ends of a continuum representing directness of 

use. Dunn (1986), on the other hand, posits that instrumental use is just a particular 

type of conceptual use. Alternatively, Larsen (1985) claims that the different types 

or the number of dimensions identified are of no consequence, but it is the 

acknowledgement that alternative types exist that is important. 

Menon and Varadarajan (1992) point out that there has been an increase in research 

efforts to understand the issues surrounding research use; however, a critical 
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evaluation of these studies reveals that their measurement of the construct "use" is 

problematic. Most of the marketing studies define use in narrow terms, but some 

operationalise and measure "use" in broader terms. Specifically, some of the studies 

employ broad measures of use that do not discriminate between the direct 

(instrumental) and indirect (conceptual) effects of a research report on the decision­

making process (Deshpande and Zaltman, 1982; Lee, Acito and Day, 1987) or 

between instrumental, conceptual and symbolic use (Zinkhan, 10achimsthaler and 

Kinnear, 1987). 

Despite seemingly general recognition of the multidimensional nature of research 

use, most of the previous work has been focussed on a single dimension of the 

construct, namely instrumental use (Deshpande and Zaltman, 1982, 1984, 1987). 

Not until very recently were both instrumental and conceptual uses of information 

considered in a single study (Moorman, 1995). In her study, Moorman (1995) 

attempted to measure organisational information processes, as opposed to 

individual information use, and her work is therefore not directly comparable to 

previous studies . 

Weiss (1981) and Menon and Varadarajan (1992) claim that limiting the 

measurement to instrumental use because it is easier to measure than conceptual or 

symbolic forms of use is not an adequate justification, especially if it leads not only 

to measuring use incompletely, but also to measuring a form or type of use that may 

be less likely. The literature thus presents a gap in the measurement of decision­

makers' information use since (1) neither conceptual nor symbolic use have been 

explicitly considered in marketing studies of information use, and (2) both 

instrumental and conceptual uses of information are not considered in a single 

study. 

The following section reviews literature pertaining to variables underlying market 

research use in organisations. 
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1 . 1 .4. Variables Underlying Market Research Use 

The use of marketing information by managers and the underlying variables 

influencing its use has received increased attention in the literature (e.g., Maltz and 

Kohli, 1996; Wierenga and van Bruggen, 1997; Dawes, Lee and Dowling, 1998; Li 

and Calantone, 1998). The literature suggests three areas of research that explain 

the underlying variables influencing market research use in organisations (O'Reilly, 

1983; Menon and Varadarajan, 1992). These underlying variables measure 

informational, organisational and environmental characteristics. 

1 . 1 .4.1 .  Informational Characteristics 

Mintzberg (1971, 1975) states that one of the reasons managers do not use 

information as they should is because of problems in the functioning of 

organisations. He claims that the existence of power and politics within the 

organisation causes managers to ignore or distort information related to overall 

effectiveness. Political tactics such as withholding or distorting information and 

even overwhelming or inundating others with information may be frequently used 

(Allan, Madison, Porter, Renwick and Mayes, 1979). 

Piercy (1980, p. 18) proposes that " .... marketing information is no more and no less 

than a tool in the organisational power struggle". This is shown in the control of the 

premises on which decisions are made, controlling the choice of alternatives to be 

considered and controlling information about the alternatives - the "hidden agenda" 

(pfeffer, 1981). It is suggested that because of the political and power dimensions 

of marketing information, "non-rational" considerations often surround the search 

for and use of marketing information (Piercy, 1983). Davis and Olson (1985) also 

suggest that rather than acting with complete rationality, utilising all the information 

available in making decisions, there is evidence that people often depend on past 

experience, inductive inference and intuition in making decisions. 
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Deshpande and J effiies (1981) studied marketing managers' use of market research 

information and identified five factors apparently influencing the use of market 

research: (1) conformity to expectations, (2) clarity of presentation, (3) research 

quality, (4) political acceptability and (5) challenge to the status quo. Subsequently, 

Deshpande and Zaltman (1982) assess the linkages of these factors to research use 

and report that all five factors were significantly related. Deshpande and Zaltman 

also found that managers tended to use more information if it was deemed 

technically adequate, if it confirmed prior expectations and if the managers worked 

closely with the researchers. In an extension of this work, Deshpande and Zaltman 

(1984) compare the perceived influence of the above factors on managers and 

researchers. In general, market researchers did not share managers' views on the 

importance of political acceptability and conformity to prior expectations. 

Some research on information use has focused on the "two communities" theory 

which maintains that a major source of difficulty in research use is the fact that 

information producers, e.g. , researchers, are from a basically different culture or 

community than the consumers or users of information and each has different values 

and interests (Myers, Greyser and Massy, 1979). Zaltman and Moorman (1988) 

conclude, after 170 interviews with research users and providers that one 

phenomenon, personal trust, is potentially the most important behavioural factor 

affecting research use. Later Moorman, Deshpande and Zaltman (1993) studied the 

importance of trust to research utilisation and found that there are effects stemming 

from the low levels of trust exhibited by marketing managers toward their research 

colleagues. These effects include laying off researchers and minimising the role of 

research in decision-making. 

Moorman, Zaltman and Deshpande (1992) claim that trust in research providers is 

important to research use because trust reduces perceived uncertainty and the 

perceived vulnerability associated with using market information. They further state 

that uncertainty may arise for several reasons: first, managers often feel they have 

more information available than is necessary for decision-making; second, advanced 

21 



information technologies and increasingly sophisticated research techniques make 

it difficult for managers to use research; third, problems of volume and 

sophistication are exacerbated by a growing variety of customers of market research 

who are unfamiliar with research or its use in decision-making; and, finally, more 

and more firms trim operating expenses by relying on external research 

organisations rather than internal staff The result is often shorter term relationships 

with researchers who lack experience with the firm and perhaps do not have access 

to information that could assist in creating and using research in more effective 

ways. 

Hogarth and Makridakis (1981 a) state that time pressure causes complexity in the 

decision-making environment which can lead to superficial information processing. 

They note that the negative impact of time pressure on the ability to benefit from 

market research decreases in later decision-making periods. Bruggen, Smidth and 

Wierenga (1998) claim that time pressure has a negative impact on performance, 

for two reasons : (1) highly time-pressured decision-makers were less able to set the 

values of the decision variables in the direction toward improving profit and (2) they 

seemed to be more susceptible to using decision-oriented research. 

In contrast to the preceding studies, which addressed macro issues pertaining to 

research use in firms, several studies in marketing have also explored micro issues, 

such as the use of research by individual decision-makers. Wilton and Myers (1986) 

studied the role of instrumental and conceptual research tasks in decision-making 

and found that new information was tolerated by managers and, more specifically, 

led to increased utilisation. Other individual factors found to be significantly related 

to research use include risk aversion, cognitive differentiation and involvement in 

the proj ects (Zinkhan, J oachimsthaler and Kinnear, 1987). A laboratory-based study 

on the use of marketing knowledge, by Lee, Acito and Day (1987) found greater 

use of market research information when it confirmed prior beliefs, regardless of its 

technical quality. Similarly, Perkins and Rao (1990) found experience related to 

decision-making and types of information used by marketing managers. 
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The literature suggests that informational characteristics such as withholding or 

distortion of information, dependence on experience, inductive inferences and 

intuition, conformity to expectations, research quality, management acceptability, 

researcher-manager relationship, time pressure and type of information search 

affects the use of marketing information by managers in organisations. 

1 . 1 .4.2. Organisational Characteristics 

Several studies exploring the use of market research in organisations make claims 

about the role of organisational variables in research use. Albaum (1964) suggests 

the need to organise in a manner facilitating the flow of information, while Nonaka 

and Nicosia (1979) propose that there cannot be optimal or near-optimal 

management decisions without near-optimisation of the underlying organisational 

designs. Deshpande and Zaltman (1982) argue that organisational structure 

variables have a particularly large effect on research use. Piercy (1983, 1985) 

contends that the organisational setting influences both the search for, and use of, 

information. 

John and Martin (1984) state a culture or climate that promotes change and 

innovative behaviour would encourage the active exchange of ideas and increase 

communication flows. Such a pro-information and pro-innovation orientation would 

be reflected in a general atmosphere of inventiveness, creativity and willingness to 

take chances. Managers operating in such a culture would not only actively promote 

exchange of information and boundary-spanning behaviour, but would also be 

willing to adopt and use ideas and concepts that may have originated outside their 

immediate work group. Deshpande and Webster (1989) argue that organisations 

which welcome change are perhaps more likely to possess a culture which 

encourages the gathering and sharing of information through increased 

communication flow and idea exchange. 
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Deshpande and Zaltman (1982) examine such factors as product life-cycle, maturity, 

research purpose and report attributes, finding that the use of market research is 

affected by the organisation's structure and the interaction between researcher and 

manager. According to them, the degree of centralisation and formalisation (or lack 

thereof) seems to outweigh all other factors. Deshpande (1982) claims that the 

effects of formalisation and centralisation on the utilisation of research and 

knowledge within organisations are widely recognised as potent. 

Consistent with the above view, John and Martin (1984) observe that the structural 

dimensions of organisations, such as formalisation, centralisation and spatial 

differentiation, have significant effects on the use of marketing information. Menon 

and Varadarajan (1992) also note that organisational structure is thought to affect 

the task structures of decision-makers, as well as the amount and type of research 

use. They state that the key variables affecting market research use are formalisation 

and centralisation. 

Woodman, Sawyer and Griffin (1993) state that flexible and relatively informal 

management structures facilitate (1) fast and effective internal communication and 

the willingness to accept change and (2) interdepartmental communication and the 

frequent and unhindered sharing of information. Arguably, firms operating in such 

flexible systems are more adventurous in their information gathering activities, more 

critical in their interpretation of information and more likely to encourage individual 

initiative, which in turn, intensifies the thirst for information (Bennett and Gabriel, 

1999). 

Deshpande and Zaltman (1982) found that more decentralised firms, where lower 

level managers are actively involved in research activities, make greater use of new 

information than centralised firms. These firms encourage lower-level managers to 

take a greater part in research activities, thus ensuring their commitment to the 

results of such activities. Diamantopoulos and Horncastle (1997) also argue in 
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favour of the delegation of decision-making authority as a way of improving market 

information use within an organisation. 

The alternative position alleges that decentralisation leads to a policy vacuum, in 

turn leading to less research use and information search. Decentralisation, with its 

small jurisdictions and departmental rivalries, can lead to a situation rendering 

relevant research findings inaccessible to other divisions that could logically benefit 

from using the results (Corwin and Louis, 1982). Fletcher, Wright and Desai (1996) 

argue that centralisation of decision-making, in particular, facilitates the 

implementation of innovations as it enables the development of precise and definite 

control procedures throughout a company. Concomitantly, centralisation assists in 

the introduction of any innovation which requires organisational standardisation for 

its proper adoption (parthasarathy and Sohi, 1997). 

Hooley and West (1984) point out that the types and sources of information used 

by companies vary across different industries. They found a high level of reliance 

on internally conducted, rather than externally commissioned, research. John and 

Martin (1984) also confirm that the source of information and the reliance on those 

sources has been shown to affect the perceived credibility and usefulness of the 

information. They further observe that, as task complexity increases, a decision­

maker is likely to solicit and gather information from more sources. Menon and 

Varadarajan (1992) note that not only the source of information, but also the 

location of the source determines the quality of the information. 

The literature suggests organisational characteristics such as organisational 

structure (centralisation, formalisation and partial differentiation), organisational 

culture, product life-cycle, maturity, type of industry, company size, type and 

source of information affects research information use in organisations. 
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1 . 1 .4.3. Environmental Characteristics 

Daft and Macintosh (1981) propose the concept of environmental ambiguity 

whereby managerial uncertainty increases not because of lack of information, but 

because of lack of definiteness about the "right" way to perform a task or 

unsureness about questions that need to be addressed to get the "right" answer. 

According to Milliken (1987), in an environment characterised by greater 

dynamism, top managers will experience much more uncertainty or lack of 

information relative to the current state of the environment, potential impact of 

developments, and strategic options available in any given circumstance. Daft and 

Huber (1987) suggest that the highest levels of information processing occur when 

the organisation is (1) in a rapidly changing environment, (2) in an emerging 

industry, or (3 ) undergoing rapid technological development. Although greater 

environmental instability will lead to greater use of information, managers are also 

more likely to be cautious toward information because of changing situations (Daft, 

Lengel and Trevino, 1987). 

Modifying the finding that market intelligence has general and positive effects on 

business performance are two theoretical works (Day and Wensley, 1988; Kohli and 

Jaworski, 1990) implying that an unstable environment might affect the market 

intelligence-performance relationship. On the basis of Day and Wensley' s and Kohli 

and Jaworski's studies, it can be considered that there are two principal possible 

moderating effects of a volatile environment on the market. First, an unstable 

environment (the rate of market growth, market turbulence, technological 

turbulence and competitive hostility) could affect the strength of the market 

intelligence-performance relationship (Kohli and Jaworski, 1990). Second, Day and 

Wensley (1988) suggest the competitive environment could affect the necessary 

focus of market intelligence within a given magnitude of market orientation. This 

implies that a greater benefit might be realised from generating and acting on 

customer-oriented information. 
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Day (1991) claims businesses that can learn rapidly about their markets and act on 

that information are well positioned for competitive advantage. Managers cope with 

vast amounts of this rapidly changing and often conflicting market information 

through the processes of selective attention and simplification. These processes 

often lead to adoption of either a customer or a competitor-focussed market 

perspective, determined by the manager's perception of the relative importance of 

customer or competitor analysis to a business's ability to create and sustain superior 

value for customers. 

Han, Kim and Srivastava (1998) put forward the premise that a market-oriented 

business culture facilitates information gathering and innovativeness and they expect 

the relationship to appear even stronger in turbulent environmental settings. The 

rationale for their argument is that at the core of market orientation is market 

intelligence, which entails generation and dissemination of and responsiveness to 

market information (KoWi and Jaworski, 1990). 

Ahituv, Zif and Machlin (1998) note that the key feature of market-oriented 

business is the interaction with the external environment by capturing the significant 

signals. They believe environmental dynamism moderates the information and 

performance relationship. They claim investment in market research may be an 

effective way to provide timely and relevant information to top managers and thus 

to help reduce uncertainty. In addition, they note that investment in market research 

will be effective in a dynamic environment due to its preemptive benefits. Xu (1999) 

also argues that systematically gaining understanding of the changes in the 

marketplace can enable a company to adjust its market position and strategy 

promptly and appropriately to maximise customer satisfaction while maintaining a 

sustainable and competitive posture in the environment. These findings suggest 

environmental stability or turbulence affect the manager's need for more 

information and thereby the managerial propensity to seek and use information. 

The literature suggests that the variables underlying environmental characteristics 

such as - environmental uncertainty, the rate of market growth, market turbulence, 
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technological turbulence, and competitor hostility affects information use In 

organisations. 

1 . 1 .5. Logical Arguments in Support of Market Research Use 

Most writings emphasise a logical link between information collection and good 

decisions. Support for importance of this link can be traced to the marketing 

concept. Accordingly, market research is inextricably linked to the adoption of a 

market orientation. Indeed, Kohli and laworski (1990) claim market research is a 

major element of the "intelligence generation" component of market orientation, 

reflecting the true customer focus and co-ordination of the firm's efforts to serve 

the chosen customer base. This section reviews the logical arguments in favour of 

the marketing concept and market orientation theory as a preamble to discussing 

the issues involved with analysing the effect of market research use. 

1 . 1 .5.1 .  The Marketing Concept 

Drucker (1954, p. 37) claims that "there is only one valid definition of business 

purpose: to create a customer". According to him, the marketing concept is a key 

part of the rationale for the importance of market research. Felton (1959, p. 55) 

defines the marketing concept as "a corporate state of mind that insists on the 

integration and co-ordination of all the marketing functions which, in turn, are 

melded with all other corporate functions, for the basic purpose of producing 

maximum long-range corporate profits". McNamara (1972, p. 51) takes a broader 

view and defines the marketing concept as "a philosophy of business management, 

based upon a company-wide acceptance of the need for customer orientation, profit 

orientation and recognition of the important role of marketing in communicating the 

needs of the market to all major corporate departments". 
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Drucker (1973) argues that understanding customers and acting to satisfy their 

needs and wants is the ultimate challenge of modern business organisations. He 

emphasises that, over the years, businesses have created marketing and market 

research departments to meet this challenge, investing them with "ownership" of the 

customer. Companies that are better equipped to respond to market requirements 

and anticipate changing conditions are expected to enjoy long-run competitive 

advantage and superior profitability. However, Zaltman and Burger (1975) said the 

key problem embedded in the marketing concept is to discover what customers' 

needs are, and how the company can meet these needs at a profit. According to 

them, this is the interface with which market research is concerned. 

Kotler (1980) regards the marketing concept as determining the needs and wants 

of target markets, so the firm can adapt itself to delivering the desired satisfaction 
J 

more effectively and efficiently than its competitors. Houston (1986) also defines 

the marketing concept as a willingness to recognise and understand consumers' 

needs and wants and a willingness to adjust any of the elements of the marketing 

mix, including product, to satisfy those needs and wants. Boone and Kurtz (1989) 

define the marketing concept as a company-wide consumer orientation with the 

objective of achieving long-run success. According to McCarthy and Perreault 

(1990), the marketing concept is generally thought to consist of three elements: 

• Customer philosophy - a consumer orientation represented by the ability to 

recognise targeted consumers' generic wants, needs and preferences and 

satisfy them by continuously creating and delivering superior value; 

Integrating marketing organisation - backed by a company-wide integrated 

effort by all areas of the organisation to satisfy corporate goals by satisfying 

customer needs and wants; and 

• Goal attainment - focus on the means by which an organisation can achieve 

its long-term corporate goals and objectives most efficiently while satisfying 

customer needs. 
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McCarthy and Perreault (1990) state that the marketing concept is a distinct 

organisational culture putting the consumer in the centre of the firm's thinking 

about strategy and operations. Seen in this light, market research is thought to 

enable the firm to fulfil the marketing concept, because as an organisation adopts 

this concept, market research is seen as a way to integrate the organisation's 

activities and focus them on the needs of the marketplace (KoWi and Jaworski, 

1990). 

Day (1991) says that recognising the value of the marketing concept and acting 

effectively on its precepts are two different things. He claims that, in general, 

companies pursue one of two different approaches, company-driven or market­

driven, to mesh themselves with their markets and to develop products and services 

to profitably meet customer needs. Consistent with the above view, Barabba and 

Zaltman (1991) argue the company-driven approach begins when one internal voice 

of the firm develops a product or service concept and then the company's official 

marketing organisation is asked whether the concept will sell. The marketing 

organisation then directs research aimed at estimating the commercial viability of 

the concept and the resulting research is then presented to the other functions within 

the company. On the other hand, market-driven organisations direct research to 

gather information from which market requirements will be determined. Based on 

its analysis of direct market measurements, the marketing organisation looks for 

meaning through inference. On the basis of these inferences, it presents 

requirements that the rest of the company should develop in their product to satisfy 

market requirements. 

Barabba and Zaltman further extend the concept of the market-driven and the 

company-driven organisation in the reconciliation of the "voice of the market" with 

the "voice of the firm". They argue that it is increasingly important for firms to use 

the "voice of the market", that is, to discover what customers want and are willing 

to pay for. Using the "voice of the market" goes far beyond the simple acquisition 

of data. It requires that the data be integrated into the decision process, determining 
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what the firm is capable and willing to present to the market. The decision 

represents, in effect, the "voice of the firm". 

Barabba and Zaltman (1991) distinguish the market-driven firms by their ability to 

sense events and trends in their markets ahead of their competitors; their ability to 

anticipate more accurately the responses to actions designed to retain or attract 

customers, improve channel relations or thwart competitors; and their ability to act 

on information in a timely, coherent manner because the assumptions about the 

market are broadly shared. They further point out these capabilities could be 

achieved through open-minded inquiry, synergistic information distribution, 

mutually informed interpretations and accessible memories. Barabba (1994) called 

the market-based concept a "sense and respond" concept, in which strategy has an 

adaptive design intended to sense and respond to market changes before 

competitors do. 

Accordingly, the most distinctive feature of market-driven organisations is their 

mastery of market sensing and customer linking capabilities. Firms, which balance 

these two capabilities will achieve better performance than those which stress either 

(Day and N edungadi, 1994). Later Day (1994a) contends that market research has 

been considered as the traditional sensing mechanism for the enterprise. An 

important corollary to this idea is that market information is of importance to all 

major areas of the firm and thus, market research can help a company become 

market-based and establish customer commitment. 

Barabba (1995) also argues that if we were to accept the notion that the marketing 

organisation "owns the customer", it would naturally follow that marketing takes 

responsibility for listening to the outside world, gauging and evaluating customer 

needs, forecasting demand for current and future products and identifying 

competitive threats. Accordingly, the mission of market research is to assess market 

information needs; measure the market place; store, retrieve and display the data; 

describe and analyse market information; and evaluate the research and assess its 
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usefulness. According to Stevens, Wrenn, Ruddick and Sherwood ( 1 997), such a 

focus on market needs is a prerequisite for business success, since saying "close to 

the customer" is a distinguishing characteristic of successful firms; or, as Peterson 

( 1 988, p. 9) put it, "being close to the customer requires creative market research 

and lots of it". 

1 . 1 .5.2. Market Orientation 

According to the school of thought promoted by the authors under review, market 

research is inextricably linked to the adoption of a market orientation. Indeed, Kohli 

and Jaworski ( 1 990) claim market research is a major element of the "intelligence 

generation" component of market orientation, reflecting the true customer focus 

and co-ordination of the firm's  efforts to serve the chosen customer base. After an 

extensive literature search and field interviews with managers in diverse functions 

and organisations, Kohli and J aworski define market orientation as the generation 

and dissemination of market intelligence. 

Although having a market orientation is posited to lead to greater satisfaction and 

organisational commitment of employees, relatively few studies have investigated 

the extent to which market orientation is associated with success. In a cross­

sectional study using a sample of 1 40 strategic business units of a large forest 

products firm consisting of commodity, distribution, and speciality businesses, 

Narver and Slater ( 1 990) developed a measure of market orientation and tested its 

effect on business performance. They assessed the impact on profitability of having 

a market orientation and found a positive correlation between their measure of 

market orientation and managers' self assessment of profitability, relative to other 

managers in the same corporation. Narver and Slater define market orientation as 

"the organisation culture that most effectively and efficiently creates the necessary 

behaviours for the creation of superior value for buyers and thus, superior 
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performance for the business" (p . 2 1 ) .  Their measure closely parallels Kohli and 

Jaworski' s  ( 1990) definition and consists of three behavioural components 

(customer orientation, competitor orientation and interfunctional co-ordination), 

each of which involves intelligence generation, dissemination, and managerial 

action. 

Jaworski and Kohli ( 1 993) propose an alternative market orientation measure, 

following a survey of 222 strategic business units in a sample of 1 02 companies. 

After generating a set of items (top management emphasis, top management risk 

aversion, interdepartmental connectedness, interdepartmental conflict, formalisation, 

centralisation, reward system orientation, organisational commitment, esprit de 

corps, market turbulence, technological turbulence and competitive intensity) 

matching their definition, they select the best items according to the opinions of206 

marketing and 1 87 non-marketing managers. The findings of their study suggest 

that market orientation, in this sense, is an important determinant of performance, 

regardless of the market turbulence, competitive intensity or the technological 

turbulence of the environment. 

The two approaches to defining the market orientation adopted by Narver and 

Slater ( 1 990) and laworski and Kohli ( 1 993) are similar in their emphasis on 

behavioural issues. Both groups of researchers state that market orientation 

involves collecting information about the task environment, disseminating the 

information to all organisational units and readying the organisation to act on the 

information in order to provide value to customers. Their conclusion is that if 

market intelligence and market research generated information are to play a critical 

role in the firm's quest to become more market-oriented, relevant information must 

be produced and disseminated to the various departments and managers in the most 

appropriate form to enhance its use. For instance, some departments or 

management levels may need market information that is specific and action­

oriented, whereas others may need market information that is educational. 
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Day ( 1 990a) argues market orientation represents superior skills in understanding 

and satisfying customers as well as understanding competitors. He later argued "a 

genuine market orientation is reflected in extensive and regular studies about 

customers, competitors and environmental trends" (Day, 1 994b, p. 1 1 ) which, when 

coupled with total quality management, offers a rich array of ways to design change 

programs that will enhance market orientation (Day and Nedungadi, 1 994). 

Hooley and West ( 1 984) undertook a survey to examine whether companies with 

stronger market orientation perform better than companies weaker in market 

orientation. In order to investigate the relationship, they examined the level of 

market research use; the types of research conducted; expenditure levels; and the 

association between the use of market research and company performance among 

1 65 1  UK - based companies. They conclude that those companies with zero or low 

market research usage could significantly improve their performance by making 

better use of market research. 

All the writings reviewed above on market orientation emphasise the importance of 

the ability of the firm to learn about customers, competitors and channel members 

in order to continuously sense and act on events and trends in present and 

prospective markets. Each of these writers has tried to extend the concept of 

market orientation from being purely a business philosophy to representing the 

actions an organisation pursues in relation to the marketplace. The common claims 

of their contributions include ( 1 )  market orientation results in actions by individuals 

toward the markets they serve, (2) such actions are guided by information obtained 

by the marketplace, (3) such actions should cut across functional and divisional 

boundaries within the organisation and (4) all this leads to greater customer 

satisfaction and organisational performance. 
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1.1.5.3. Overview of Arguments in  Su pport of Market Research Use 

References to the notion that market research has a positive impact on the firm's 

performance abound in marketing literature. For example, it has been stated that 

market research "increases the probability of successful marketing" (Gandz and 

Whipple, 1977, p. 203); "facilitates the implementation of profitability" (Zikmund, 

1986, p. 9); and "is a key indicator of marketing effectiveness and plays a vital role 

in ensuring that satisfactory profits are achieved" (McDaniel and Gates, 1991, p. 

22). Claims such as these are intuitively appealing given that the basic purpose of 

market research is to "help the manager make decisions that are more likely to be 

correct than incorrect" (peterson, 1988, p. 9) and that "increasing the percentage 

of good decisions should be manifested in improved bottom-line performance" 

(Lehman, 1989, p. 14). 

There are two streams of research that have tended to focus on the market 

research-performance relationship : studies relating market research activity to 

overall business performance and studies examining the impact of market research 

on specific aspects of performance. Regarding the former studies, commercially 

successful firms are more likely to gather information from a diversity of sources 

(John and Martin, 1984); profitability and competitive standing are positively 

related to the level of use of market research methods and techniques (Hooley and 

West, 1984); successful companies are more likely to be market research users than 

less successful ones (Hart, 1987); and the frequency of use of market research 

information is positively related to marketing effectiveness (Hill, 1988). The 

collective message sent by this stream of research is that "those companies with 

zero or low usage could significantly improve their performance by making better 

use of market research" (Hooley and West, 1984, p. 347). 

With regard to the second type of studies (linking market research to particular 

aspects of business performance), firms strong in innovation and product design are 

more likely to make systematic use of market research (Urban, Hauser and 
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Dholakia, 1987) and new product success is positively related to the conduct of 

market research (Hill, 1 988). Conversely, new product failure is  frequently 

associated with lack of market research (Urban and Hauser, 1 993) .  Most of these 

studies focus on the extent to which market research has been adopted by 

organisations and fail to provide any empirical support for the claimed relationship . 

1 . 1 .6. Reservations on Market Research-performance Relationship 

The mainstream view expressed above has not been without its critics and there is 

no consensus in the literature on the market research-performance link. Hayes and 

Abemathy ( 1 980) concede the common sense of conducting market analysis as part 

of the new product process, but challenge the notion that consumer analysis and 

formal market analysis should dominate other considerations when allocating 

resources to product development. Their case against unflinching allegiance to the 

marketing concept touches a raw nerve in the marketing profession, especially 

among market researchers. They contend "customers may know what their needs 

are, but they often define those needs in terms of existing products, processes, 

markets and prices. Deferring to a market-driven strategy without paying attention 

to its limitations is, quite possibly, opting for customer satisfaction and lower risk 

in the short run at the expense of superior products in the future"(p. 68). 

Piercy ( 1 987, pp. 207-8) argues that "there is no clear and obvious relationship 

between the development of the marketing information function and commercial 

success . . .  To look for immediate "bottom line" impact is to take a simplistic view 

of how marketing information is used, and to assume that an activity like market 

research makes decisions rather than simply supporting the decision-making 

process". Piercy ( 1 980, 1983, 1 985) constructs the above argument in a series of 

contributions focusing on the "power" and "politics" dimensions of market research 

within organisations. He concentrates specifically on the organisational environment 

for market research and maintains that instead of trying to establish a direct link 

between the conduct of research and business performance, one should examine 
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intervening variables and "analyse in real terms such factors as: the formulation of 

problems by those in organisations, the motives and constraints of information 

seeking, and the organisational use and control of marketing information" (Piercy, 

1 983,  p. 1 1 7) .  This approach and focus is similar to the Deshpande ( 1 982) and 

Deshpande and Zaltman ( 1 982, 1 983, 1 984) studies on the organisational influences 

bearing upon the use of market research information. 

Akio Morita (quoted in Barabba and Zaltman, 199 1 ), the founder of the SONY 

Corporation said "Our plan is to lead the public to new products rather than ask 

them what they want. The public does not know what is possible, but we do". But 

Barabba and Zaltman ( 1 99 1 )  claim that market research is being adopted in Japan, 

and many Japanese companies are joining American and European companies who 

view marketing as the critical competence for the 1990s and market research as its 

most important technology. 

Barabba and Zaltman ( 1 99 1 )  indicate that in today's complex world it is no longer 

of value for a manager to seek only the right decision. Rather, the greatest value is 

in managing the decision-making process in a way that increases the chances of 

choosing the best decision among the available alternatives and in having that 

decision effectively implemented. They claim that if market research is to help in 

this new decision-making process, it must be adaptable to the environment in which 

it will operate and be considered an appropriate inquiring tool by the decision­

maker. They maintain competitive advantage results more from how information is 

used than from who does or does not have it. Accordingly, market research alone 

does not guarantee success; intelligent use of market research is the key to business 

achievement. 

The rather obvious point that there may not be a direct link between market 

research and positive business outcomes is illustrated by Hartley ( 1 992), who 

examined two commercialisation failures, namely, the Ford Edsel and New Coke. 

These failures occurred despite been based on extensive, detailed research. In both 
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cases a weak link was reported between market research and commercial success. 

Harnlin ( 1 995) also notes that although conducting market research is likely to 

reduce the chances of making a poor commercial decision, major commercial 

decisions supported by extensive market research can still fail spectacularly. 

Harnlin (2000) claims that his personal observation of many smaller scale research 

failures indicates that Edsel or New Coke type research failures are common 

enough to represent a major problem in market research. Beyond case studies of 

this type, he argued that there are no studies in the literature on the causes of 

market research failure. The difficulties of defining "failure" and of acquiring 

accurate data on such failures may explain why this is so. 

1 . 1 .7. Empirical Research Into Market Research - Performance 

Relationship 

The literature shows only one empirical study of the consequences of market 

research; the Hart and Diamantopoulos ( 1 993) study. They studied a range of 

industries and classified them into three groups depending on the number of 

employees. They interviewed 86 managing directors and found that the level of use 

of market research had no apparent effect on the performance of the organisations. 

Hart and Diamantopoulos state that "the intervening variables such as the quality 

of the research conducted and the effectiveness of its utilisation may potentially be 

the explanation for the null results" (p . 69). 

The lack of empirical studies on the contribution of market research to business 

performance may be due to obvious difficulties in carrying out an empirical 

investigation of the link between market research and business performance. In 

particular, three questions need to be resolved: 

• It is probably the case that different types of market research have different 

effects. It is claimed (Holbert, 1 974; Gandz and Whipple, 1 977; O'Dell, 
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Rupell, Trent and Kehoe, 1 984) that research that focuses on understanding 

consumers is likely to be ineffective, but research that focuses on evaluating 

alternative courses of actions may be effective. Hart and Diamantopoulos 

( 1 993) did not distinguish between these types. Moreover, there is likely to 

be "bad" research and "good" research, though this distinction carries with 

it the seeds of circular reasoning. 

The measurement of performance is problematical . Return on investment, 

growth rates and sales expansion are all components of success. A 

meaningful way to understand the abstract idea of business performance is 

to consider how researchers have operationalised and measured 

performance in their work and how respondents consider and assess 

performance in their organisations (Steers, 1 975). This also leads to 

difficulties in defining and assessing "failure" of market research projects 

and of acquiring accurate data on such failures (Hamlin, 2000). 

The question of whether market research expenditure results in changes in 

performance, or whether changes in performance result in changes in market 

research expenditure, is a thorny problem with no standard solution. 

The difficulties outlined above may seem insurmountable, but, nonetheless, the task 

of estimating the relationship between market research and business performance 

remains of the utmost importance. It is one of the crucial questions for marketers. 

1 . 1 .8. Section Summary 

This part has discussed prior research on the general topic of market research and 

performance. The literature recognises the multidimensional nature of research use 

and suggests that the type of research is based on the objective for which the 

research is undertaken and on the use to which it is put. This classification of 

research types proposed the existence of two key dimensions in the evaluation of 

research: namely, instrumental and conceptual . The literature suggests three areas 
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of research that explain the underlying variables influencing market research use in 

organisations (O'Reilly, 1983; Menon and Varadarajan, 1 992). These underlying 

variables measure informational, organisational and environmental characteristics. 

Most writings emphasise that market research has a positive impact on the firm' s  

performance (Hooley and West, 1 984; Hooley and Lynch, 1 985; Baker, Hart, Black 

and Abdel-Mohsen, 1 986; Baker, Hart and Black, 1 988; Hill, 1 988; Lehman, 1 989). 

The collective message sent by this stream of research is that those companies with 

zero or low usage could significantly improve their performance by making better 

use of market research. The mainstream view expressed above has not been without 

its critics and there is no consensus in the literature on the market research­

performance link (piercy, 1987; Hartley, 1 982; Hamlin, 1 995). 

Support for the importance of the link between market research and business 

performance was developed on the premise that a "genuine market orientation is 

reflected in extensive and regular market research studies about customers, 

competitors and environmental trends" (Day, 1 994b, p. 1 1 ). Seen in this light, 

market research is inextricably linked to the adoption of a market orientation (Kohli 

and laworski, 1 990; Narver and Slater, 1 990; Kheir-EI-Din, 1 990; laworski and 

Kohli, 1 993 ; Kohli, laworski and Kumar, 1 993 ; Cadogan and Diamantopoulos, 

1 995). These writings have emphasised that a focus on market needs is a 

prerequisite for company success. 

In spite of the generally acknowledged importance of market research in the 

literature that market research and business performance are positively related, the 

literature shows only one empirical study of the consequences of market research; 

the Hart and Diamantopoulos ( 1 993) study. Hart and Diamantopoulos' s study 

could not confirm the link, and ended with a call to extend research in this area. The 

issue of whether consideration of types of research could modify the result of Hart 

and Diamantopoulos is addressed in this thesis. 
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1 .2. PERFORMANCE M EASUREMENT 

Section 1 .2 reviews the literature on the alternative perspectives on performance 

measurement. The section begins with the identification and development of 

measures of market research usefulness and continues with a discussion of the 

evaluation measures ofproject performance. The section then reviews the literature 

on the measurement of business performance. Additionally, this section discusses 

the influence of "firm size" and "market research expenditure" on business 

performance. 

1 .2.1 . Measurement of Market Research Usefulness 

Marketing is considered to be fundamental to the development and performance of 

firms (Narver and Slater, 1 990; Day, 1992; laworski and Kohli, 1 993) .  Zikmund 

( 1 986) and McDaniel and Gates ( 1 99 1 )  claim companies demand and expect future 

growth and profitability to come from performance gains achieved through 

continuous investment in market research. While the marketing literature often 

reports that market research leads to either actual or perceived payoffs, studies have 

generated controversial or inconsistent results (Hart and Diamantopoulos, 1 993) .  

One focus of the research is to assess managers' perceptions of the individual 

projects, and this section sets out the justification for the measures used. As with 

the elicitation of any subjective evaluation the dimensions for assessment are 

arbitrary but nevertheless important. The literature on the assessment of market 

research projects identifies four dimensions and these are discussed below. 

1 .2.1 . 1 .  Overall  Usefulness 

According to Mackenzie ( 1 983) and Shrivastava ( 1 987), the usefulness of research 

is its ability to provide decision-makers with a rationale for making decisions, 

thereby prompting actions in organisations. Building on the work by Thomas and 
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Tymon ( 1 982), Shrivastava ( 1 987) proposed the following criteria for determining 

the usefulness of research. 

• Meaningfulness: Information must be of personal interest and must make 

sense to the users. 

• Goal relevance: Information must be related to the tasks facing the users. 

• Operational validity: Knowledge should be action-oriented and such that 

something can be done with it. 

• Innovativeness: The degree of non-obviousness of the information. 

With reference to the first criteria of usefulness, Glazer ( 1 99 1 )  argues that 

meaningful information results from the grouping of otherwise discrete items of 

data into an organised structure or pattern. He believes the challenge for 

organisations wanting to adopt formal information gathering procedures is the 

identification of the appropriate level at which to aggregate individual items of 

information. 

With reference to the last criteria of usefulness, namely innovativeness of 

information, Deshpande and Zaltman ( 1 982) found that innovative information is 

less likely to be used by managers because it is unexpected and therefore surprising. 

However, other studies take a contrary position and suggest that innovative 

information is more likely to be used by managers (Weiss and Bucuvalas, 1 980; 

Wilton and Meyers, 1 986). Paradoxically, both sets of findings could be true 

because it is probable that both non-innovative and innovative research results are 

used, but differently (Menon and Varadarajan, 1 992). Martinez ( 1 998) argues that 

useful information (i .e . ,  that which possesses "value for action") emerges when the 

recipient of information understands, translates and applies it to specific duties. 

1 .2.1 .2. Market Understanding 

This dimension examines the way in which market research projects capture 

information about the characteristics of the market. It is believed that market 
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understanding results in the user's improved knowledge and understanding of the 

issues of the market (Menon and Varadarajan, 1 992). It also refers to the lateral 

application of available research findings which are not directly related to a problem 

or relevant to a given situation or period in time (Beyer and Trice, 1 982). Much of 

the research providing for general enlightenment can be considered as developing 

the managerial knowledge base. This use is subtle and indirect and therefore 

managers may not able to identify specific effects or "observe" the influence. 

1 .2.1 .3. Actionable 

This dimension measures the usefulness of information provided in terms of the 

level of direction provided by the research. Actionable research use is demonstrated 

by changes in the user's activities, practices, policies or decisions that can be 

directly linked to the findings and implications ofa study (Menon and Varadarajan, 

1 992) . In other words, this dimension measures research use as the direct 

application of research findings and conclusions, to solve a problem. 

1 .2. 1 .4. Value 

Glazer ( 1 99 1 )  argues that the value of the information is associated with the 

transactions between the firm and its customers (where the role of information is 

to increase the firm's  revenue), between the firm and its suppliers (where the role 

of information is input cost reduction) and within the firm (where the goal is 

generally the reduction in production or operations cost). He claims that 

aggregating the above three measures associated with different types oftransactions 

gives the total value of information to the firm. Researchers in marketing also 

suggest that the value of information is the difference in the expected profits that 

one can achieve with the new information and the expected return one would have 

achieved with the existing information (Lebmann, 1 989; Sarvary and Parker, 1 997; 

Aaker, Kumar and Day, 1 998; Raju and Roy, 2000). 
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John and Martin ( 1 984) proposed the following criteria for determining the value 

of information provided by the research. 

• Realism of research. 

• Accuracy. 

• Level of specificity of the addressed problem. 

• Consistency of the research output and implications. 

• Comprehensiveness and completeness of the research. 

• Validity of research from both theoretical and methodological standpoints. 

Menon and Varadarajan ( 1 992) state that a comprehensive view of perceived value 

ofinfQrmation would incorporate monetary and non-monetary cost as an additional 

component to the conceptualisation proposed by John and Martin ( 1 984). 

1 .2.1 .5.  Influence of Managers' Involvement on Project Assessment 

The elicitation of subjective assessments may be subject to potential bias. For 

example, Barnes ( 1 984) states that in the absence of objective and comparative 

measures, the only source is the knowledge of the business unit managers. 

However, he points out that their assessments are often subverted by "myopia" and 

are biased by selective perceptions and dominated by facts and opinion that are easy 

to retrieve. Barnes also states that objective evidence of the past or current success 

of a strategy is often given more weight than "soft" assessments of future threats. 

In addition, Mackenzie ( 1 983) states that the value of a study to the manager is 

affected by the costs incurred in conducting the study. The additional costs in terms 

of time and effort incurred by managers may increase the perceived value of 

information gathered. Zeithaml ( 1 988) also states studies that are expensive may be 

perceived to be of higher quality and value. Zeithaml argues that when managers 

spend more time and effort to conduct a study, they may be more inclined to view 

the study and its findings as valuable and therefore more likely to use that study. 
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The value placed on information by the organisation should have a significant 

influence on the use of the information by the people within that organisation. 

The influence of involvement in the assessment of research project by the manager 

has been emphasised by various writers (Bradley, 1 978; Ross and Fletcher, 1 985 ;  

Deshpande and Zaltman, 1 987; Lee, Acito and Day, 1 987). These writers speculate 

that projects in which the respondent was involved might be highly regarded, whilst 

those commissioned by others might be viewed less favourably. This problem is 

particularly insidious with performance measures, which reflect the payoff from past 

competitive advantages (Hogarth and Makridakis, 1 98 1  b). 

1 .2.2. Measurement of Business Performance 

The measurement of business performance is complex and multifaceted 

(Chakravarti, Mitchell and Staelin, 1 98 1 ;  Beal, 2000). Some contend that 

measurement problems and methodological deficiencies may have contributed to 

this complexity (Brynjolfsson, 1 993 ; Barua, Kriebel, and Mukhopadhyay, 1 995;  Li 

and Ye, 1 999). Others suggest that business performance should be studied through 

considering the use of different research objectives (Mahmood, 1 993 ; Bharadwaj,  

Varadarajan and Fahy, 1 993 ; Rai, Patnayakuni and Patnayakuni, 1 997; Li  and Ye, 

1 999) . Despite various attempts to find agreement on how business performance 

should be measured, there has been little success in reaching consensus. Some 

researchers even suggest the construct be abandoned altogether (Child, 1 974, 1 975;  

Lenz, 1 98 1 ) .  It can be argued, however, that without a performance reference, 

managers cannot objectively or consistently evaluate the quality of market research 

outcomes. 

Performance measurement is a recurrent theme and is of interest to both academic 

scholars and practising managers. Although the importance of the performance 

concept is widely recognised (Kirchoff, 1 977; Connolly, Conlon and Deutsch, 
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1 980), there is little agreement on a single measure of business performance. Chen 

and Shimerda ( 1 98 1 )  summarise a number of studies which employed different 

performance measures. The 26 studies analysed use more than 1 00 financial items, 

of which 65 are accounting ratios. Forty-one of these are considered useful or used 

in the final analysis by one or more of the researchers. Given such a diverse set of 

useful financial ratios, it will be difficult to agree which measures to use. Despite 

this reservation, they found that many of the ratios included in the studies highly 

correlate with one other. 

The dimensionality issue is addressed more formally in a study by Woo and Willard 

( 1 983) .  They employ a factor-analytic framework using performance data from the 

PIMS (profit Impact of Marketing Strategies) programme. An analysis of 1 4  

indicators, covering both financial and operational facets o f  business performance, 

yielded four primary dimensions - (a) profitability/cash flow; (b) relative market 

position; ( c) change in profitability and cash flow and (d) growth in sales and 

market share. Of these, the profitability dimension accounts for the most variation. 

The primary variables that load on this dimension are return on investment (ROI) 

and return on sales (ROS). Woo and Willard conclude that profitability measures 

such as ROI and ROS, despite their many limitations, are important measures of 

performance. 

Hart and Banbury ( 1 994) argue that the primary aim in commissioning any research 

is to help achieve a profit or competitive advantage. They note profitability 

measures that indicate economic aspects of business performance and sales-based 

measures that indicate the degree of power a firm has in the market place, are the 

most frequently used indicators of performance. Li and Ye ( 1 999) also posit that, 

for business firms, two groups of measures - growth measures such as sales growth 

and market share, and profit measures such as return on assets (ROA) and ROS -

may serve as basis for performance assessment. Li and Ye contend the former is 

indicative of how effectively a firm can open up new markets or expand in existing 

markets; the latter shows the efficiency of its operation. 
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1 .2.2.1 . Profitabil ity Measures of Performance 

Van Horne, Nicol and Wright ( 1 995) claim profitability measures are of two types ­

profitability in relation to assets and profitability in relation to sales. They argue that 

considering these two ratios together provides a good indication of a company's 

overall effectiveness. Ansoff ( 1 965) states that ROA is a commonly and widely 

accepted yardstick for measuring business success. Dess and Robinson ( 1 984) also 

view RO A as a good operational measure of the efficiency of a firm with regard to 

the profitable use of its total asset base. 

Brown, Gatian and Hicks ( 1 995) state that ROA measures a firm ' s  ability to 

generate profits from assets without regard to how those assets are financed. As a 

second measure of profitability, they recommend the use ofROS. Even though their 

study shows a high correlation between ROA and ROS, each is subject to slightly 

different interpretation. ROS is believed to better support long-term strategies, 

while ROA is perhaps a better measure of management efficiency (Howell and 

Sakurai, 1 992) . Howell and Sakurai ( 1 992) postulate ROS as subject to less 

manipulation than ROA. For example, they indicate that division managers could 

achieve a higher year-end ROA by postponing an important capital investment. 

Farris, Parry and Webster ( 1 989) suggest that measuring profit as ROS, rather than 

ROA, understates profits, while others (Ramanujam and Venkatraman, 1 984; 

Jacobson, 1 988, 1 990) are of the opinion that the differences in effects are just the 

result of sampling error. According to Szymanski, Bharadwaj and Varadarajan 

( 1 993), ROS is basically one component ofROA. Furthermore, they contend that, 

on average, the cost of goods sold as a percentage of sales is lower for large 

businesses than for small businesses, which suggests that an increase in firm size will 

increase ROS .  However, they argue that the increase in ROA will be greater than 

the increase in ROS because of the multiplicative effect of the increase in ROS and 

the asset turnover ratio. Therefore, they conclude that changes in firm size could 

have a more pronounced effect on ROA than ROS. 
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Szymanski, Bharadwaj and Varadarajan ( 1 993) suggest the differences between 

ROI, ROA and return on total capital (ROTC) are mainly semantic, so they can be 

viewed collectively as ROA. ROS and return on equity (ROE) can differ from ROA 

and lead to different performance-profitability findings. Brown, Gatian and Hicks 

( 1 995) also state that ROI, ROE and ROA are all closely related and widely 

accepted profitability measures used by internal management and external analysts 

to evaluate performance. However, Szymanski, Bharadwaj and Varadarajan state 

that ROA and ROE could produce different estimates of profitability, because ROE 

and ROA are equal only when the financial leverage ratio equals one. 

Rai, Patnayakuni and Patnayakuni ( 1 997) state that ROE provides a measure of 

how effectively a firm uses financial capital . They continue that managers are 

increasingly using this measure because it indicates how well the firm is managing 

resources invested by stakeholders. They also contend that ROA may be a better 

indicator of the effectiveness of capital investments than ROE, as the latter 

combines the effects of capital investments as well as the financial leverage 

employed by the firm. Stickney ( 1 990) in his evaluation of investment in information 

systems argues that ROA is a more comprehensive measure than ROI and ROE. 

Measures of performance rooted in financial accounting, such as the ones described 

above, have come in for a lot of criticism (Dearden, 1 969; Chakravarthy, 1 986). 

The problems cited with this approach are ( 1 )  scope for accounting manipulation; 

(2) under-valuation of assets; (3) distortions due to depreciation policies and 

inventory valuation; (4) differences in methods of consolidating accounts; and (5) 

differences due to lack of standardisation in international accounting conventions. 

Chorafas ( 1 995) mentions the difficulty with measuring financial performance also 

includes unavailable results, differing investment/turnover ratios, the confidentiality 

of such information, differing individual or firm perceptions in measuring 

performance and differing accounting practices. 
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1 .2.2.2. Growth as a Measure of Performance 

Growth measures, such as sales growth and market share growth indicate how 

effectively a firm is opening up new markets or expanding its existing markets (Li 

and Ye, 1 999) and overcomes some of the measurement problems in profitability 

measures of performance (Ford and Schellenberg, 1 982). Sales growth indicates 

"how well an organisation reflects its environment" (Rofer and Schendel, 1 978, p .  

4) by successfully expanding their "product market scope" (Ansoff, 1 965, p .  42) . 

Szymanski, Bharadwaj and Varadarajan ( 1 993) conducted a meta-analysis of 

studies relating market share growth and profitability. These cross-sectional studies 

showed positive correlations between market share growth and profitability. 

Armstrong and Collopy ( 1 996) conclude this relationship may be causal; for 

example, firms with profits as their sole objective might produce superior products 

and, as a result, achieve gains in both market share and profits; though others 

(Jacobson and Aaker, 1 985; Prescott, Kohli and Venkatraman, 1 986) disagree. 

Arrnstrong and Collopy state growth in market share is often used as a relative 

measure of performance, and it may be a surrogate for the measure of true interest, 

namely, long-term profit. Moreover, they note that basing decisions on attaining 

market share can have harmful effects, such as a price war. 

Consistent with the above view, Teger ( 1 980, p. 24) concluded that in some 

situations, "vendors temporarily shift their emphasis away from attaining success 

(for themselves) and towards preventing the success of rivals" . Similarly, Anterasian 

and Graham ( 1 989) found detrimental performance resulted from competitor­

oriented obj ectives ( market share) compared to using a self-oriented goal ( stability). 

Anterasian and Graham found companies that lost market share during the period 

of market growth tend to be more profitable than firms in the same industry that 

gained market share. Tschoegl and Yu ( 1 990) also found that current high market 

share did not help in gaining further market share and did not produce stability in 

the firm's sales. 
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1 .2.2.3. Influence of Firm Size and Market Research Expenditure 

Several authors argue that the firm size and the level of market research expenditure 

could be confounding factors of business performance, if not controlled for (Hooley 

and West, 1 984; King, 1985; Hart and Diamantopoulos, 1993). Bellenger ( 1 979) 

argues that firms with larger market research budgets are likely to be larger and 

more sophisticated than firms with smaller budgets. He states that larger firms may 

have more complex market research programmes, higher degrees of formalisation 

and access to more marketing information. When market research budgets are large 

managers may use more information to evaluate their performance. 

King ( 1 985) argues that failure to account for the impact of size renders such 

variables as the number of market research personnel or the size of the market 

research budget inadequate as descriptors of a firm's  effective use of market 

research, since they reflect in the classic phrase, more of the "trappings" than the 

"substance" of market research. Hart and Diamantopoulos ( 1 993) argue that a 

potentially serious problem with most of the empirical studies is their failure to 

control explicitly the influence of firm size in their research design. They point out 

that the conduct of market research (whether in-house or externally commissioned) 

is a cost-incurring activity and the differences in firm size (a proxy for company 

resources) must be taken into account prior to associating performance differences 

with market research activities. 

It is argued that greater firm size may entail a higher level of market research 

expenditure (Hooley and West, 1 984; Hart and Diamantopoulos, 1 993) .  Because 

of these possibilities, it was believed that these critical covariates might also have 

influence over the types of firms that undertake different proportions of market 

research. 
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1 .2.2.4. Self-assessed and Subjective Performance Measures 

Kulda ( 1 980) considers accounting ratios to be inadequate measures of financial 

performance as they are likely to be influenced by accounting practices and taxation 

policies. Kulda proposes that in the absence of objective financial measures, the only 

source is the use of self-assessed performance measures. However, Barnes ( 1 984) 

cautions that self assessments are often biased by selective perceptions and 

dominated by facts and opinion that are easy to retrieve. This problem is particularly 

insidious with performance measures such as sales growth and profitability, which 

reflect the payoff from past competitive advantages (Hogarth and Makridakis, 

198 1  b). Larreche and Moinpour ( 1 983) state that managerial bias in judgements 

could be overcome when an external measure of expertise is used confidently to 

pick the best expert for an issue. Unfortunately even the "best" expert is not 

immune to the biasing effects of selective perception (Day and Wensley, 1 988) .  

Ford and Schellenberg ( 1 982) argue that to overcome measurement problems it  is  

better to use both objective and subjective measures. They use both objective and 

"self-reported" subjective measures of ROA and sales growth, as well as two 

measures of what they considered overall or "global" organisational performance 

in their study. The findings of Ford and Schellenberg's  study suggest the subjective 

perceptions of relative improvement strongly correlate with objective measures of 

the absolute changes in ROA and sales over the same time period. In other words, 

the top management team's perception of how well their firm actually performed ­

measured in a subjective and relative sense - was consistent with how the firm 

actually performed vis-a.-vis ROA and sales growth. Although the objective 

measure(s) would be preferred, this finding suggests a researcher might consider 

using a subjective perceptual measure of at least two aspects of organisational 

performance (RO A and sales growth) under two specific conditions : ( 1 )  accurate 

objective measures are unavailable, and (2) the alternative is to remove the 

consideration of performance from the research design. 
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Hooley and West ( 1 984) employed two measures of company performance in their 

study. Their study's primary measure of performance was the profit margin for the 

proceeding financial year. Based on the responses to questions on both profit and 

turnover, the companies were divided into four categories - "negative margin", "low 

margin", "average margin" and "high margin". The profit margin performance 

measure was then supplemented with an assessment, made by the executive 

completing the questionnaire, oftheir company performance relative to their major 

competitors on six five-point scales (from 'much better' to 'much worse') .  An 

aggregate "self assessed performance" was then calculated for each company by 

summing across the six scales and the respondents were divided into three roughly 

equal sized groups, with "good", "average" and "poor" performance relative to 

their major competitors. Hooley and West grouped the companies on both 

performance measures in relation to other companies in the sample rather than in 

absolute terms. 

Pearce, Robbins and Robinson ( 1 987) solicited information on business 

performance from firms in two ways. First, each chief executive officer (CEO) was 

asked to provide information on the firm's sales, ROA and ROS for the beginning 

and ending years of the 5-year period. Second, each CEO was asked to provide a 

subjective, numerical evaluation of the firm's performance on four performance 

dimensions in comparison to its overall industry on a five point scale for each item 

ranging from 5 (top 20%) to 1 (lowest 20%). These dimensions included the firm's 

sales, ROA and ROS plus the firms overall performance. The responses of the 

CEOs that provided objective measures at two points in time were correlated with 

their responses on the subjective measurement scales, offering a strong support for 

the validity of the subjective measurement technique as a substitute for objective 

data. Additionally, their study suggests that the CEOs' perceptions of overall 

performance were consistent with their responses on the various dimensions on 

which their perception was based. However, Chakravarthy ( 1 986) notes it is 

difficult to ensure whether the members of the top management team within a given 
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firm as well as across firms had a similar "referent" or "peer" set of organisations 

on which to make a comparison. 

Rhyne ( 1 986) claims industry profitability may have a significant influence on 

business performance and suggests the use of subjective measures over objective 

measures of performance. Gupta and Govindarajan ( 1 984) state an appropriate way 

to deal with the issue of non-comparability of financial performance data across 

industries is to have managers rate their firm's performance relative to expectations. 

Such subjective measures, according to Gupta and Govindarajan, are likely to take 

into account the anticipated impact of the industry on business performance. 

Van der Walt, Lyonski, Queree, Harper and Hales ( 1 989) point out that if the self­

assessed performance is judged on an absolute basis, then it will lead to difficulties, 

but, if judged relative to other businesses in the industry, it would be more 

meaningful. Covin, Selvin and Achultz ( 1 994) also contend that direct comparisons 

of objective financial data obtained from firms in different industries can be 

misleading. Some industries simply outperform others. 

Hart and Banbury ( 1 994) consider business performance as a multidimensional 

construct and propose three subjective and objective dimensions of business 

performance. ( 1 )  Financial performance using accounting-based measures such as 

ROA, ROS and ROE. (2) Market performance using market-based measures such 

as market share, sales growth and product development . (3) Organisational 

effectiveness using stakeholder-based measures such as employee satisfaction and 

social responsibility. Hart and Banbury asked respondents to assess their company's 

performance on 1 3  items, compared to other companies in the same market and at 

a similar stage of development, using a 7-point Likert scale. They factor analysed 

the 1 3  items and as a result, five factors emerged : current profitability, 

growth/share, future positioning, quality and social responsiveness. In addition, they 

collected objective measures of performance on sales, asset base and profits. Their 

results also indicate the relationship between subjective and objective performance 

measures for profitability and sales growth was highly correlated. 
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Gray, Matear, Boshoff and Matheson's ( 1 998) study used an objective financial 

measure (ROI), and three subjective measures to find a relationship between market 

orientation and business performance. Their market orientation measure had a 

strong correlation with the three subjective measures and a weak correlation with 

the objective measure. They suggest that subjective measures are a better predictor 

of superior business performance (relative to nearest competitor) than objectively 

measured financial performance. 

Dess and Robinson ( 1 984) point out there are several good reasons for using 

subjective measures. First, managers may be reluctant to disclose actual 

performance data ifthey consider it commercially sensitive or confidential . Second, 

subjective measures may be more appropriate than objective measures for 

comparing profit performance across industries. This is because profit levels can 

vary considerably across industries, obscuring any relationship between the 

independent variables and business performance. Third, objective financial measures 

may not accurately indicate the actual financial position of a company due to 

reasons such as the level of investment in R&D or marketing activity. Last, several 

studies show a strong correlation between objective and subjective measures of 

performance. 

1 .2.3. Section Summary 

The literature on the assessment of market research projects identifies four 

dimensions - overall usefulness, actionable, market understanding and value. The 

usefulness of the research could be assessed by managers' perceptions of the 

individual projects. The influence of involvement in the assessment of research 

project by the manager has been emphasised by various writers (Bradley, 1 978; 

Ross and Fletcher, 1 985;  Deshpande and Zaltman, 1 987; Lee, Acito and Day, 

1 987). These writers speculate that projects in which the respondent was involved 

might be highly regarded, whilst those commissioned by others might be viewed less 
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favourably. As with the elicitation of any subjective evaluation the dimensions for 

assessment are arbitrary but nevertheless important. 

Regardless of the framework chosen to conceptualise business performance, it is 

apparent that business performance is a complex and multidimensional 

phenomenon, and operationalising such a complex concept will be inherently 

difficult (Venkatraman and Ramanujam, 1 986; Beal, 2000). The evidence from 

Chakravarthy's ( 1 986) study suggests that the use of a single performance criterion, 

whether it is a measure of profitability or growth, is an unsatisfactory determinant 

of overall performance. Li and Ye ( 1 999) also assert there is no one single measure 

that can effectively capture overall performance. Venkatraman and Ramanujam 

( 1 986) caution that when considering different measures of performance, proper 

attention must be given to the conflicting nature of performance dimensions such 

as long-term growth and short-term profitability and the problems associated with 

combining them. 

The literature suggests that considering two groups of measures - growth measures 

such as sales growth, and profit measures such as ROA and ROS - could serve as 

a basis for performance assessment . The former is indicative of how effectively a 

firm can open up new markets or expand in existing markets and the latter shows 

the efficiency of its operation. Together, these measures will indicate the company's 

overall effectiveness or performance of operation. The literature also suggests that 

objective measures of performance are preferable to those based on managerial 

perceptions. However, given the general convergence in measures and supporting 

research, the use of subjective measures of performance in the absence of objective 

measures was deemed appropriate for this study. 

Several authors argue that the firm size and the level of market research expenditure 

could be confounding factors of business performance, if not controlled for (Hooley 

and West, 1 984; King, 1 985;  Hart and Diamantopoulos, 1 993) .  It is argued that 

greater firm size may entail a higher level of market research expenditure (Hooley 
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and West, 1 984; Hart and Diamantopoulos, 1 993). Because of these possibilities, 

it was believed that these critical covariates might also have influence over the types 

of firms that undertake different proportions of market research. 
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PART 1 1  

RESEARCH METHOD 

Part I reviewed the literature on the use of market research and the relationship 

between market research and business performance. The Overview of the study, 

presented at the beginning of the thesis, suggests that the estimation of the 

parameters of the relationship between market research and business performance 

should take into account the type of research that is conducted. This part describes 

the way in which the data were collected and analysed so as to identify important 

types of market research and obtain measures of performance so that the parameters 

of the relationship can be estimated as described in Parts III and IV. 

2. 1 .  INTRODUCTION 

The data for the study were obtained through personal interviews and a mail 

questionnaire. Part 11 describes the sample selection method and sample 

characteristics, then documents the interview process and the questionnaire 

construction process and discusses the rationale for these processes. It also outlines 

how the questionnaire was pre-tested and how it was finally administered. The data 

was processed by comparing means, analysing cross-tabulation tables, conducting 

principal components analyses and using cluster analysis methods. 

2.2. OBJ ECTIVES 

The overall objective of the study is to investigate the relationship between types 

of market research and business performance. Previous work suggests that type of 

research may influence performance. The study specifically test two hypotheses: 

that the type of research makes no difference to the usefulness of research projects 

as evaluated by the managers; and that business performance is unaffected by the 



type of research comparues predominantly employ. In order to test these 

hypotheses, the following research activities were specified : 

1 .  Select a suitable sample, gain respondent participation and develop rapport; 

2 .  Identify the market research projects that participating companies have 

conducted; 

3 .  Develop and pre-test the questionnaire; 

4. Administer the questionnaire and achieve an adequate response; 

5 .  Classify the market research projects and validate the classification; 

6. Classify the companies and validate the classification; and 

7 .  Evaluate the usefulness of market research projects and business 

performance according to the classification achieved in 5 and 6 .  

2.3. SAMPLE 

2.3. 1 .  Sample Size and Response Rate 

There are about 2 1 000 companies in New Zealand (New Zealand Business Who 's 

Who, 1998), some of them use market research, some do not. To make the study 

manageable, a convenience sample was drawn from the New Zealand Market 

Research Society Directory ( 1 998) supplemented from the New Zealand Business 

Who 's Who ( 1 998). A list of87 company names was compiled from these sources. 

Initially, the chief executives of these 87 organisations were sent a letter containing 

an outline of the intended research, an invitation to participate, and a request for 

information relating to all market research commissioned or conducted over the 

past 1 0  years. The letter was followed by telephone calls to the chief executive 

officers of these 87 organisations. Chief executive officers who agreed to take part 

in the study were asked to provide the name of an executive who could provide 

information on the company' s market research information. A sample copy of the 

initial letter is shown in Appendix 2 . 1 .  Maltz and Kohli ( 1 996) claim that they 

obtained a 74% response rate by first mailing out letters to explain the study, and 
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then, after obtaining the names of executives, mailing out the main questionnaire, 

which supports the research design employed in this study. 

To achieve an acceptable level of response rates, preliminary notification by letter 

stating the researcher status and the purpose of research; telephone contact 

followed by reminders; letters addressed to the specific person; and constant contact 

with the respondents to develop a rapport were carried out. 50 companies (57%) 

agreed to take part in the study and provided the names of the managers to be 

contacted. However, ofthese 50 companies, 1 6  companies had not done any formal 

market research over the past ten years ( 1 7% of the sample). This reduced the final 

sample to 34 companies (40% of the initial sample). Table 2. 1 describes the 

response rates for phase one of the study. 

Table 2. 1 - Sample Size and Response Rates 

n Percentage 

Agreed to participate 34 40 
Agreed, but haven't done any research 1 6  1 7  
Refused to participate 37 43 

87 1 00 

2.3.2. Non-respondents 

The major issue when analysing non-response was to determine whether potential 

non-response bias had resulted from the non-response. The characteristics of the 

non-respondents were analysed with the purpose of checking for two types of non­

response bias, namely non-coverage (inability to reach the sample) and non­

response (non-respondents being different in some important way from the 

respondents) (Lehman, Gupta and Steckel, 1 998). Regarding non-coverage, all of 

the companies could be reached. In comparing the industry profile of the non­

respondents with the respondents, it was found that no specific areas of non­

response could be identified in terms of industry type of the non-respondents 

compared to the respondents (Table 2 .2) .  Six main reasons for types of .non­

response were identified (for more details, see Appendix 2 .2). 

59 



Table 2.2 - Characteristics of Non-respondents Compared to the Sample 

Percentages 

Total Respondents Non 
Sample Respondents 

Wholesale, Retail, Distribution 1 7  1 4  1 8  
Insurance 16  1 7  1 2  
Finance, Banking, Baruang Services 12  14 8 
Agriculture, Mining, Quarrying, Manufacturing 1 2  1 0  1 5  
Communication Services 9 1 1  7 
Culture, Recreation Services 7 6 6 
Business Services 7 8 1 0  
Government Administration 7 8 7 
Electricity, Gas, Services 6 6 4 
Health Services 4 3 5 
Travel, Transport, Storage 3 3 8 

100 100 1 00 

2.3.3. Sample Characteristics 

The annual revenues of the companies in the sampling frame ranged from $ 1 0  

million to $ 1  billion. The company size, measured in number of employees, varied 

from 25 to more than 5000. The company age spanned from 5 to more than 1 00 

years. The sample covered a wide spectrum of service and manufacturing 

companies. The industry representations of the 34 companies in the sample are 

depicted in Table 2 .2 .  

The majority of the companies in the sample were in the service industry. The 

largest industry representation was "wholesale, retail, distribution", followed by 

"insurance" . However, in the final sample, the majority of the largest industry 

representation was "insurance", followed by "finance, banking, banking services" 

and "wholesale, retail, distribution" . 

2.3.4. People 

The contact people from each organisation were provided by management . The 

management ofthe participating organisations made it clear from the beginning that 
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even though nominated, their participation in the research would be completely 

voluntary. The respondents were engaged in marketing related activities and 

remained constant for the various stages of the research over the two years. The 

respondents were very cooperative, provided the necessary information and 

permitted the researcher to examine all the market research projects that were 

available. 

2.4. PROCEDURE 

This study addresses the research problems by usmg both qualitative and 

quantitative methodologies. The qualitative method is used to capture what Leedy 

( 1 989) describes as the emic perspective, that is the participant' s  own view of 

reality, and the quantitative method provided the framework for exploring such 

views (Cooper and Hedges, 1 994). The use of in-depth interviews, mailed 

questionnaires and the use of the SPSS statistical package throughout this research 

were the primary methods for combining qualitative and quantitative 

methodologies. The primary research process consisted of five phases: 

� Rapport Development: The nominated mangers were contacted by 

telephone, the purpose of the research was detailed, and their cooperation 

was solicited in obtaining the information. 

Confidentiality: Wherever requested, a confidentiality agreement was 

signed between Massey University, the Company providing the information, 

and the Researcher. 

In-depth interviews and gathering the Data: An in-depth interview was 

scheduled with the 34  managers who were asked to provide information 

about all research projects commissioned or conducted over last 10  years 

( 1 989- 1 998). All 30 1 8  research projects identified were carefully reviewed 

and classified as "Background research" or "Decision research" based on 

their objective, purpose, methodology and the implementation of research 

outcomes. 

6 1  



Questionnaire Design and Piloting the Questionnaire : After a review of all 

the research projects and follow-up interviews based on the review, a pilot 

questionnaire was mailed to five managers who took part in the study. 

Questionnaire Administration: Mailing out the final questionnaire to each 

ofthe managers who had previously agreed to provide information and gain 

responses to the statements in the questionnaire. 

These five phases are more fully described below. 

2.4.1 . Rapport Development 

The purpose of phase one was to elicit participation and constant cooperation 

throughout the project from the nominated respondents. When the respondents 

were contacted over the telephone, the researcher explained the status of the project 

and gave brief details about the background and objectives of the project . After this, 

a package comprising the above details and a signed confidentiality agreement was 

sent out to all respondents with a personal letter (Appendix 2 .3) .  

2.4.2. Confidential ity 

In line with the New Zealand Market Research Society Code of Ethics (Appendix 

2 .4), responding organisations and their nominees were assured that the information 

they provided would be treated as confidential and that no information would be 

reported in a way that could identify the organisation or the individual who 

provided it. The confidentiality assurance was included in the initial letters to the 

chief executive officer and repeated when the nominees were contacted. 

The draft confidentiality agreement was prepared by Massey University Research 

Services and sent out to all organisations with a covering letter stating that they 
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could make amendments to the draft. Except for three, all the organisations who 

requested a confidentiality agreement accepted the draft as it was (Appendix 2 .5) .  

The other three organisations submitted their own confidentiality agreements which 

were accepted by Massey University. 

2.4.3. In-depth Interviews and Gathering the Data 

After a relationship was established with the nominees of the organisations over the 

telephone, 34 in-depth interviews were undertaken over a six month period between 

June and November 1 999 to obtain detailed information on the functions of the 

department, the purpose for which market research is commissioned, expectations 

from the research, criteria for selection and commissioning of research, and also to 

enumerate the market research projects conducted. After a critical review of all 

30 1 8  research projects, follow-up interviews were held with some respondents to 

confirm and clarify responses, as well as to gather other qualitative data on the 

operational aspects of research. These follow-up interviews also assisted with the 

design and development of the mail questionnaire. 

2.4.4. Initial Questionnaire Design and Pi loting the Questionnaire 

In the absence of objective information, a survey method allows for the assessment 

of the impact of manager's perceptions (O'Reilly, 1 982). The literature shows that 

to get respondents' opinions on the outcome of research data and performance data, 

structured mailed questionnaires are suitable. Sudman and Bradbum ( 1 984) note 

that professionals and white-collar workers are generally cooperative and likely to 

respond to mailed questionnaires. Clover and Balsley ( 1 984) also suggest that it is 

appropriate to use mailed questionnaires when a population is a relatively 

homogeneous group of persons with similar interests, education, economic and 

social background. The respondents in this survey were senior managers, mainly in 

marketing related positions in their companies, which suggests homogeneity. 
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The time sufficient to answer a questionnaire allows respondents to formulate more 

carefully considered answers at their convenience (Nachmias and Nachmias, 1 98 1 ) . 

In some situations, respondents may feel that they cannot supply the information 

required to complete the questionnaire. In this case, it allows respondents to seek 

information from colleagues who are better versed in the relevant subjects (Moser 

and Kalton, 1 97 1 ), and can aid in avoiding memory errors and may improve the 

quality of results (Fowler, 1 984; Zikmund, 1 99 1 ) . 

Piloting is accomplished by administering the questionnaire to a small sample of 

respondents whose responses and reactions in general are then examined in more 

detail (Diamantopoulous, Scblegelmilch and Tse, 1 993). The questionnaire was pre­

tested on five individuals. Two were pre-tested by telephone and three were pre­

tested by personal interviews.  Respondents were asked to explain why they 

responded to each statement as they did, to state what each statement meant to 

them, and to describe any problems or uncertainties they had in completing the 

questionnaire. 

In relation to the issue of pre-testing, Payne ( 1 95 1 )  queries whether respondents are 

sufficiently knowledgeable about questionnaire design matters to offer insightful 

feedback. Therefore, as an addition to this type of pre-testing the questionnaire used 

in this study was subjected to a rigorous "group mind" appraisal, as described by 

Sudman and Bradburn ( 1 982). The "group mind" used consisted of three senior 

academics who combined over 50 years of experience in survey research. Their 

suggestions at early stages of the questionnaire design process and their comments 

throughout the revision process helped ensure the pre-tested versions were close 

to the final version. No evidence of statement misunderstanding appeared, and, 

therefore, wording of the statements was not changed as a result of the pre-test. As 

a result, the questionnaire was not pre-tested again on a different pilot sample and 

it was sent to other respondents in the sample. 

The questionnaire was divided into two parts. Part I measures company-based 

information and Part 11 measures the project-based information. Part I of the 
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questionnaire contained two sets of statements: 37 statements in the first set 

(measures research use dimensions) and 6 statements in the second set (measures 

business performance) . The initial set of 37 statements covered a wide range of 

issues relating to market research use in organisations, whereas the second set of 

6 were specific to the organisation's business performance. These measures were 

discussed below. 

The first set in Part I contained 32 statements, based on the questionnaire developed 

by Diamantopoulos and Souchon ( 1 999). The statements taken from 

Diamantopoulos and Souchon were modified in terms of language, style and 

direction to suit the present purpose, and incorporated with an additional five 

statements measuring aspects of market research information use not captured by 

Diamantopoulos and Souchon. The rationale for including these additional 

statements was their relevance to the topic of research use as suggested by the 

literature. The 37 statements can be seen in Appendix 2.6. these statements were 

used to validate the classification of research use dimension discussed in the 

literature. The respondents were asked to indicate whether they agreed or disagreed 

with each statement. Each statement was rated by the respondents on a five-point 

scale from 5 'strongly agree' to 1 ' strongly disagree' .  

The second set in Part I contained a total of six self-reported subjective 

performance measures. Business performance was evaluated subjectively by four 

statements covering the 'return on total assets', 'sales growth' and 'return on total 

sales', as well as 'overall performance' of the respective organisations. These 

measures were designed primarily on the basis of an extensive literature review on 

performance measurement. An additional two measures were incorporated to allow 

for 'firm size' and 'market research expenditure' effects. The respondents were 

asked to rate their organisation on the six measures, relative to other similar 

companies, using the five-point scale (much higher (5) to much lower ( 1 )) attached 

as Appendix 2 .7 .  
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Part 11 of the questionnaire asked the respondents to evaluate their market research 

projects on four usefulness dimensions. The total number ofprojects evaluated was 

775, but the actual number varied from organisation to organisation, dependant on 

the number of projects they had undertaken over the ten year period.  The 

statements used were based on a questionnaire by Deshpande and Zaltman ( 1 982), 

replicated with some modifications to wording and presentation. The respondents 

rated their response to the four statements on a five-point scale, ranging from 

' strongly agree (5)' to ' strongly disagree ( 1 )' .  In addition, in an attempt to control 

for bias in the rating of the projects, respondents were also asked to rate their level 

of personal ' involvement' in each project on the same five-point scale (See appendix 

2 .8). 

2.4.5. Final Questionnaire Administration 

The purpose of phase five was to gam responses to the statements in the 

questionnaire. One week prior to the mail out, the 34 individual senior managers 

were personally contacted over the telephone to alert them to the purpose of the 

forthcoming research questionnaire and additionally to request their full support and 

commitment to the project. The package sent out to all companies in mid-March 

2000 contained a personalised letter, the main questionnaire and a freepost 

envelope. Copies of the phase five cover letter and the questionnaire are in 

Appendix 2 .9 .  

Berdie, Anderson and Niebuhr ( 1 986) state that covering letters are essential in mail 

questionnaires to introduce and legitimise interviewers. The covering letter 

identified the purpose of the study and worked to encourage participation by 

stating, "the size of the sample is crucial to the accuracy of my research, and your 

participation is therefore important", and promising to make the research results 

available to the respondents within a specified period oftime. The time commitment 

required was addressed and assurance of confidentiality reiterated. The cost of 

returning the questionnaire was minimised through the use of a reply paid envelope. 
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This was followed two weeks later by follow up telephone calls to the respondents. 

Finally, all 34 respondents mailed back their questionnaires, all in usable form. 

2.5. DATA REDUCTION TECHNIQUES 

Analysis ofthe data was conducted using the Statistical Package for Social Sciences 

(SPSS). All the statements in the questionnaire were based on a five-point Likert 

scale format. The Likert scale was first evaluated using normal descriptive statistics 

to look for any peculiarities in frequencies. Preliminary cross-tabulations were also 

done. Likert scale codes were treated as metric level data and the mean used as the 

central tendency measure. Once the type of research has been determined, the 

information collected through the questionnaire is subjected to data reduction 

techniques. Whilst a number of data reduction techniques are available for use, two 

are viewed here in succession; principal components analysis and cluster analysis. 

2.5. 1 .  Principal Components Analysis 

Principal components analysis is a class of procedures used for reducing and 

summarising data. Each component can be expressed as a linear combination of the 

observed variables (Jobson, 1 99 1 ) .  Principal components analysis is an 

interdependent research tool; that is, no constituent variable in the data set predicts 

any other variable in the same set. 

The general purpose of principal components analysis is to find a way of condensing 

the information contained in a number of original variables into a smaller set of new, 

composite dimensions with a minimum loss of information - that is, to search for 

and define the fundamental dimensions assumed to underlie the original variables. 

More specifically, principal components analysis techniques can meet either of two 

objectives: identifying the structure of relationships among variables; and creating 

67 



an entirely new set of variables, much smaller in number, to partially or completely 

replace the original set of variables (Arabie and Hubert, 1994; Hoffman, de Leeuw 

and Arjunji, 1 994). 

The technique also may be applied to identify the structure of relationships among 

individual respondents. This is referred to as "Q-type analysis", a method 

combining and condensing large numbers of respondents into distinctly different 

groups within a larger population. In a Q-type analysis, the results would identify 

similar groups of individuals demonstrating a similar pattern on the variables 

included in the analysis. Q-type analysis is similar to cluster analysis in its 

comparison of a series of responses to a number of variables and placement of the 

respondents in several groups. 

Although the initial or unrotated matrix indicates the relationship between the 

components and individual variables, it seldom results in components which can be 

interpreted because they are correlated with many variables. Therefore, through 

rotation, the matrix is transformed into one that is easier to interpret. Rotation of 

the Principal components solution improves interpretation and can find new 

components (Chatterjee, Jamieson and Wiseman, 199 1 ;  Manly, 1 994; Hair, 

Anderson, Tatham and Black, 1 995). The ultimate effect of rotating the matrix is 

to redistribute the variance from initial solutions to achieve a simpler, theoretically 

more meaningful pattern (Ganesalingam, 1 993) .  The most commonly used method 

of rotation is the varimax procedure (Chatterj ee, J amieson and Wiseman, 1 99 1 ;  

Manly, 1 994; Hair, Anderson, Tatham and Black, 1 995). 

Several considerations are involved in determining the number of components that 

should be used in the analysis. Manly ( 1 994) argues that it is the researcher or 

analyst who should determine the number. Others (Nie, Hull, Jenkins, Steinbrenner 

and Bent, 1 975; Hair, Anderson, Tatham and Black, 1 995; Malhotra, Hall, Shaw 

and Crisp, 1 996), in a more conventional manner, suggest that the number of 

retained components ought to be decided by a combination of procedures such as 
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eigenvalues, a scree test, percentage of variance accounted for, split-half reliability 

and significance tests. 

Hair, Anderson, Tatham and Black ( 1 995) suggest an assessment of structure is 

interrelated with selecting the number of retained components. Several solutions 

with differing numbers of components should be examined before the structure is 

well defined. There are negative consequences for selecting either too many or too 

few principal components to represent the data (Stewart, 1 98 1 ) .  If too few are 

used, then the correct structure is not revealed and important dimensions may be 

omitted. If too many are retained, then the interpretation becomes harder when the 

matrix is rotated (Manly, 1 994). Therefore, the analyst should always strive to have 

both the most representative and the most parsimonious set of principal components 

possible. 

In addition to factor loadings and eigenvalues, three particular outputs generated 

by principal components analysis are communalities and two statistics, Bartlett ' s  

Sphericity and Kaiser-Myer-Olin (KMO). Communality indicates the extent to 

which the variance of a variable is accounted for by the retained components. In 

relative terms, larger values are more desirable than smaller ones in that the latter 

values are not seen to contribute a great deal to the total solution. Of the two 

statistics named, Bartlett 's test of Sphericity is a statistical test for the presence of 

correlations among the variables. It provides the statistical probability that the 

correlation matrix has significant correlations among at least some of the variables 

(Norusis, 1 985). According to Malhotra, Hall, Shaw and Crisp ( 1 996), larger values 

are more favourable to denying a null hypothesis. The KMO measures sample 

adequacy, on the other hand, is an index used to examine the appropriateness of 

principal components analysis. This index compares the magnitudes of observed and 

partial correlation coefficients. Ideally, larger values ofKMO are desired given the 

explanatory power of correlations between pairs of variables. Malhotra, Hall, Shaw 

and Crisp indicate values above 0.5 are significant for principal components 

analysis. 
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2.5.2. Cluster Analysis 

Cluster analysis consists of a class of techniques used to classify objects or cases 

into relatively homogeneous groups called clusters. Its overall objective is to attain 

the best achievable grouping of objects, people, markets or variables such that 

internal (within-cluster) homogeneity and external (between-cluster) heterogeneity 

are high (Hair, Anderson, Tatham and Black, 1 995). In short, a cluster analysis is 

about searching for and identifying similarities and differences in data sets. 

Malhotra, Hall, Shaw and Crisp ( 1 996) point out that cluster analysis has some 

similarity with principal components analysis regarding the treatment of data. Like 

principal components analysis, cluster analysis examines an entire set of 

interdependence relationships but makes no distinction between dependent and 

independent variables. Rather, interdependence relationships between the whole set 

of variables are examined. When used in this manner, cluster analysis is analogous 

to principal components analysis in that it reduces the number of objects (not the 

number of variables), by grouping them into a much smaller number of clusters 

(Hair, Anderson, Tatham and Black, 1 995). 

Sometimes cluster analysis is also used for clustering variables to identify 

homogeneous groups. In this instance, the units used for analysis are the variables, 

and the distance measures are computed for all pairs of variables (Hair, Anderson, 

Tatham and Black, 1 995; Malhotra, Hall, Shaw and Crisp, 1 996). Clustering of 

variables can aid in the identification of unique variables that make a unique 

contribution to the data. A large set of variables can often be replaced by sets of 

cluster components with little loss of information (Hair, Anderson, Tatham and 

Black, 1 995). However, a given number of cluster components does not generally 

explain as much variance as the same number of principal components. It has been 

claimed that cluster components are usually easier to interpret than principal 

components, even if the latter are rotated (Malhotra, Hall, Shaw and Crisp, 1 996). 
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Since the objective of clustering is to group similar objects together, some measure 

of resemblance is needed to assess how similar or different the objects are. The 

common approach to measuring similarity is in terms of distance between pairs of 

clusters. The commonly used measure of similarity is the euclidean distance or its 

square. The other measures are city-block distance and the chebychev-distance 

(Hair, Anderson, Tatham and Black, 1 995). Hair, Anderson, Tatham and Black 

( 1 995) advise that it is important to employ different measures and compare the 

results. 

Having selected a distance or similarity measure, the next task is the selection of a 

clustering procedure. The customary manner of examining these procedures is to 

broadly categorise them as hierarchical and non-hierarchical - the former being the 

more popular or common. The hierarchical clustering process starts with each 

objects and groups the two nearest objects into a cluster, thus reducing the number 

of clusters to (n-1 ). The process is repeated until all objects have been grouped into 

clusters containing all n-objects. Hierarchical methods are divided between 

"agglomerative" and "divisive" . An agglomerative process is one where clusters are 

developed from single cases (clusters) towards larger groupings, whereas a divisive 

process is the reverse; that is, movement occurs from one massive cluster towards 

many clusters (Norusis, 1 988;  Hair, Anderson, Tatham and Black, 1 995;  Malhotra, 

Hall, Shaw and Crisp, 1 996). These processes are what Funkhouser ( 1 983) referred 

to as building up and breaking down methods respectively. 

The most common form of clustering method used is agglomerative. Agglomerative 

method consists of linkage methods, variance methods and centroid methods. 

Linkage methods include single linkage, complete linkage and average linkage, the 

main difference between linkage types revolve around the treatment of distance. 

The single linkage method is based on minimum distance or the shortest distance 

between points in comparative clusters. It is often referred to as the "nearest 

neighbour" routine. By contrast, the complete linkage method is based on the 

maximum distance or furthest neighbour approach. The average linkage method 
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works similarly . However, in this method, the distance between two clusters is 

defined as the average of the distances between all pairs of objects, where one 

member of the pair is from each of the clusters, thus average linkage virtually 

speaks for itself. For this reason, it is usually preferred to the single and complete 

linkage methods (Malhotra, Hall, Shaw and Crisp, 1 996) . 

By contrast, the minimum variance methods attempt to form clusters to minimise 

the within-cluster variance. A commonly used variance method is the Ward's  

procedure. Ward's  method handles distance as a sum of squares across all variables. 

In the centroid methods, the approach locates objects on the basis of cluster means. 

Although outliers do not trouble this technique, it does require metric data whereas 

other linkage methods do not (Morrison, 1 967; Hair, Anderson, Tatham and Black, 

1 995;  Malhotra, Hall, Shaw and Crisp, 1 996). Every time objects are grouped, a 

new centroid is computed. 

The second group of clustering procedures, the non-hierarchical methods, is 

frequently referred to as K-means clustering. The issue of non-hierarchical clusters 

has not received as much attention in the literature as hierarchical clustering. 

However, its three approaches - sequential threshold, parallel threshold and 

optimising partitioning - base themselves on the application or selection of a cluster 

seed, which acts as a specified distance. Items located within a space defined by the 

specified distance are included in that cluster. The two main disadvantages of non­

hierarchal procedures are the number of clusters must be pre-specified and the 

selection of cluster centres is arbitrary (Wilkinson, 1 989; Hair, Anderson, Tatham 

and Black, 1 995). 

A "dendrogram" is a commonly used method of representing geometrically or 

graphically the hierarchical clusters that result when a given clustering procedure 

operates on a similarity matrix. Vertical lines represent clusters that are joined 

together. The position of the line on the scale indicates the distances at which 

clusters are being combined. 
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A major issue in cluster analysis is deciding on the number of clusters (Hair, 

Anderson, Tatham and Black, 1 995; Malhotra, Hall, Shaw and Crisp, 1 996) . While 

there are no hard and fast rules, some guidelines are available : the distances at 

which clusters are being combined (with the use of dendrogram) is a useful 

criterion; the intuitive conceptualisation of theoretical relationship may suggest a 

natural number of clusters; a number of different solutions are computed and the 

alternative solutions selected by a priori criteria, practical judgement, common sense 

or theoretical foundation; ratio of total within-group variance to between-group 

variance (the point at which an elbow or a sharp bend occurs) can identifY a certain 

number of clusters (Hair, Anderson, Tatham and Black, 1 995; Malhotra, Hall, Shaw 

and Crisp, 1 996) . The cluster solutions could be improved by restricting the 

solution according to conceptual aspects of the problem. 

2.6. LIMITATIONS 

This research encompassed certain externally imposed limitations. These limitations 

involved the amount and extent of contact with respondents; in many companies 

management insisted that the research not impose excessive demands on 

respondents' time and energy or distract them in any way from their employment 

activities. These conditions meant that the research, if it was to be undertaken, had 

to be compact and not too demanding of respondent time. 

The scope of the study is limited to assessing the evaluative process of market 

research users. No attempt to extend the study to the supply side ofthe trade or the 

non-users of market research information was made. Some might regard the sample 

size used in this study as small. Every effort was made on two separate occasions 

to involve more organisations and a selection of their research projects. Each effort 

failed to gain their support or acquire any extra participants. However, a small 

sample is considered to be feasible to review and evaluate a manageable number of 

projects from these organisations within the given time frame. 
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2.7. SUMMARY 

This part has outlined and discussed the various decisions made in the design and 

implementation of the research - decisions ranging from the sample selection 

procedures to the questionnaire design and data collection. It then reviews the 

literature pertaining to objective classification procedures. In addition, it has noted 

the potential errors likely to affect this research. 

Participation was sought from 87 client companies, who made up the initial sample. 

Of the initial 87 contacts, 34 organisations agreed to participate in the research. In 

comparing the profile of the non-respondents with the respondents, it was found 

that no specific areas of non-response could be identified. The respondents from the 

organisations were engaged mainly in marketing related activities and remained 

fairly static over time. The nominated managers were contacted by telephone, the 

purpose of the research project was detailed and rapport was developed. Wherever 

requested, a confidentiality agreement was signed between the University, the 

Company providing the information and the Researcher. 

A combination of qualitative and quantitative research techniques were applied in 

this research. The primary research tool used was in-depth interviews with the 

respondents and this was followed by a mail questionnaire to collect the data. The 

interviews obtained detailed information on the functions of the department 

responsible for research; the purposes for which the research was carried out; the 

expectations of what it would achieve; the criteria used to select research projects 

to commission; and the outcomes of the research. This information was then used 

by the researcher to classify all 3018 market research projects. 

The questionnaire was pre-tested on five individuals. The questionnaire was divided 

into two parts. Part I collected company-based information and Part II collected 

project-based information. The questionnaire explored managers' perceptions of 

market research use; opinions about the usefulness of research projects; and the 
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financial and market performances of respondents' organisations. The total number 

of projects evaluated through the questionnaire were 775, but the actual number 

varied from organisation to organisation, depending on the number of projects they 

had carried out over the period of ten years. 

Once the questionnaire was developed and evaluated in terms of reliability and 

validity, the information collected through the questionnaire was subjected to data 

reduction techniques. Within the data reduction section, discussion begins with 

principal components analysis, its general use as a technique, key acceptance and 

some limitations. It continues with discussion on the use of cluster analysis, its 

general use as a technique, key acceptance and some limitations. Overall, discussion 

of the topics in this data reduction section has been purposely limited to essentials 

given the peripheral role both have played as analysis tools. 

This research was subject to certain externally imposed limitations. Some of these 

were outside the control of the researcher in that the management of responding 

organisations imposed them. Other limitations were conditional in nature; that is, 

they were created as a direct result of sample size, or the voluntary nature of 

respondent participation or availability of research reports. 
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PART III 

CLASSIFICATION OF PROJECTS AND COMPANIES 

In the Overview of the study, it was hypothesised that the type of market research 

carried out has an effect on what can be achieved by market research. Part I has 

given a general discussion of market research, the reasons why market research is 

carried out, and what could be achieved by the application of market research 

findings. Part Il outlined the way the data were collected and analysed in which in 

this study to find out what is  achieved by the application of different types of market 

research. Part III describes the classification systems of market research projects 

and companies used in this study and classifies the market research projects 

identified in Part Il, and groups the companies surveyed according to the type of 

market research projects they predominantly commission. Part III contains three 

sections. 

Section 3 .  1 develops a classification system that forms the basis for the 

classification of market research into types. Under this classification, type of market 

research is based on the objective for which the research is commissioned and on 

the use to which it is put. The validity of this classification is then examined by 

considering the underlying attitudes towards market research held by managers. 

Section 3 . 2  describes the classification of companies according to the proportion 

of market research projects undertaken by the organisations that fall into the classes 

identified in Section 3 . 1 .  The validity of this classification is then examined by using 

a classification that considered the underlying attitudes held by the organisations' 

managers towards market research use. 

Section 3 . 3  contains a summary of the material in Part ID. 



3.1 . CLASSIFICATION OF MARKET RESEARCH PROJECTS 

The literature discussed in Part I recognises the multidimensional nature of research 

use and suggests that the type of research is based on the objective for which the 

research is undertaken and on the use to which it is put. This classification of 

research types proposed the existence of two key dimensions in the evaluation of 

research: namely, instrumental and conceptual. The reason for the non­

consideration of symbolic research use in marketing studies of research use are due 

to ( 1 )  the difficulty in measuring decision-makers' symbolic use of research based 

on the classification system proposed in the literature and (2) it was considered as 

one form of instrumental use. 

The literature shows that different terms have been used to define the same type of 

research use. For example, terms such as "instrumental", "action-oriented" and 

"decision-oriented" have been used to define one type and "conceptual", 

"knowledge-enhancing", and "understanding" used to define other type, although 

it is conceded that the demarcation between the classifications is not clear. 

For the purpose of this thesis, the name "decision research" will be used to cover 

instrumental, action-oriented and decision-oriented research and is defined as the 

direct application of research findings and conclusions to solve a specific problem, 

or to make a particular decision (Rich, 1 977; Deshpande and Zaltman, 1 982). In 

other words, a problem exists and the solution depends on research providing 

information to fill the information gap. Decision research is pro-active and enables 

managers to test already thought out ideas and concepts. Research of this type 

enables managers to choose a specific solution from among alternatives. 

F or the purpose of this thesis, the name "background research" will be used to 

cover conceptual, knowledge-enhancing, and understanding research and is defined 

as the indirect application of research, in the sense that research is used to broaden 

the managerial knowledge base, without serving any one particular decision 
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(Moorman, 1 995) .  Background research is commissioned to understand the market 

with the objective of identifying possible alternative decisions. It can also be used 

to understand the after-effects of decisions. 

Based on the classification system proposed above, the market research projects 

were classified as "decision research" or "background research" by the researcher 

reviewing each project. This classification system was derived from six aspects 

identified by the literature review: ( 1 )  the purpose for which the research project 

was carried out; (2) the prior expectations of what it would achieve (3) the 

clarification of stated research obj ectives; (4) the criteria used to select research 

projects to commission; (5) the methodology employed to collect information; and 

(6) the outcomes of the research and implementation of recommendations. 

Table 3 . 1 shows that out of the 30 1 8  projects collected from the 34 participating 

organisations, 259 1 (86%) were classified as background research and only 427 

( 14%) as decision research.  Although Holbert ( 1 974), Krum ( 1 978), Bellenger 

( 1 979), Deshpande and Jeffries ( 1 98 1 ) and Deshpande and Zaltman ( 1 982) state 

that decision research (instrumental research) is the most common type of research 

done in marketing, the results show that in this sample background research 

predominates over decision research as a research activity. However, this result 

confirms to Weiss ( 1 9 8 1 ,  p. 397), who points out that "instrumental use seems in 

fact to be rare, particularly when the issues are complex, the consequences are 

uncertain and a multitude of actors are engaged in the decision-making process". 

Table 3 . 1  - Details of Projects Collected 

Classification of Projects 
Total Number 

Background 
Decision Research 

Research 
of Projects 

Number of Projects Collected 2591 427 30 1 8  

% of Projects collected 86 14 1 00 
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In common with any system of subjective classification some effort must be made 

to verify that the classification demarcates between projects in some important way. 

The following section begins with an assessment of the justification for the 

validation and then discusses the choice of the 37 variables used in the questionnaire 

to evaluate managers' attitudes towards research use. 

3.1 . 1 .  Validation of the Research Use Dimensions 

The principles used to validate the classification were to achieve a classification by 

a different method, and then to compare the results of the two methods. If both 

results were similar, the classification is regarded as valid. The questionnaire on 

attitudes toward research use was based on that ofDiamantopoulos and Souchon 

( 1 999) . Their questionnaire was used to derive information on various issues related 

to market research use in organisations. 

Diamantopoulos and Souchon' s  ( 1 999) original questionnaire contains two groups 

of statements. The first group of statements measures conceptual and instrumental 

research use in organisations. The second group of statements measures symbolic 

research use in organisations. Diamantopolous and Souchon's  rationale for 

including conceptual and instrumental use into the same group and considering 

them as parts of a single dimension was based on 1 2  exploratory interviews with 

export decision-makers, and on Dunn's work ( 1 986). Dunn regarded instrumental 

use as a particular type of conceptual use. Weiss ( 1 98 1 ), on the other hand, places 

instrumental and conceptual use at two opposite ends of a continuum representing 

directness of use. Moreover, Menon and Varadarajan ( 1 992) consider instrumental 

and conceptual uses of information as separate dimensions of research use and 

consider symbolic use as one form of instrumental use. The two groups of 

statements were not differentiated in this study's questionnaire. 

In order to validate the original classification system and to examme the 

appropriateness of conceptualising research use along two dimensions - background 
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and decision research - the information collected through the questionnaire was 

subjected to a data reduction technique. 

3.1 . 1 . 1 .  Measures of Research Use Dimensions 

This section discusses the 37  statements used to examine managers' attitudes 

towards a wide range of issues relating to market research use in organisations. 

Table 3 . 2  summarises the 37 statements used. 

Table 3.2 - Variables Measuring Managers' Attitudes 

Towards Types of Market Research Use 

Variable title OuestloaDalro stol_'. r .... _ yariable *rtvotl 

PDSI-D«ision Ru�ardt We sometimes do market research even when the decision has a1rerdy been mrde. 
RtltttiolUNp MainJUlanc< Business to business research is often done as much to maintain relationships as to gather marketing information. 

Exputation ConfirMation Managers seem to use market research to confinn their expectations. 

Non�oltSidualion Often, market research results are not considered when making decisions for which they were initially requested. 

InJuilion & Inrtincti .. Input Instinct and intuition are often combined with market research when making decisions. 

Prior /nlIIiJi'fl'e Decision Marke' research results are often interpreted in such . way as to justify decisions rea1Iy made on the basis of instinct. 
SliuII Raearelt R .... 1Is Managers often slant market research results when passing them on. 

Con Junijlcation Market research is sometimes only taken into account to justify the cost of having acquired it 

Badup Huneltu Market research is mainly used to backup hunches. 

Use ofGuusu If market research infonnation is difficult to obtain. guesses are often made instead . 
Prior 'Otlter GroWltls' Decision Market research is frequently used to support decisions made on other groWlds. 
Junijlcation 

CustOMer Knqwleqe PrOCUI We regularly examine the fiactors that influence the buying decisions of our customeB. 

SOJUu o/CJUto",u In!o,.,,,ation We rarely use Connal research procedures to gather customer information. 

Custolller SatUlllction We systematically measure customer satisfaction. 

Poor Integration ofln/tlrlllation Customer information is poorly integrated in our marketing planning activities. 
I ha Genulllion Market research is usually used to generate new ideas. 

CompdUor Knowkdge PrOCUI We systematically process and analyse infonnation about competitoB. 

Top Manag_enJ E"'PlriUU Top management frequently emphasises that our survivol depends on adapting to market trends. 

Top Mllllag<lllenJ Support Top management is willing to allocate resources for market research 

Top Manag<lllenJ Control Top management decides what market research is to be done. 
RerpolUe llnplemenJation Our company strategies are firmly based on market research. 

Concept Tuting Market research is usually used to screen new ideas and test concepts. 

Ruearelt lor Spedjlc Decision We cany out market research when there is a specific decision to be made. 

Utili.ation lor Spedjlc Decision Out main use of market research is to make a specific decision. 

Ra.tueltlor But DedI/on We believe that we have a better chance of making the right decision. if we base it on market research rather than 

Decision ConjidUlC< Our confidence in making marketing decisions is increased as a result of our market research. 

Raetuelt Effew Without market research many of our decisions would have been very different. 

Actiontlbilily The results of our market research are translated into significant practical action. 

Rdmtion for Future U,e We make sure that market research results are kept so that they are available to the organisation in the future. 
Research Non·Uu A lot of our market research is not really used. 

Decision Non·Rdevance Much of ow market research is not relevant to decisions. 

Uncertainty Reduction Uncertainty associated with marketing activity is greatly reduced by market research. 

Gaining MarkeJ Untlunanding We often use market research to gain understanding rather than to make decisions. 

Forlllaiily We often conduct market research as a matter offonnality. 

Build Knowledge Base We often do market research simply to update the company knowledge base. 
Future Ulefulne .. Market research conducted for a specific decision is seldom of further use. 
Research Importance No marketing decision would be made without formal market research. 
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These statements were used to validate the classification of research use dimensions 

discussed in the literature. These statements were based on those in the 

questionnaire developed by Diamantopolous and Souchon ( 1 999). The statements 

used by Diamantopolous and Souchon were modified in terms of language, style 

and direction based on a literature review discussed in the previous section. Some 

of these statements were similar to each other and measured the same aspects of 

research use. An additional five statements measuring aspects of market research 

use were also included. The rationale for including these additional statements was 

their relevance to research use and their usefulness as validation items suggested by 

the literature. 

The respondents were asked to indicate whether they agreed or disagreed with each 

statement on a five-point scale from 5 ' strongly agree' to 1 ' strongly disagree' .  

These statements were considered as variables in the classification procedures. 

These variables measure managers' attitudes towards research, and for the purposes 

of the assessment of the classification of research projects would in some way be 

related to the type of research that was carried out. Appendix 3 . 1 shows frequencies 

for each variable. A detailed discussion of each statement follows. 

Post-decision research 

This variable examines whether managers 'do market research even when the 

decision has already been made' . Goodman ( 1 993) argues that research used to 

evaluate alternative strategies, where the manager's objective is to find the suitable 

solution will typically use post-decision research. He also indicates that most of the 

research carried out after the decisions have been made is used to support those 

decisions. According to him, the other reasons for such research are to eliminate 

some possibilities; to justify decisions made on other grounds; to understand the 

reason for the success or failure of a decision made; to monitor results for future 

decisions; and to make the store of pertinent information available for decision­

making more complete. 
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Relationship maintenance 

This variable examines whether 'business to business research is often done as 

much to maintain relationships as to gather marketing information '. Deshpande 

and Zaltman ( 1 982) claim that the conduct of market research seldom has only one 

objective; the same research is often used for a variety of purposes and one of them 

is to maintain a relationship with research suppliers. Menon and Varadarajan ( 1 992) 

also state that managers use information provided by the consultants with whom 

they have had a long-term, positive relationship so as to promote the relationship . 

Expectation confirmation 

This variable measures whether 'managers use market research to confirm their 

expectations' . Searching information for confirmation is traced to the approval­

seeking behaviour of managers, as well as the influence of company norms and 

company history (Lowe and Shaw, 1 968). Krum ( 1 969) and Hardin ( 1 969) found 

that market research has a non-rational information function of reinforcing 

expectations and decisions already made. Deshpande and Zaltman ( 1 982) state that 

if managers use confirmation of prior expectations as a criterion to use or not to use 

research findings, the magnitude of non-confirmation has implications for the 

behaviour of the manager, especially when confirmatory research was desired by 

managers and unanticipated findings were produced by researchers. 

Non-consideration 

This variable examines whether 'market research results are not considered when 

makingdecisionsforwhich they were initially requested' . Market researchers often 

complain that their findings are ignored or not responded to (Weiss, 1 972), and 

posit that the major reasons for non-consideration are poor analytical skills or lack 

of coordination to process the information; the wrong kind of information available; 

studies that are completed too late to be used for making a specific decision; poor 

quality of the research and political considerations (patton, Grimes, Guthrie, French 

and Blyth, 1 977; Feldman and March, 1 98 1) .  Feldman and March ( 1 98 1 )  conclude 
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that much of the information gathered in response to requests for inform�tion is not 

considered in the making of decisions for which it was requested . 

• 

Intuition and instinctive input 

This variable measures whether ' instinct and intuition are often combined with 

market research when making decisions '. Louter, Ouwerkerk and Bakker ( 1 99 1 )  

mention that as managers develop ideas through instinct and intuition, answers to 

questions concerning these ideas by the use of market research could contribute to 

success. Schoemaker and Russo ( 1 993) found that small firms, which lack the 

resources to invest in extensive market research, test ideas developed through 

intuition and use market research to validate the decision. 

Prior intuitive decision justification 

This variable investigates whether 'market research results are often interpreted in 

such a way as to justify decisions really made on the basis of instinct '. The variable 

'prior intuitive decision justification' refers to the partisan use of research findings 

to legitimise and sustain previously thought out research outcomes (Beyer and 

Trice, 1 982; Piercy, 1 983). Deshpande and Zaltman ( 1 982) state that managers 

develop their "priors" about what they expect the research to demonstrate before, 

or even as, the research itself is being contracted. Lee, Acito and Day ( 1 987) state 

that research confirming decisions tends to be rated higher and is more likely to be 

used whereas research contrary to prior decisions tends to be evaluated as poor and 

is less likely to be used. 

Slant research results 

This variable examines whether 'managers slant market research results when 

passing them on '. The variable "slant research results" refers to misuse of research 

results by taking conclusions out of their context and disclosing only those that 

confirm an executive's  predetermined position, or by consciously ignoring any 
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accompanying caveats that may weaken the findings (Weiss, 1 977). The literature 

indicates that there are competing pressures on managers leading to : the distortion 

of information in the ways to meet the expectation of superiors (Lowe and Shaw, 

1 968; Schiff and Lewin, 1 968); introduce purposeful selectivity into the flow of 

information as a way of shaping the decisions made by others (Pettigrew, 1 972); 

manipulate the way in which the information is used; alter, where possible, the 

results of the decision process (Piercy, 1 983); tend to distort information and delay 

its use (Hub er, 1 990); and frequently misrepresent information to superiors in order 

to enhance their image (Goodman, 1 993). 

Cost justification 

This variable investigates whether 'market research is sometimes only taken into 

account to justify the cost of having acquired it' . Cost justification occurs when 

managers use information to justify the decisions based on the cost of having 

acquired the information. Pfeffer and Salancik ( 1 978) note "information, regardless 

of its validity, comes to take on an importance and meaning just because of its cost 

of collection and availability" . Accordingly, the studies that are expensive are more 

likely to be perceived to be of higher value, and used to justify the collection and 

the decisions made from the study. 

Backup hunches 

This variable examines whether 'market research is mainly used to backup 

hunches '. Cunningham and Clarke ( 1 975) found that managers use numerous 

methods to put a decision in a favourable light and gain support, and such behaviour 

was expected and even desired by their organisational supervisors. Hart, Webb and 

lones' ( 1 994) study also found that market research is often used to back up 

hunches; in particular, they argue smaller companies use market research data in a 

more subjective fashion than larger companies. 
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Use of guesses 

This variable examines whether ' if market research information is difficult to 

obtain, guesses are often made instead '. Schoemaker and Russo ( 1 993) state that 

the use of guesses is a quick and easy way of making a decision. Dependence on 

guesswork is highly unreliable, but, because it takes so little effort, it may be 

appropriate in some decisions. They argue that, in an emergency, there may be no 

time for a comprehensive assessment, or the decision may be inherently intuitive, 

such as in artistic judgements. 

Prior 'other grounds' decision justification 

This variable measures whether 'market research is frequently used to support 

decisions made on other grounds '. The variable "prior 'other grounds' decision 

justification" describes research findings that are either used to justify actions taken 

for other reasons or are used selectively (Beyer and Trice, 1 982). Pettigrew ( 1 972) 

states that managers sometime take conclusions out of research results, disclosing 

only those that confirm their predetermined position or introduce purposeful 

selectivity into the flow of information as a way of shaping the decisions made on 

other grounds. 

Customer knowledge process 

This variable examines whether managers 'regularly examine the factors that 

influence the buying decisions of [their] customers '. The variable "customer 

knowledge process" refers to the set of behavioural activities generating customer 

knowledge pertaining to customers' current and potential needs for new or existing 

products (Li and Calantone, 1 998). Customer-focused assessments start with 

detailed analysis of customer benefits within end-use segments and work backward 

from the customer to the company to identify the actions needed to improve 

performance (Day and Wensley, 1 988; Huber, 1 990; Sinkula, 1 994) . Several studies 

point to "customer demandingness" as a main catalyst for firms to implement 

processes of market knowledge competence (Gupta, Raj and Wilemon, 1 986; 
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Sanchez and Elola, 1 99 1 ;  Wheelwright and Clark, 1 992). As customers become 

more demanding, firms are prompted to intensify their activities and learn specific 

customer needs to develop needs-satisfying products with superior value. Porter 

( 1 990) offers a proactive reason for firms to link "customer demandingness" and 

a customer knowledge process. He suggests that firms intentionally seek the most 

demanding customers, as a motivating factor in their pursuance of knowledge about 

advanced market needs. 

Sources of customer information 

This variable examines whether managers 'rarely use formal research procedures 

to gather customer information' .  Maltz and Kohli ( 1 996) found a curvilinear 

relationship between use of formal research information and perceived quality of 

market research, which is directly related to information use. They concluded that 

both formality and informality have their place in encouraging information 

dissemination and use due to the type of decision being made. Other researchers 

also conclude that differences in the sources of information use affect the way 

managers use information (O'Reilly, 1 982; Anderson, Koonce and Marchant, 1 994; 

Reimers and Fennema, 1 999). 

Customer satisfaction measurement 

This variable examines whether managers 'systematically measure customer 

satisfaction' .  Satisfaction surveys are typically focussed on assessing overall 

satisfaction and intention to repurchase and are therefore limited in revealing 

problems experienced by recent buyers (Churchill and Surprenant, 1 982). Lado, 

Maydeu-Olivares and Rivera ( 1 998) claim that customer satisfaction measures focus 

only on the brand or product most recently purchased, may not isolate the 

contribution of each product or service attribute to overall satisfaction, and usually 

lack relevance to issues of competitive advantage. 
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Poor integration of information 

This variable measures whether ' customer information is poorly integrated in [the 

respondents'] marketing planning activities' . Patton, Grimes, Guthrie, French and 

BIyth ( 1 977) and Feldman and March ( 1 98 1 )  suggest that the major reasons for 

non-integration of information into planning activities include poor analytical skills 

or lack of coordination to process the information, the wrong kind of information 

available, studies completed too late to be used for making a specific decision, poor 

quality of the research, and political considerations. Lee, Acito and Day ( 1 987) 

state that research information inconsistent with the decision maker' s  established 

beliefs will also lead to poor integration of research information. 

Idea generation 

This variable examines whether ' market research is usually used to generated new 

ideas' . Cooper ( 1 986) mentions that idea generation was used by less than half the 

firms he studied, and there is a preference for evaluating concepts over idea 

generation activities. Edgett, Shipley and Forbes ( 1 992) claim that when firms 

succeed, they attribute that success to internally generated ideas rather than 

customer suggestions. Their findings indicate that only a small percentage of ideas 

originated from either customers or distributors. 

Competitor knowledge process 

This variable examines whether managers 'systematically process and analyse 

information about competitors' .  To emphasize the role of a competitor knowledge 

process, de Geus ( 1 988) predicts that "the only competitive advantage the company 

of the future will have is its managers' ability to learn [about their competitors] 

faster than [their] competitors" . Kohli and laworski ( 1 990) observe that, in 

conditions of intensified competition, competitor information gathering is essential 

for two reasons. First, intensified competition increases market uncertainty and 

unpredictability and monitoring competition may help firms better anticipate 

changes in competitors' new product strategies and reduce market unpredictability. 
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Second, with intensified competition, product advantage and market share become 

more volatile and neglect of competitors may further erode a firm's  market position.  

Yasai-Ardekani ( 1 993) also argues that frequent scanning of competitive 

environment positions the firm to stay abreast of environmental events and trends 

that threaten its existence or offers the firm opportunities to exploit. 

Top management emphasis 

This variable investigates whether ' top management frequently emphasises that 

[their] survival depends on adapting to market trends' . Several authors suggest that 

top management plays a critical role in shaping an organisation' s  values and 

information searching behaviour (Felton, 1 959; Hambrick and Mason, 1 984; 

Webster, 1 988; laworski and Kohli, 1 993). The central theme in these writings is 

that unless an organisation gets signals from top management about the importance 

of being responsive to customer needs, the organisation is unlikely to be market­

oriented (Levitt, 1 969). laworski and Kohli ( 1 993) found that the amount of 

emphasis top managers place on market information affects a firm's generation of 

market information and its responsiveness to market needs. 

Top management support 

This variable examines whether ' top management is willing to allocate resources 

for market research' .  Top management plays a key role in providing an 

environment that is either conducive or inhibitory to market knowledge generation 

(Gupta, Raj and Wilemon, 1 986; Kohli and laworski, 1 990; Deshpande, Farley and 

Webster, 1 993). Kohli and laworski ( 1 990) argue that unless top managers 

understand and appreciate the value of market information and demonstrate a 

willingness to carry out an information search, the organization is unlikely to pursue 

vigorously those activities that generate market information. 
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Top management control 

This variable examines whether ' top management decides what market research is 

to be done '. The key variables that affect the extent of top management control are 

formalisation and centralisation, and their effects on information use within 

organisations are widely recognised (Deshpande, 1 982; Menon and Varadarajan, 

1 992). Some research suggests that both formalisation and centralisation are 

inversely related to information use (Rage and Aiken, 1 970; Deshpande and 

Zaltman, 1 982). However, Zaltman, Duncan and Holbek ( 1 973) state that 

formalisation and centralisation may be inversely related to information generation 

and dissemination, but positively related to response implementation. Some others 

state that formalisation brings a degree of thoroughness to decision-making 

processes leading to increased information use (John and Martin, 1 984; Avlonitis, 

1 985;  Menon and Varadarajan, 1 992; Maltz and KohIi, 1 996), but centralisation 

leads to decreased use of marketing information (John and Martin, 1 984). 

Diamantopoulos and Horncastle ( 1 997) argue that delegation of decision-making 

on market research matters is one way of improving research use within an 

organisation. The delegation allows lower level managers to take a greater part in 

research activities, thus ensuring their commitment to the results of such activities 

(Deshpande and Zaltman, 1 982) . Corwin and Louis ( 1 982), on the other hand, 

found that decentralisation leads to a policy vacuum, in turn leading to less 

information search and use. 

Response implementation 

This variable measures whether 'company strategies are firmly based on market 

research' .  Response implementation reflects the proportion of recommendations 

generated by the research that was actually followed by the users. Findings of 

Zaltman, Duncan and Holbek ( 1 973) and KohIi and laworski ( 1 990) show that 

while an organisation can generate intelligence and disseminate it internally, unless 

it responds to that market information, very little is accomplished. 
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Concept testing 

This variable examines whether 'market research is usually used to screen new 

ideas and test concepts' . von HippIe ( 1 986) observes that users' insights into new 

product needs and potential solutions are inhibited by their own real-world 

experiences. Accordingly, users steeped in the present are unlikely to generate novel 

product concepts that conflict with the familiar. A new product development 

operation that is focused on what consumers think they want is almost bound to 

spend its time working on minor improvements that have little economic value. 

Rather, it should be proactive and concentrate on searching for problems and 

solutions that consumers perhaps have not yet perceived, but will regard as 

important, once recognised (Cooper, 1 986). Sanchez and Elola ( 1 99 1 )  also state 

that firms must be pro active by defining exactly the product concepts before a full­

scale information search begins. Otherwise the firm will face a vague product 

definition, one that provides both a moving target and slow development. 

According to Day ( 1 99 1 ), difficulty in maintaining competitive advantage is often 

exacerbated by exponential growth in the volume of market data and the imperative 

"need for shared organisational assumptions about the market to assure the 

coherency and timeliness of strategies that anticipate rather than react to the 

market" . Davis ( 1 993) also states that market research plays an important role in 

the development of the elements of new products by testing concepts of advertising, 

price, product and packaging. 

Research for specific decision 

This variable examines whether managers 'carry out market research when there 

is a specific decision to be made '. Sometimes research is carried out to solve a 

specific problem where the solution depends on research providing information to 

fill the information gaps. Chan ( 1 979) states that choice is appropriately informed 

when the best available information about possible future consequences of present 

actions is sought . 
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Util isation for specific decision 

This variable measures the "use" of research by asking whether managers' 'main 

use of market research is to make a specific decision '. Sometimes research findings 

and conclusions are directly applied to solve a specific problem or intended to affirm 

a predetermined direction or course of action. F eldman and March ( 1 98 1 )  state that 

information that is viewed as specific to a decision will tend to be information­

intensive. 

Research for best decision 

This variable examines whether managers ' believe that [ they] have a better chance 

of making the right decision, if [they] base it on market research rather than 

intuition '. One of the most important characteristics determining the degree to 

which information is used is its credibility (John and Martin, 1 984). The credibility 

of marketing information and the outcome of a best decision refers to the relevance, 

accuracy, reliability and timeliness of marketing information (John and Martin, 

1 984; Menon and Varadarajan, 1 992; Moorman, Deshpande and Zaltman, 1 993). 

Schoemaker and Russo ( 1 993) state that combining intuitive and analytical 

techniques by way of importance- weighting techniques is a best way of applying 

intuitive criteria consistently and effectively. According to them, importance­

weighting techniques make intuitive judgments visible and open to examination and 

allow decision-makers to articulate those weights, test them and use them for future 

decisions. 

Decision confidence 

This variable examines whether managers' 'confidence in making marketing 

decisions is increased as a result of [their] market research '. Decision confidence 

relates to the decision-maker' s emotional state, reflecting the "change in confidence 

after receiving market research results" (Lee, Acito and Day, 1 987, p. 1 9 1 ) .  Nisbett 

and Ross ( 1 980) and Lee, Acito and Day ( 1 987) reasoned that a concrete proposal 

of alternative decisions by the research facilitates confidence in the judgmental 
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abilities of the decision-makers and its use. Lord, Lepper and Ross ( 1 979) and Lee, 

Acito and Day ( 1 987) found that the use of research information and the confidence 

about the decisions made are more likely to be high if they are consistent with a 

decision-maker's  established beliefs than if they are inconsistent with those beliefs. 

However, Einhom and Hogarth ( 1 978) note that prior beliefs reflect and could lead 

to decision-makers' overconfidence in their own judgements. 

Research effects 

This variable measures the effect and the use of market research by asking managers 

whether 'many of [their] decisions would have been very different without market 

research' .  Weiss and Bucuvalas ( 1 977) state that the effect of research contains 

two distinct features - an intrinsic contribution to the work of the decision-maker 

and consideration of research information in decision-making. Martinez ( 1 998) 

argues that effective information emerges when the recipient of the information 

understands, translates and applies it to specific duties. 

Actionabil ity 

This variable examines whether ' the market research results are translated into 

Significant practical actions' . Weiss and Bucuvalas ( 1 977, 1 980) and Rich ( 1 979) 

state that the use of information is greatly affected by the perceived acceptability of 

the recommendations and the extent to which the recommendations are perceived 

to be implementable. Deshpande and Zaltman ( 1 987) also argue that managers 

prefer to use research information which is perceived to be acceptable and offers 

actionable recommendations. In addition, Deshpande and Zaltman found that when 

the research results are largely consistent with prior expectations, the use of 

information in terms of implementation is expected to be high. 

Retention for future use 

This variable examines whether managers 'make sure that market research results 

are kept so that they are available to the organisation in the future '. Huber ( 1 990) 
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describes organisational memory as the means by which information is stored for 

future use. Accordingly, organisations retain or preserve information of how and 

what they learn about markets (Stewart, 1 99 1 )  and this memory guides individual 

and organisational actions (Argyris and Schon, 1 978). However, Nystrom and 

Starbuck ( 1 984) caution that those who do use preserved information must be 

aware that it serves as a "lens" through which market information is interpreted, 

potentially biasing the interpretation and decision-making process. 

Research non-use 

This variable measures whether ' a lot of [their ] market research is not really used' . 

Caplan ( 1 977) states that increased collection of relevant data or further 

development of information storage and retrieval systems are unlikely to advance 

use of research information unless accompanied by success in influencing the 

decision-maker' s  understanding of the problem, increasing the awareness of what 

he or she needs from research and increasing his or her willingness to use research. 

F eldman and March ( 1 98 1 )  state that individuals in organisations often gather more 

information than expected by the organisations and will attend less to this 

information. They further state that the reasons for non-use of information are 

mainly due to factors involving values, ideology and decision-making styles of the 

decision-makers. 

Decision non-relevance 

This variable examines whether 'much of [their] market research is not relevant to 

decisions' . F eldman and March ( 1 98 1 )  claim that much of the information gathered 

and communicated by individuals and organisations has little decision relevance. 

They say the relevance of the information provided to the decision being made is 

generally less conspicuous than the insistence on information gathering. Deshpande 

and Zaltman ( 1 982) state that the relevance of research to decisions relates more 

to the impact or consequence of research acceptance. 
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Uncertainty reduction 

This variable examines whether 'uncertainty associated with marketing activity is 

greatly reduced by market research '. The theory of information economics posits 

that firms respond to uncertainty by seeking to reduce it through obtaining 

information (Stigler, 1 96 1 ) .  Dickson ( 1 992) states that those companies that 

monitor and gather more information will have greater ability to detect significant 

changes and therefore face less uncertainty. However, Morgan ( 1 986) suggests that 

the quality of decision-making and the implementation of the decisions will only 

determine the uncertainty reduction. Glazer and Weiss ( 1 993) state that since 

information becomes outdated quickly in volatile markets, managers in these 

markets update their information more frequently to stay current with changing 

market conditions and to increase the likelihood that their decisions will lead to 

desired results. In relation to a turbulent environment, Glazer and Weiss find that 

formal information analysis and planning processes hinder business performance. In 

such an environment, they recommend avoiding high levels of formality in the 

procedure because it could lead to overanalysing the information and diminishing 

the return on market analysis. 

Gaining market understanding 

This variable measures whether managers 'often use market research to gain 

understanding rather than to make decisions' . Knorr ( 1 977) states that market 

research is used to explore in sights concerning unexplored possibilities and to 

generate new avenues and directions that may be exploited by the firm. Knorr 

suggests either a prior calculation of needed information or a kind of thermostatic 

linkage between observations and actions. Deshpande and Zaltman ( 1 982) found 

that research projects used to gain understanding are likely to score high on surprise 

and genuinely generate "new" knowledge to the firm that goes beyond merely 

confirming prior beliefs. 
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Formality 

This variable examines whether managers 'often conduct market research as a 

matter of formality' . The variable "formality" refers to the gathering of information 

periodically as a matter of routine. Feldman and March (1981) state that some 

organisations seem to provide incentives for gathering more information than is 

optimal from a strict decision perspective. Goodman (1993) states that market 

research is often commissioned as a matter of formality after the decisions have 

been made. 

Build knowledge base 

This variable measures whether managers 'often do market research simply to 

update the company knowledge base '. Knorr (1977) states that the building up of 

information is related to gathering and storing information to fill in the data blanks. 

The information gained may be used by feeding it into a decision process or by 

simply distributing the documentation obtained to those who are interested. Much 

of the research providing for general enlightenment can be considered as developing 

the managerial knowledge base. Feldman and March ( 1 98 1 )  state that managers 

always gather information that is not needed, or more than is needed, to avoid the 

criticism of not accessing enough information. 

Future useful ness 

This variable examines whether ' market research conducted for a specific decision 

is seldom of further use' .  This variable specifically measures the future usefulness 

of " decision research" use. The usefulness of a research commissioned for a specific 

purpose depends on its relevance and application for future decisions (Weitzel, 

1987) and how management perceive the project's effect in the future 

(Diamantopoulos and Homcastle, 1997). 
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Research importance 

This variable measures whether ' [any] marketing decision would be made without 

formal market research' .  Deshpande and Zaltman ( 1 982) and Hart, Webb and 

Jones ( 1 994) find that reliance on formal market research is a common, if not the 

most common, approach to conducting research. These writers point out those 

firms with in-house research capacity also make frequent use of external researchers 

for tasks ranging from data collection through to data analysis and presentation. 

However, Hart, Webb and Jones state that the importance of formal market 

research is dependant on the extent to which other information sources ,have been 

used as input for the final decision. 

3.1 . 1 .2. Classification of Research Type by Cluster Solution 

The validity of the original classification is examined by considering a different 

classification procedure obtained by using a cluster analysis (clustering of variables) 

based on the above 37 variables to identify similar groups of variables with respect 

to managers' attitudes towards research types, and then examining the relationship 

between the two different schema of classification. 

Various clustering algorithms were used with the data set and all reported similar 

solutions. Only those from Ward's  method are reported here. Appendix 3 .2  contains 

the results of the cluster analysis, including the variables being combined at each 

stage of the process and the clustering coefficient. Table 3 . 3  shows the percentage 

change in the clustering coefficient ( agglomeration) for five to two clusters, to help 

identify large relative increases in the cluster homogeneity. A large coefficient 

indicates the joining of the two distinct clusters. The clustering coefficient shows 

the largest increase from two clusters to one cluster, the two cluster solution was 

selected. 
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Table 3.3 - Analysis of Agglomeration Coefficient for Clusters of Varia bles 

Number of Clusters Al!.l!.lomeration Coefficient Percental!.e Chanl!.e to Next Level 

5 812.7 

8.8 

4 884.3 

8.4 

3 958.4 

14.3 

2 1095.5  

36.2 

1 149 1 .8 

Figure 3 . 1  shows the dendrogram for this solution. It provides a visual overview of 

the clustering process and shows which observations are found in each cluster and 

the distance between the clusters and the stage at which these clusters were 

combined. It provide information about the appropriate number of clusters to keep. 

Figure 3 . 1  Clusters of Variables using Ward' s Method 
Rescaled Distance Cluster Combine 

C A S  E 1 0  1 5  2 0  2 5  

Label Num +---------+---------+---------+---------+---------+ 

M10 32 

M15 37 

01 6 1 6  

MD 3 5  

0 1 9  1 9  

015 1 5  

0 1 B  1 B  

020 20 

MB 3 0  

M7 2 9  

02 1 2 1  

M9 3 1  

012 1 2  

0 1 7  1 7  

M 1 1  3 3  

0 1 4  1 4  

0 1 1  1 1  

D B  

0 7  

M12 34 

09 

06 6 

M14 3 6  

02 

M3 25 

05 5 

MS 27 

M6 2 B  

0 3  3 

M4 2 6  

0 1 0  1 0  

M1 2 3  

IQ 24 

DD 13 

01 

04 

022 22 
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Both the agglomeration schedule (Table 3 .3) and the dendrogram (Figure 3 . 1 )  

suggest the two-cluster solution as the best solution based on the dissimilarity. 

Cluster one includes variables related to "background research" and cluster two 

includes variables that indicate "decision research" use. The interpretation and 

labelling of the underlying dimensions of each cluster was straightforward and 

intuitively appealing. The two clusters are summarised in Table 3 .4. 

Table 3.4 - Clusters of Variables Measuring Type of Market Resea rch Use 

Variable No 
M 10 
M 15 
D 16 
M 13 
D 19 
D 15 
D 18 

D 20 
M 8 
M 7 

D 2 1  
M 9 
D 12 
D 1 7  
M U  
D 1 4  

Variable No 
D U  

D 8 
D 7 
M 12 
D 9 
D 6 

M 14 
D 2 

M 3  

D 5 

M 5 
M 6 
D 3 
M 4 
D 10 
M 1 
M 2 
D 13 
D 1 
D 4 

D 22 

Cluster 1 - Background Research 
Summarv of questionnaire statemenu from which variable derived 

Uncertainty Reduction - Uncertainty associated with marketing activity is greatly reduced by market research 
Research Importance - No marketing decision would be made without formal market research. 
Idea Generation - Market research is usually used to generate new ideas. 
Build Knowledge BlUe - We often do market research simply to update the company knowledge base. 
Top Management Support - Top management is willing to allocate resources for market research 
Poor Integration of Information - Customer information is poorly integrated in our marketing planning activities. 
Top M anllgement Emphasis - Top management frequently emphasises that our survival depends on adapting to market 
trends. 
Top M anllgemmt Control - Top management decides what market research is to be done. 
Research Non-Jl.lie - A lot of our market research is not really use. 
Retentionfor Future Use - We make sure that market research results are kept so that they are available to the organisation 
in the future. 
Response Implementation - Our company strategies are fIrmly based on market research. 
Decisioll NOII-reinaJIce - Much of our market research is not relevant to decisions. 
Customer Knowled/le Process - We regularlv examine the factors that influence the b� decisions of our customers. 
Competitor Knowledge Process - We systematieally process and analyse information about competitors. 
Gaining Market Understanding - We often use market research to gain understanding rather than to make decisions. 
Customer Satisfaction Measurement - We systematically measure customer satisfaction. 

Cluster 2 - DecUion Research 
Summary of questionnaire statemenb: from which variable derived 

Prior 'Other Grounds' Decision Justification - Market research is frequently used to support decisions made on other 
grounds. 
Cost Justification - Market research is sometimes only taken into account to justifY the cost of having acquired it. 
Slant Research Results - Managers often slant market research results when passing them on. 
Formality - We often conduct market research as a matter offormality. 
Bllckup Hunches - Market research is mainly used to backup hunches. 
Prior Intuitive Decision Justification - Market research results are often interpreted in such a way as to justifY decisions 
realIv made on the basis of instinct. 
Future Usefulness - Market research conducted for a specifIc decision is seldom offurther use. 
Relationship M aintenanu - Business to business research is often done as much to maintain relationships as to gather 
marketing information. 
Resellrch for Best Decision - We believe that we have a better chance of making the right decision, if we base it on market 
research rather than intuition. 
Intuition and InstinctiveInput - Instinct and intuition are often combined with market research when making decisions. 

Research Effem - Without market research many of our decisions would have been very different 
Actionability - The results of our market research are translated into significant practical action. 
Expectation Confirmation - Managers seem to use market research to conftrm their expectations. 
Decision Confidence - Our confIdence in making marketing decisions is increased as a result of our market research. 
Use of Guesses - If market research information is difficult to obtain, guesses are often made instead. 
Research for Specific Decision - We carry out market research when there is a specifIc decision to be made. 
Utilisation for Specific Decision - Our main use of market research is to make a specifIc decision. 
Sources of Customer Information - We rarelv use formal research procedures to gather customer information. 
Post-Decision Research - We sometimes do market research even when the decision has already been made. 
Non-consideration - Often market research results are not considered when making decisions for which they were initially 
requested. 
Concept Testing - Market research is usually used to screen new ideas and test concepts. 

This solution supports the original classification of research type based on the 

classification system developed through the literature (Deshpande and Zaltman, 
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1 982; Menon and Varadarajan, 1 992; Moorman, 1 995). Moreover, inclusion of 

variables measuring symbolic use into the "decision research" dimension supports 

Menon and Varadarajan's ( 1 992) claim that symbolic use is one form of "decision 

research" use. 

3.2. CLASSIFICATION OF COMPANIES 

This section describes the classification of companies according to the proportion 

of research projects undertaken by the organisations that fall into the classes 

identified in Section 3 .  1 .  It then examines the validity of this classification by 

identifying similar "groups" or "segments" of companies with respect to their 

managers' research attitudes. 

3.2.1 . Classification of Companies by Research Type 

The objective of this section is to classify the companies according to their type of 

market research use. Based on the information obtained from participating 

companies, the 30 1 8  research projects were reviewed and classified according to 

type of research use. The research projects were classified into those which seek to 

understand what is prevailing in the market and to get a feel for customer 

satisfaction (background research) and those which seek to evaluate alternative 

courses of action (decision research). All companies do some research of each type; 

however, "background research" predominates over "decision research" as a 

research activity. Having identified the number ofbackground and decision research 

projects carried out by each organisation, the companies were classified by the 

researcher into three groups according to the proportion of decision research they 

had carried out. The reason behind the grouping of companies into three groups 

was to make the study comparable. This was supported by the literature, where 

research studies generally divide the companies into three groups for analysis 
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(Hooley and West, 1 984; Hart and Diamantopoulos, 1 993). The top 1 2  companies 

were labelled 'high' ,  while the next two groups of 1 1 were labelled 'moderate' ,  and 

' low' respectively. 

3.2.2. Val idation of Company Classification 

The purpose of this section is to examine the validity of the classification procedure 

adopted in the previous section. The original classification was achieved by the 

researcher examining the research briefs and research reports and making a 

judgement based on a system developed through the literature review and 

classification ofthe companies according to proportion of decision research carried 

out by each companies. The validity of this classification was examined by 

considering the underlying attitudes held by the organisations' managers towards 

market research use. 

3.2.2.1 .  Classification of Companies by Cluster Solution 

The validity of the original classification was examined by using a cluster analysis 

based on the 37 variables to identify similar groups of companies with respect to 

attitudes towards market research use held by the respondents employed by the 

companies. Various clustering algorithms were used on the data set and all came 

out with similar solutions. Ward's  method was chosen for this study. Table 3 . 5  

shows the percentage change in the clustering coefficient for seven to two clusters, 

to help identify large relative increases in the cluster homogeneity. A large 

coefficient indicates the joining of the two distinct clusters. Appendix 3 . 3  contains 

the results of the cluster analysis. 
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Table 3.5 - Analysis of Agglomeration Coefficient for 

Clusters of Companies 

Number of Clusters Agglomeration Coefficient Percentage Change to Next Level 

7 596. 1 

8.2 

6 645.0 

7.6 

5 693.9 

8.6 

4 753.6 

8.9 

3 820.6 

1 5 .6 

2 948.6 

1 6. 1  

1 1 10 1 .6 

Figure 3 .2 shows the dendrogram for this solution. It provides a visual overview of 

the clustering process and shows which observations .are found in each cluster and 

the distance between the clusters and the stage at which these clusters were 

combined. Although the agglomeration schedule (Table 3 . 5) shows the largest 

increase in going from two clusters to one cluster, the three-cluster solution was 

selected based on the decision to select three groups of companies and on the 

observations from the dendrogram, which shows the distance at which the three 

clusters are combined. 

Examining the three-cluster solution, cluster one includes most of the companies 

that use a "high proportion of decision research" and cluster two includes 

companies that are related to a "low proportion of decision research" users. The 

third cluster includes companies that use a "moderate proportion of decision 

research". Thus, this solution supports the classification of companies by the 

researcher based on the proportion of decision research carried out by the 

organisations. 
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Figure 3.2 - Clusters of Companies Using Ward's Method 

Rescaled Distance Cluster Combine 

C A S  E 10  1 5  2 0  25 
Label Num + ---------+ ---------+ ---------+---------+---------+ 

32 
1 1  
26 

1 0  
23 
25 
2 0  
2 4  

9 
1 6  

2 7  
3 1  

1 
1 3  
2 2  
3 4  
3 3  
1 4  

2 9  
8 

3 0  
1 2  
1 5  
28 
19 
18 

21 

1 7  

Comparison of Results 

Table 3 . 6  shows that the results from researcher and cluster classification 

procedures are similar. This analysis gave a practically identical classification to the 

research classification based on the proportion of decision research commissioned 

by the organisations. These three groups of companies will be retained and named 

as, 'high' ,  'moderate' and ' low' decision research companies. 
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Table 3.6 - Comparison of Results From 

Project-based and Cluster Classification Procedures 

H 

Cluster Classification M 

L 

Project-based Classification 

The figure on the main diagonal shows nine of the companies classified as "high 

decision research" based on proportion of decision research, falls into one of the 

three-cluster solutions. Similarly, nine of the "moderate decision research" 

companies and eight of the "low decision research" companies fall under other two 

clusters. 26 of the 34 companies classified according to the original classification 

system and 8 companies were mis-classified. This supports the original classification 

of companies by the proportion of decision research undertaken. The validity of this 

classification was further examined by employing a Q-type factor analysis. 

3.2.2.2. Classification of Companies by a Q-Type Factor Solution 

The following section further examines the validity of the original classification of 

the companies based on proportion of decision research by using Q-type factor 

analysis. Appendix 3 .4  contains the results of the Q-type factor analysis. Based on 

the Kaiser criterion, eight significant factors emerged. Table 3 . 7  shows information 

regarding 34 factors and their relative explanatory power as expressed by their 

eigenvalues. 
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Table 3.7 - Total Variance Explained 

5 1 .628 4.79 74.95 

6 1 .320 3.88 78.83 

7 1 . 248 3.67 82.50 

8 1 .059 3 . 1 2  85.62 

9 .850 2.50 88. 1 2  

10  .764 2.25 90.37 

1 1  . 6 1 5  1 . 8 1  92. 1 8  

1 2  .563 1 .66 93.84 

1 3  .454 1 .33 95. 1 7  

1 4  .346 1 .02 96. 1 9  

1 5  .306 .90 97.09 

1 6  .234 .69 97.78 

1 7  .205 .60 98.38 

1 8  . 1 67 .49 98.87 

19 . 1 33 .39 99.26 

20 . 1 14 34 99.60 

2 1  8.264E-02 .24 99.84 

22 3.241E-02 9.533E-02 99.92 

23 2.657E-02 7.8 14E-02 100.00 

24 1 .697E-1 5  4.992E-1 5  100.00 

25 3.343E-16 9.833E- 1 6  100.00 

26 2.639E-1 6  7.763E-1 6  100.00 

27 1 . 1 55E- 1 6  3 .397E-1 6  100.00 

28 1 . l07E- 1 6  3.256E-16 1 00.00 

29 1 .074E-1 6  3. 1 59E- 1 6  1 00.00 

30 6.670E- 1 7  1 .962E-1 6  100.00 

3 1  2.47I E- 1 7  7.268E-17 100.00 

32 1 .400E-1 7  4. 1 l 8E-1 7  1 00.00 

33 - 1 .307E-1 6  -3.844E- 1 6  100.00 

34 -4.710E- 1 5  -1 .385E-14 100.00 

If the three-factor solution is chosen as in previous procedures, it will produce an 

optimum number of companies in each group that confirms the original 

classification procedure. This solution was also supported by a combination of 

criteria including an examination of the slope of the plot of the characteristic roots 

in a scree test (Cattell, 1 965), the percentage of variance accounted for (Zaltman 

and Burger, 1 975) and ease of interpretation. The three-factor solution emerged as 

being appropriate for further analysis. Table 3 . 8  contains the information for the 

three-factor solution. 
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Company 

C23 

C l l 

C I O  

C3 

C5 

C8 

C26 

C20 

C32 

C2 1 

C25 

C24 

C7 

C I 9  

C30 

C I 7  

C 3 1  

C2 

C6 

C28 

C4 

C I 2  

C29 

C I 5  

C27 

C22 

C l  

C I 6  

C9 

C34 

C I 8  

C I 4  

C l 3  

C33 

Table 3.8 - Rotated Factor Matrix 

Factor 1 

.375 

.3 1 2  

.541  

.441 

.384 

.356 

.403 

.325 

Factor 2 

.369 

.479 

.390 

.491 

-.370 

.303 

.3 17 

Factor 3 

.388 

.5 1 5  

Examining the above three-factor rotated factor matrix shows this variable set with 

Varimax rotation accounted for 64 percent of the variation in the data. According 

to Zaltman and Burger ( 1 975), if the variance explained by the factor solution is 

greater than 60 percent, then the factor solution is accepted. The first factor 

includes 1 2  companies that commission a 'high' proportion of decision research, the 

next set of 1 2  companies that fall into factor two includes companies that undertake 

"moderated decision research" and the third factor consists of 1 0  "low decision 

research" companies (Table 3 . 8) .  

1 05 



Comparison of Results 

This solution, too, supports the classification based on the proportion of decision 

research use by the researcher and resulted in a practically identical classification of 

companies. Table 3 . 9  shows how the results from the researcher and Q-Type 

classification procedures are similar. 

Table 3 . 9  - Comparison of results from 

Project-based and Q-Type classification procedures 

Project-based Classification 

Q-Type Classification 2 

3 

H M L 

The results on the main diagonal show ten of the companies classified as "high 

decision research" based on proportion of decision research fall under first factor. 

Similarly, eight of the "moderate decision research" companies and eight of the 

"low decision research" companies fall under other two factors. This procedure also 

supports the original classification of companies by the proportion of decision 

research undertaken. Both clustering procedures similarly classified 26 companies 

and mis-classified eight companies and gave a practically identical classification to 

the one based on the proportion of decision research commissioned by the 

organisations (Appendix 3 .4). Thus, the classification based on the proportion of 

decision research by researchers would be retained and used in the analysis. 

3.3. SUM MARY 

This part had three basic objectives. First, the market research projects were 

classified subjectively into types according to the classification system developed 
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through the literature. Second, the companies were classified into groups according 

to the proportion of different types of research carried out by them. Third, the 

validity of these classifications was then examined by clustering procedures. 

The market research projects were classified as "decision research" or "background 

research" by the researcher examining the 30 1 8  research briefs and research reports 

and making a judgement based on a system developed through the literature review. 

The companies were then classified by the researcher into three groups according 

to similarities in terms of the proportion of decision research they had carried out. 

The top 1 2  companies were labelled 'high',  while the next two groups of 1 1  were 

labelled 'moderate', and ' low' respectively. 

The validity of this classification was examined by considering the underlying 

attitudes towards market research use held by the managers. A total on 7 variables 

were used to understand the research use dimensions by employing a cluster 

analysis on the variables. This analysis gave a practically identical classification of 

research type based on the classification system developed through the literature. 

The same 37 variables were used to classifY the companies by a cluster analysis and 

a Q-type factor analysis. Both clustering procedures gave a practically identical 

classification to the one based on proportion of decision research commissioned by 

the organisations. 

The validity of both classifications - classification of market research projects into 

types and of companies into types - supports the classification scheme proposed by 

the researcher based on the literature review. The responses to the 37  statements 

about market research are systematically related to the type of market research 

activity that the organisation conducts. Thus, the classification of the projects by the 

researcher is retained and used in the assessment of project and business 

performance. 
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PART IV 

PROJECT AND BUSINESS PERFORMANCE 

Part III developed a classification system for market research projects, and a 

classification system for companies that commission or carry out market research. 

Part IV examines the relationship between type of research, according to the 

classifications described in Part Ill, and the respondents' ratings of the market 

research projects' usefulness and of the performance of their businesses. Project 

usefulness and business performance data were obtained from the survey of 

managers' perceptions described in Part 11. 

Part IV contains two sections. Section 4 . 1 evaluates 775 market research projects 

based on the measures developed in the previous section. Section 4 .2 investigates 

the relationship between the proportion of "decision research" conducted by the 

companies and the measures of business performance. 

4. 1 .  PROJECT PERFORMANCE 

This section explores the relationship between the purpose for which research has 

been commissioned, which is the basis of the classification of the market research 

projects discussed in Part Ill, and the usefulness of the information provided by the 

research. Managers' perceptions ofproject usefulness form a major component of 

this section and are discussed from a number of perspectives. The section evaluate 

projects with respect to the ratings of different types of research. This section also 

examines the influence of managers 
, 
involvement in particular projects to see iftheir 

level of involvement affects their assessment of market research usefulness. 



4.1 . 1 .  Introduction 

Hart and Diamantopoulos ( 1 993) studied a range of industries and found that when 

company size was taken into account the level of market research use had no 

apparent effect on the performance of the organisations. Some researchers argue 

that how information is collected or where it is obtained does not really matter, 

instead, the crucial question is what type of information is collected, how good is 

the information gathered and how effectively it is used (Holbert, 1 974; Gandz and 

Whipple, 1 977; Barabba and Zaltman, 1 99 1 ) .  Hart and Diamantopoulos discussed 

possible explanations for their findings, but did not consider whether different types 

of market research have different effects, and it is this question that is investigated 

here. 

The overall objective of the present section is to investigate the usefulness of 

different types of market research. This section specifically tests the hypothesis that 

the type of research makes no difference to the usefulness of market research 

projects. In order to test this hypothesis the following sub-objectives were 

established as part of the research: 

1 .  The market research projects were classified as "decision research" or 

"background research" by the researcher based on the classification system 

developed in Part Ill. 

2 . In total, 775 projects were selected from 34 participating organisations. 

This was an overall sampling ratio of25% of the total number of projects. 

Out of the 775 projects selected for evaluation, 342 (44%) were decision 

research and 433 (56%) were background research. These details are 

summarized in Table 4 . 1 .  The number of projects selected from each 

organisation was limited to a maximum of 45 decision research projects and 

an equal number of background research projects. If there was more than 

45 projects, then 45 were randomly selected from each organisation. In the 

absence of any decision research project, a random sample of a maximum 

of 14  projects was selected. 
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Table 4. 1 - Details of Projects Collected and Analysed 

Classification of Projects 

Background Decision Total Projects 

Research Research 

Number of Projects Collected 2591 427 30 1 8  

Number of Projects Assessed 433 342 775 

Percentage of Projects collected 86 1 4  1 00 

Percentage of Projects Assessed 1 7  80 

Percentage each type of Projects Analysed 56 44 1 00 

4. 1 .2. Measurement of Market Research Usefulness 

The literature on the assessment of market research projects identifies four 

dimensions and these are discussed below. These were operationalised in the 

present study as 'overall usefulness of the project' ,  'gave good market 

understanding' , 'clear indication for action' and 'value for money' . Each project 

was rated by respondents on a five-point scale (strongly disagree ( 1 )  to strongly 

agree (5» on the dimensions given in Exhibit 4 . 1 .  

Exhibit 4. 1 

1 .  Overall the project was very useful (Overall usefulness) 

2. The project gave us a good understanding of our market (Market understanding) 

3.  After the research it  was quite clear what action should be taken (Actionable) 

4. The project was well worth the money spent (Value) 

4.1 .3. Use of Control Variable - Involvement 

The effect of manager involvement in the particular project was examined to 

investigate the possible bias that this might introduce into the manager's 

assessments. The statement on the extent of "involvement" in the projects was used 

as a fifth dimension to control for possible respondent bias (Curren, Folkes and 

Steckel, 1 992) . 
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Involvement bias 

To investigate the potential for bias in the responses due to personal involvement 

in the commissioning of the research, respondents were asked to rate '[personally 

was involved in the project' on the same five-point scale used to elicit the responses 

to the measures of project usefulness. 

Table 4 .2  tabulates the ratings of the projects by the respondents' level of 

involvement, and the ANOV A results shows a slight but non-significant bias 

towards decision research projects. The mean scores, given in Table 4 .2, on the 

involvement scale show little difference, with the mean involvement for "decision 

research" being 2 .6, and for "background research" being 2 .4 .  Thus, if the ratings 

are biased, they are probably biased in the same direction in each category, and the 

bias can safely be ignored when comparing the results between the different types 

of research. 

Table 4.2 - Level of Involvement by Research Type 

Type of Research Respondents' Ratings on 'I personally was involved in the project' Mean 
Score 

Strongly Agree Neutral Disagree Strongly 
Agree Disagree 

Decision Research 1 5% 23% 1 0% 12% 40% 2.6 

Background Research 1 3% 20% 12% 8% 47% 2.4 

To further investigate the potential for bias in the responses due to personal 

involvement in the commissioning of the research, Table 4.3 investigates the ratings 

of the projects by the respondents' level of involvement with the projects that they 

were asked to rate. The top two and bottom two ratings have been amalgamated. 

All the differences between the top two and bottom two ratings were significant at 

the . O l  level. 
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Table 4.3 - Mean Scores of Ratings by 

Level of I nvolvement in Market Research Projects 

Measurement Variables Level of Involvement 

Strongly Agree! Agree Neutral Disagree/Strongly Disagree 
(I ) (2) (3) 

n=300 n=69 n=406 

Overall usefulness 4.2 3.6 3.6 

Market understanding 3.9 3.8 3.6 

Actionable 4. 1 3.3 3.5 

Value 4.0 3.4 3.4 

These results show that respondents rate more favourably the projects in which they 

were personally involved (Appendix 4. 1 ) . 

4.1 .4. Project Ratings 

4.1 .4.1 . Distribution of Responses 

Table 4.4 shows the distribution of the responses to the rating questions. Chi-square 

statistics are also reported to test if the cell counts differed from those expected if 

there· was no relationship between the rating and the type of research (Appendix 

4.2). While the chi-square test has limited value for this sort of data, the results of 

the chi-square test show that the responses depend on the classification. 

Examining the managers' responses on project usefulness shows that none of the 

projects, whether "decision research" or "background research", was rated ' strongly 

disagree' .  This result corresponds with the studies that show that managers express 

a generally positive, favourable attitude toward market research and consider it to 

be a valuable tool (Holbert, 1 974; Krum, 1978; Bellenger, 1 979; Deshpande and 

Jeffries, 1 98 1 ;  and Deshpande and Zaltman, 1982). 
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Table 4.4 - Distribution of Responses by Research Type 

Measurement Type of Research Respondents' Ratings of Projects (in percentage) 
Variables Strongly Agree Neutral Disagree Strongly 

Agree Disagree 

Overall usefulness Decision Research 3 1  62 6 1 -

Background Research 9 40 44 7 -

Overall 1 8  50 28 4 -

Market understanding Decision Research 6 45 34 1 4  1 
Background Research 25 5 1  19  5 -

Overall 1 7  48 25 9 1 

Actionable Decision Research 37 54 9 - -

Background Research 8 26 45 20 1 
Overall 2 1  3 8  29 1 1  1 

Value Decision Research 24 65 1 1  - -

Background Research 9 27 45 1 7  2 
Overall 1 5  44 30 10  1 

For the purpose of X' the top two and bottom two ratmgs were amalgamated. All the differences are sIgnificant at 0.01 level or better. 

A visual inspection supports the hypothesis that there is a relationship between the 

type ofproject and the rating of that project. This relationship is analysed more fully 

in the next section. 

4.1 .4.2. Ratings 

Table 4.5 shows the mean scores for the different types of market research and the 

ratings on "usefulness", "market understanding", "actionable" and "value". This 

table shows that "decision research" projects scored more highly than "background 

research" projects on 'Overall the project was very useful' , on 'After the research 

it was quite clear what action should be taken' and on ' The project was well worth 

the money spent' .  On the other hand, "background research" scored higher on 

'Gave us good market understanding' .  

ANOVA results are reported in Table 4 .5  to see whether any significant differences 

exist between the type of research in relation to means of each of the measurement 

variables. The results indicate that all of the differences in the means were 

statistically significant at the .0 1  level (Appendix 4 .2) .  
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Table 4.5 - Mean Project Ratings by Type of Research 

Measurement Variables Overall Classification of Projects Difference· Eta 
n=775 squared 

Decision BackgrO\U1d 
Research Research 

n=342 n=433 

Overall usefulness 3.8 4.2 3 .5  0 .7 .22 

Market understanding 3.7 3.4 4.0 -0.6 . 1 0  

Actionable 3 .7 4.3  3.2 l . l  . 32 

Value 3 .6 4. 1 3.2 0.9 .25 
" . . " " • All the differences between the mean scores of deCISion research" and background research are significant at 0.0 1 level. 

Overall Usefulness 

The results presented in Table 4 .6 show that "decision research" projects scored 

more highly than "background research" projects on 'Overall the project was very 

useful' . This supports Shrivastava' s  ( 1 987) argument that "usefulness of research 

is its ability to provide decision-makers a rationale for making decisions, thereby 

prompting actions in organisations" . Table 4.6 indicates that 93% of the "decision 

research" projects and 49% of the "background research" projects were rated as 

useful (agree/strongly agree). This result may be due to the fact that "decision 

research" includes all or most of the factors proposed by Shrivastava as important 

criteria for determining the usefulness of research. On the other hand, this result 

may also just reflect the difficulty in making an assessment of the usefulness for 

"background research". Menon and Varadarajan ( 1 992) noted that the effect of 

"background research" is subtle and indirect, especially in the long-term, and 

therefore, managers may not be able to identify specific effects or observe the 

influence. 

Table 4.6 - Overall Usefulness by Research Type 

Type of Research Respondents' Ratings on 'Overall the project was very useful '  Mean 
Score 

Strongly Agree/Agree Neutral Disagree/Strongly Disagree 

Decision Research 93% 6% 1 %  4.2 

Background Research 49% 44% 7% 3.5 
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Market Understanding 

Table 4.7 indicated that "background research" scored higher on ' The project gave 

us a good understanding of our market' . This is as expected; that is why it i s  

carried out. Such an understanding provides general enlightenment and can be  used 

to develop the managerial knowledge base. Table 4.7 shows that 76% of the 

"background research" projects were rated as gave good understanding of the 

market (agree/strongly agree) but only 5 1 %  of the "decision research" projects 

were rated in this way. The results indicate that "background research" IS 

considered as more useful in terms of providing market understanding. 

Table 4.7 - Market Understanding by Research Type 

Type of Research Mean 
Respondents' Ratings on 'The project gave us a good understanding of our market' 

Score 

Strongly Agree/Agree Neutral Disagree/Strongly Disagree 

Decision Research 5 1 %  34% 1 5% 3.4 

Background Research 76% 19% 5% 4.0 

Actionable 

This scale measured the ability of the research to turn the information provided into 

direct action. Table 4. 8 shows that "decision research" projects in general scored 

more highly than "background research" projects on 'After the research it was quite 

clear what action should be taken' .  The responses indicated that 9 1  % of the 

"decision research" projects were rated as providing clear direction for action 

(agree/strongly agree), compared to 34% of the "background research" projects. 

In terms of level of direction provided by the research as a usefulness measure, 

"decision research" is considered as a more useful type of research. 

Table 4.8 - Actionable by Research Type 

Type of Research Respondents' Ratings on Mean 

'After the research it was quite clear what action should be taken' Score 

Strongly Agree/Agree Neutral Disagree/Strongly Disagree 

Decision Research 9 1 %  9% - 4.3 

Background Research 34% 45% 2 1 %  3.2 
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Value 

The value of a study measured research usefulness in terms of both monetary and 

non-monetary aspects, such as cost of the study and the time and energy expended 

in commissioning or conducting the study or in collecting the information. Table 4 .9 

shows that "decision research" projects scored more highly than "background 

research" projects on ' The project was well worth the money spent' .  This result may 

be because "decision research" includes all of the aspects proposed by John and 

Martin ( 1 984) as important criteria for determining the value of research. The 

results support the findings ofHolbert ( 1 974) and Bellenger ( 1 979) in that market 

research results have less value if they are not actionable or sufficiently convincing 

to be used in critical decisions. 

Table 4.9 - Val ue by Research Type 

Type of Research Respondents' Ratings on 'The project was well worth the money spent' Mean 
Score 

Strongly Agreel Agree Neutral Disagree/Strongly Disagree 

Decision Research 89% 1 1% - 4. 1 

Background Research 59% 30% 1 9% 3.2 

Mackenzie ( 1 983) and Zeithaml ( 1988) cautioned that managers may be more 

inclined to view a study on which they have spent a lot of time and effort as more 

valuable and therefore may be more likely to use that study. The same is likely to 

be true when their prior expectations were confirmed by a research outcome (Lee, 

Acito and Day, 1987) .  However, the analysis on the level of involvement show that 

the ratings were not compromised by the extent of manager "involvement" . 

4. 1 .5. Relationship Between Variables - Multivariate Results 

The univariate results give some measure of difference in the value of research in 

favour of "decision research" . It is known that the four variables used are not 

independent . Each variable indicates in some way a "common sense" dimension of 
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the overall value of research projects. However, it is possible that if the four 

variables were reduced to one underlying dimension, a greater difference in the 

evaluation could be found. With that in mind, a MANOV A was performed to show 

the combined effect of the four variables (excluding involvement) . The results are 

given in Table 4. 10  and they indicate a much-enhanced difference in the value of the 

two types of research. The difference is significant at . 0 1  level and the Eta squared 

value shows that 98 percent of the variation in the single measure of usefulness is 

explained by research type (Appendix 4 .3) .  

Table 4.1 0  - Usefulness by Type of  Research - Multivariate MAN OVA Results 

F 

Model (Combined) 7529** 0.98 
"Significant at 0.01  level or better. 

4.1 .5.1 .  Dimensionality of the Project Ratings 

The above MANOV A results impose a single dimension on the results. It could be 

instructive to explore the data in the dimensions suggested by Table 4. 1 1 , which 

gives the correlation coefficients between the original rating variables. 

Table 4. 1 1  - Correlations Between Rating Variables 

Overall usefulness 

Market understanding 

Actionable 

Value 
··Stgnificant at 0.0 1 level. 
·Significant at 0.05 level. 

Overall usefulness 

1 .00 
0. 17** 
0.79** 
0.80** 

Market understanding Actionable 

1 .00 
0.04 1 .00 
0.08* 0.78** 

Table 4. 1 1  shows high correlations between "overall usefulness" and "actionable", 

and "value", but low correlations of those three with "market understanding" . To 

test the relationship further, a paired sample test was conducted, but the results shed 

no further light on the relationship and are therefore not placed here (Appendix 4.3) .  
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4.1 .5.2. Data Reduction 

The scales were subjected to a reliability test using the SPSS .  The results indicate 

that the four variable market research usefulness scales (Cronbach alpha = 0. 82) 

have a high degree of internal consistency (Appendix 4 .4). As an alternative to the 

scales tested under reliability, the data set was assessed for the overall significance 

of the correlation matrix and to determine the level of sample adequacy. The 

Bartlett test shows that nonzero correlations exist at the significance level of . 000 1 

and the Kaiser -Meyer -Olkin (KMO) measure of sampling adequacy was . 769 for the 

total sample, which is considered to be strong (Appendix 4.4) .  

Factor Loadings 

The data on market research usefulness were subjected to principal components 

analysis. Using the Kaiser criterion, two significant factors emerged from the 

principal components analysis .  Table 4 . 1 2  shows information regarding the four 

components and their relative information content as expressed by their eigenvalue 

(See appendix 4.4). 

Table 4. 1 2  - Total Variance Explained 

Factor Initial Eigenvalues 

Total % of Variance Cumulative % 

1 2 .594 64.85 64.85 

2 l .0 1 2  24. 85 89.70 

3 .2 1 8  5.46 95. 1 5  

4 .19A 4.85 100.00 

The unrotated two-component principal components solution given in Table 4. 1 3  

shows a simple and meaningful grouping of variables. Varimax rotated solution is 

very similar, and is shown in Appendix 4 .4 .  
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Table 4. 1 3  - Un-rotated Factor M atrix 

Overall usefulness 

Value 

Actionable 

As expected, "market understanding" is the odd one out. With that in mind, the four 

variables were reduced to two principal components and called "directional 

measure" and "informational measure" . The three variables "value", "actionable" 

and "overall usefulness" loaded strongly on the first component and the variable 

"market understanding" loaded on the second component. These two new 

components accounted for 90% of the variation of the original variables. The first 

component, as expected from the univariate analysis, contains information relating 

to "decision research" and the second component provides information relating to 

"background research". Table 4. 1 4  gives the results of ANOVA on the two-factor 

solution. This table shows a slight improvement, in terms of the Eta squared values, 

on the univariate anova using four variables. 

Table 4. 1 4  - Mean Factor Scores by Research Type 

Measurement Type of Research (Mean Factor Scores) Difference between Eta 
Variables mean scores of decision squared 

Decision Research Background Research research & background 

n=342 n=433 research 

Directional Measure .65 -.5 1  1 . 16 .33 

Informational Measure -.40 .3 1 -.71 . 1 2  

All the differences are significant at 0.0 1 level. 

4.1 .6. Section Summary 

The objective of this section was to measure the relationship between the type of 

market research activities and managers' ratings of their usefulness. Initially, 30 1 8  

market research projects were collected and evaluated to classify them into one of 
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the two types: "decision research" or "background research" . The research projects 

were classified into those which seek to understand what is prevailing in the market 

and to get a feel for customer satisfaction (background research), and those which 

seek to evaluate alternative courses of action (decision research). A sub-sample of 

775 projects was analysed to explore the relationship between the type of research 

commissioned, and managers' perceptions of the usefulness of the information 

provided by the research. The results indicate that "background research" 

predominates over "decision research" as a research activity, yet is regarded as less 

useful by managers. 

Over the three dimensions (overall usefulness, actionable, value) "background 

research" was evaluated less favourably than "decision research" . This result was 

more marked when the dimensionality of the ratings was studied. The fact that 

"background research" was rated less favourably may be due to the difficulty in 

measuring the effect of "background research", especially in the long-term, since 

this process is subtle and indirect and therefore managers may not be able to identify 

specific effects or observe the influence. 

"Decision research" includes all or most of the criteria proposed by Shrivastava 

( 1 987) as important aspects for determining the "usefulness" of research. These 

aspects include information which is of personal interest and make sense to the 

users; related to the tasks facing the users; action-oriented; and innovativeness. 

"Decision research" is also considered "valuable" because it includes the criteria 

(realism, accuracy, specificity to the addressed problem, consistency of research 

output, comprehensiveness and completeness and validity of research) proposed by 

John and Martin ( 1 984) as important aspects for determining the value of a 

research. 

A possible explanation for the apparent contradiction between the managers' 

comparatively lower rating of "background research" and the higher proportion of 

"background research" conducted, is that the convention among research companies 
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and marketers is to do "background research", and, they are able, because of their 

supposed expertise in such matters, to make their views prevail over the views of 

managers. Why the convention exists is not certain, but it could be challenged by 

producing a sufficiently robust set of results. If the findings are substantiated by 

replication over many sets of data, then this challenge will be successful . In light of 

the heavy predominance of "background research", this will require a major shift in 

the thinking of research companies and marketers. In the meantime, managers 

should be urged to have a greater say in the type of research that is carried out for 

them, and research companies that accept the findings should put greater emphasis 

on "decision research" when pitching for business. 

4.2. BUSINESS PERFORMANCE 

This section explores the relationship between the types of companies, as  classified 

by the research type they predominantly employ, and business performance. 

Managerial perceptions about business performance form a major component of this 

section and are discussed from a number of perspectives. This section begins with 

a discussion on the measures of business performance, and continues with an 

investigation of the relationship between the types of companies based on the 

proportion of decision research use and the measures of business performance 

developed. This section also examines the influence of "firm size" and "market 

research expenditure" on business performance. 

4.2. 1 .  Introduction 

Marketing is considered to be fundamental to the development and performance of 

firms (Narver and Slater, 1990; Day, 1 992; Jaworski and Kohli, 1 993) .  Zikmund 

( 1 986) and McDaniel and Gates ( 1 99 1 )  claim companies demand and expect future 

growth and profitability to come from performance gains achieved through 
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continuous investment in market research. While the marketing literature often 

reports that market research leads to either actual or perceived payoffs, studies have 

generated controversial or inconsistent results (Hart and Diamantopoulos, 1 993).  

The overall objective of the present section is to investigate the relationship between 

the extent of specific research activities and business performance. This section tests 

whether company performance is affected by the type of research employed by the 

company. Specifically this section examines whether managers in companies, as 

classified by the research type they predominantly employ, rated their organisation's 

performance differently. 

4.2.2. Measurement of Business Performance 

The literature suggests that considering two groups of measures - growth measures 

such as sales growth, and profit measures such as ROA and ROS - could serve as 

a basis for performance assessment. The former is indicative of how effectively a 

firm can open up new markets or expand in existing markets and the latter shows 

the efficiency of its operation. Together, these measures will indicate the company's 

overall effectiveness or performance of operation. The literature also suggests that 

objective measures of performance are preferable to those based on managerial 

perceptions. However, given the general convergence in measures and supporting 

research, the use of subjective measures of performance in the absence of objective 

measures was deemed appropriate for this study. 

Based on the literature reviewed in Part I, a questionnaire was designed to obtain 

information from the participating organisations to assess their business 

performance in relation to their overall industry. The research used self-reported 

subjective performance measures of 'return on total assets' ,  'sales growth' and 

'return on total sales' ,  as well as an 'overall performance ' of the respective 

organisations. The respondents were asked to rate their organisation, relative to 
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other similar firms, on a five-point scale, from much higher (5) to much lower ( 1 ), 

on the four measures. All statements were worded so that the higher the mean 

score, the higher the perceived business performance. 

4.2.3. Use of Control Variables - Size and Expenditure 

Several authors argue that the firm size and the level of market research expenditure 

could be confounding factors of business performance, if not controlled for (Hooley 

and West, 1 984; King, 1 985;  Hart and Diamantopoulos, 1 993). It was believed that 

these critical covariates might also have influence over the types of firms that 

undertake different proportions of market research. This leads to the inclusion of 

these two critical covariates - "firm size" (Hooley and West, 1 984; King, 1 985 ;  Hart 

and Diamantopoulos, 1 993) and level of "market research expenditure" (Buzzel and 

Gale, 1 987) in the assessment of business performance. 

4.2.3. 1 . Firm Size Effect 

The literature suggests that firm size is a significant factor influencing marketing 

practices and business performance. Hooley and West ( 1 984) claim that large 

companies carry out more market research than smaller companies. Managers in 

large firms tend to have more resources available for research, may be more 

technically sophisticated about research, and, with large market research 

departments, may have a more favourable attitude toward market research than 

managers in small consumer-oriented companies (Bellenger, 1 979). 

In spite of the critical role offirm size stressed in these reviews, hardly any research 

has been conducted into how firm size influences type of research use. To 

investigate the possible effect of firm size on performance ratings, respondents were 

asked to rate on 'number oj employees ' in their organisation compared to similar 

firms on a five-point scale (much higher (5) to much lower ( 1 » . The literature 
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generally divides the companies into three groups for analysis (Hooley and West, 

1 984; Hart and Diamantopoulos, 1 993). The top two and bottom two ratings were 

amalgamated to form three groups using labels 'large' ,  'medium' and 'small' . 

Table 4 . 1 5  investigates the potential influence offirm size on the types of companies 

classified according to the research type they predominantly employ. The mean 

scores, given in Table 4 . 1 5 , on the firm size scale show a non-significant difference, 

with the mean firm size for "high decision research" companies being 3 .  1 ,  and for 

"low decision research" companies being 2 . 5  (Appendix 4 . 5) .  

Table 4.1 5  - Firm Size by Type of Companies 

Respondents' Ratings on 'Number ofemployees'* 

Large 

Type of High decision research 50% 
Companies 

Moderate decision research 20% 

Low decision research 30% 
*The top two (LaI£e) and bottom two (Small) ratlng;l have been amalgamated 
+Differences between the mean scores are not significant. 

Medium Small 

25% 3 1 %  

38% 38% 

37% 3 1 %  

Mean Score 
Number of 
employees+ 

3 . 1  

2.7 

2 . 5  

Table 4 . 1 5  shows that 50% of the "high decision research" companies fall into 

' large' firms. This might be due to the fact that large companies are more likely to 

have the management expertise necessary for the effective implementation of the 

latest methods than small and medium size companies, allegedly because larger 

companies possess the resources to meet the high capital outlays needed to 

introduce new systems and to test the ideas developed through expertise (Fletcher, 

Wright and Desai, 1 996). 

Table 4. 1 6  - Ratings by Firm Size 

Measurement Variables Number of Employees (Mean Score) 

Overall performance 3.9 3.7 3.6 .3 

Sales growth 3.6 4. 1 3.8 ·.2 

Return on total assets 4. 1 3.6 3.6 .5 

3.6 3.8 .2 

None of the differences was significant, except for market research expenditure at 0 .01  level. 
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Table 4. 16  tabulates the ratings of business performance by firm size, and show that 

respondents of ' large' firms rated highly on all except one rating variable: sales 

growth. The above results indicate a non-significant difference between the ' large' 

and 'small' firms on the performance measures, except for market research 

expenditure at the . 0 1  level. 

4.2.3.2. Market Research Expenditure Effect 

The question of whether market research expenditure results in changes in 

performance, or whether changes in performance result in changes in market 

research expenditure, is a disturbing question that has no standard solution (King, 

1 985). 

The possible effect of market research expenditure on the performance ratings of 

different types of companies was measured by asking the respondents to rate their 

organisation' s  level of 'market research expenditure ' compared to other similar 

organisations on a five-point scale (much higher (5) to much lower ( 1 » . The 

literature generally divides the companies into three groups for analysis and 

therefore, the top two and bottom two ratings were amalgamated to form three 

groups using labels 'high',  'moderate' and ' low' .  

Table 4. 1 7  investigates the potential influence of the level of market research 

expenditure on the types of companies based on the proportion of decision research 

use. The mean scores, given in Table 4. 1 7, on the market research expenditure scale 

show a non-significant difference, with the mean market research expenditure for 

"high decision research" companies being 2 .8, and for "low decision research" 

companies being 2 .4 (Appendix 4 .6) .  

Table 4 . 1 7  shows that 22% of the "high decision research" companies fall into 

' high' research expenditure, whereas 56% of the "moderate decision research" 
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companies also fall into ' high' research expenditure. This might be because of their 

high market research budget, which increases the ability to commission both 

background type projects as well as carry out the testing of new ideas and concepts 

than 'high' and ' low' decision research companies. 

Table 4. 1 7  - Market Research Expenditure by Type of Companies 

Respondents' Ratings on 'Market Research 

High 

Type of High decision research 22% 
Companies 

Moderate decision research 56% 

Low decision research 22% 
·The top two (high) and bottom two (low) ratmgs have been amalgamated 

+Differences between the mean scores are not significant. 

Expenditure' • 

Moderate Low 

50% 25% 

1 7% 3 1 %  

33% 44% 

Mean Score 
Level of Market 

Research 
Expenditure + 

2.8 

3.0 

2.4 

Table 4. 1 8  tabulates the ratings of business performance by level of market research 

expenditure, and shows that firms with ' high' research expenditure scored highly on 

all rating variables. However, the difference between ratings of ' high' and ' low' 

market research expenditure firms on the four performance measures were non­

significant. 

Table 4.1 8  - Ratings by Market Research Expenditure 

Measurement Variables 

Overall performance 

Sales growth 

Return on total assets 

Level of Market Research Expenditure 

��� Moderate Low 
n= l 1  n=1 6  

3.7 3.9 3.4 

4.0 3.9 3.8 

4.3 3.7 3.4 

None oftbe differences was significant, except for number of employees at 0.0 1 level. 

Difference between 
high & low market 

research 
expenditure flJ1IlS 

.3 

.2 

.9 

The results indicates that there is a statistical difference between the ratings of firms 

of , high' and ' low' market research expenditure on the variable measuring firm size 

at the . 0 1  level. This supports the argument that the ' larger' the firm size, the 

'bigger' the market research expenditure. There are some differences in the mean 

scores of the ratings of 'high' and ' low' decision research on the control variables. 
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However, due to the fact that these differences are not statistically significant, it is 

assumed that "firm size" and level of "market research expenditure" do not have an 

important confounding influence on the relationship between types of research 

undertaken by companies and their business performance. 

4.2.4. Performance Ratings 

4.2.4.1 .  Distribution of Responses 

Table 4. 1 9  shows the distribution of the responses to the rating questions. Chi­

square statistics are also used to test if the cell counts differed from that expected 

if there was no relationship between the rating and the type of companies, as 

classified by the research type (Appendix 4 .7) .  While the chi-square test has limited 

value for this sort of data, the results of the chi-square test show that the responses 

depend on the classification. 

Table 4. 1 9  - Distribution of Responses by Type of Compan ies 

Measurement Type of Companies Respondents' Ratings of Performance (row oercental!:es rounded) 
Variables 

Much Higher About the Lower Much 
higher same lower 

Overall High decision research - 75 25 - -

performance 
Moderate decision research 9 46 45 - -

Low decision research - 55 36 9 -

Overall 1 �9 1� 1 -

Sales growth High decision research 42 33 25 - -

Moderate decision research 1 8  27 55 - -

Low decision research 9 55  9 27 -

Overall 24 38 29 9 -

Return on total High decision research 9 67 24 - -

assets 
Moderate decision research 10 18  36 36 -

Low decision research - 64 9 27 -

Overall Q �h '71 Q 1 
Return on total High decision research 8 75 1 7  - -

sales 
Moderate decision research 1 8  36 28 9 9 

Low decision research - 64 9 27 -

Ov",,1I 9 �Q HI 1 1  1 
For the purpose of X' the top two and bottom two ratings were amalgamated. All the differences are sIgnificant at 0.01 level 
or better, except for sales growth, which is significant at 0.05 level. 
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Table 4 . 1 9  indicates that 62% of the companies rated themselves as performing 

above average (higher/much higher) in comparison to their industry on "overall 

performance" and the rating patterns for other performance measures also follow 

a similar pattern. A high percentage of companies (24%) rated themselves as having 

a 'much higher' position relating to "sales growth" . This may be due to low margins 

and high turnover (van der WaIt, Lyonski, Queree, Harper and Hales, 1 989). 

Although 3% of the companies indicated that they have a 'much lower' position on 

profitability measures such as ROA and ROS compared to their industry, none of 

them has rated themselves under the same category on "overall performance" and 

"sales growth" . 

Table 4. 1 9  indicates that none of the "high decision research" companies has rated 

themselves under "lower or much lower" on any rating variables. "Moderate 

decision research" companies on ROA and ROS, and "low decision research" 

companies on all four rating variables did rate themselves under this category. 

4.2.4.2. Ratings 

Table 4 .20 shows the mean scores for companies using different proportions of 

decision research and their ratings on four performance measures. Table 4 .20 shows 

that "high decision research" companies scored more highly than "low decision 

research" companies on all four performance measures "Overall performance", on 

"Sales growth", on "Return on total assets" and on "Return on total sales" . 

ANOVA results are reported in Table 4 .20 to see whether any significant 

differences exist between the type of companies in relation to each of the 

measurement variables. The results indicate that the differences in the means of all 

performance measures were statistically significant at the . 05 level (Appendix 4 .7) .  
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Table 4.20 - Mean Performance Ratings by Type of Companies 

Overall Type of Companies Difference between Eta 
Mean the mean scores of Squared 
Score 

High Moderate Low 
high & low decision 

decision decision decision 
research companies 

research research research 
n=1 2  n=l 1  n=l 1 

Overall performance 3.6 3.9 3.6 3.4 .5 .24 

Sales growth 3 .8  4.2 3.7 3.5 .7 .23 

Return on total assets 3.7 4.0 3.4 3.6 .4 .24 

Return on total sales 3.6 3.9 3.4 3.5 .4 . 19 

All the differences are significant at 0.05 level. 

Overall Performance 

The literature suggest that neither ROS nor ROA by itself provides an adequate 

measure of overall business performance. ROS ignores the utilisation of assets, 

while the ROA ignores profitability of sales. Therefore, considering these two 

measures together might indicate a company's  overall performance by providing a 

subjective measure to resolve these shortcomings. Table 4 .2 1 shows that "high 

decision research" companies scored more than "low decision research" companies 

on "overall performance". Table 4 . 2 1  indicates that 75% of the "high decision 

research" companies and 55% of the "low decision research" companies rated 

themselves as in the ' higher/much higher' position compared to similar firms in their 

industry. On the other hand, 9% of the "low decision research" companies 

considered themselves as faring poorly and rated themselves under ' lower/much 

lower' on "overall performance" compared to other similar firms. 

Table 4.21 - Overall Performance by Type of Companies 

Type of Companies Respondents' Ratings on 'Overall Performance' Mean Score 

HigherlMuch higher About the same LowerlMuch lower 

High decision research 75% 25% - 3.9 

Moderate decision research 55% 45% - 3.6 

Low decision research 55% 36% 9% 3.4 
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Sales Growth 

The " sales growth" of the firm was measured by asking the respondents to rate their 

company's sales growth in comparison to similar firms using a five-point scale. 

Table 4 .22 indicates that "high decision research" companies scored higher on "sales 

growth" . Table 4 .22 shows that 75% ofthe "high decision research" companies and 

64% ofthe "low decision research" companies rated themselves in the 'higher/much 

higher' position relating to "sales growth" compared to other firms in their industry. 

On the other hand, 27% of "low decision research" companies rated themselves as 

low on growth in sales compared to similar firms. 

Table 4.22 - Sales Growth by Type of Companies 

Type of Companies Respondents' Ratings on 'Sales Growth' Mean 

HigherlMuch higher About the same LowerlMuch lower Score 

High decision research 75% 25% - 4.2 

Moderate decision research 45% 55% - 3.7 

Low decision research 64% 9% 27% 3.5 

Return on Total Assets 

The "return on total assets" of the firm was measured by asking the respondents to 

rate their company' s  return on total assets in comparison to similar firms using a 

five-point scale. The results, presented in Table 4 .23 show that "high decision 

research" companies scored more highly than "low decision research" companies 

on "return on assets" . Table 4 .23 indicates that 76% of the "high decision research" 

companies and 64% ofthe "low decision research" companies were rated as earning 

a high return on assets (higher/much higher). However, 27% ofthe "low decision 

research" companies considered themselves as experiencing a poor "return on 

assets" (lower/much lower) compared to similar firms. The results indicate that 

"high decision research" companies consider themselves more effective in 

generating profits with available assets. 
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Table 4.23 - Return on Total Assets by Type of Companies 

Type of Companies Respondents' Ratings on 'Return on Total Assets' Mean 
Score 

HigherlMuch higher About the same LowerlMuch lower 

High decision research 76% 24% . 4.0 

Moderate decision research 54% 36% 1 0% 3.4 

Low decision research 64% 9% 27% 3 . 6  

Return on Total Sales 

ROS measures profitability with respect to sales generated. When interpreting and 

comparing the results obtained for ROA and ROS, Szymanski, Bharadwaj and 

Varadarajan ( 1 993) caution that the cost of goods sold as a percent of sales are 

lower for large businesses than for small businesses, which suggests that an increase 

in firm size will increase ROS. However, they argued that the increase in ROA 

would be greater than the increase in ROS because of the multiplicative effect of the 

increase in ROS .  Table 4. 1 6  indicates such a difference in the ratings between ROA 

and ROS .  However, the difference is not statistically significant . 

Table 4.24 - Return on Total Sales by Type of Companies 

Type of Companies Respondents' Ratings on 'Return on Total Sales' Mean 

HigherlMuch higher About the same LowerlMuch lower Score 

High decision research 83% 17% . 3 .9 

Moderate decision research 54% 28% 1 8% 3.4 

Low decision research 64% 9% 27% 3.5 

The "return on total sales" of the firm was measured by asking the respondents to 

rate their company's  return on total sales in comparison to similar firms using a five­

point scale. The results presented in Table 4 .24 show that "high decision research" 

companies scored more highly than "low decision research" companies on "return 

on total sales" . Table 4 .24 indicates that 83% of the "high decision research" 

companies and 64% of the "low decision research" companies considered 

themselves to be in a better position (higher/much higher) than similar firms. On the 

other hand, 27% of the "low decision research" companies rated themselves as 

being in a weaker position than similar firms in the industry. 
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4.2.5. Relationship Between Variables - Multivari ate Results 

The univariate results give some measure of difference of higher business 

performance in favour of "high decision research" companies. It is known that the 

four measures used are not independent. Each measure indicates in some way a 

"common sense" dimension of the overall performance. However, it is possible that 

if the four measures were reduced to one underlying dimension, a greater difference 

in the evaluation could be found. 

With that in mind, a MANOV A was performed to show the combined effect of the 

four measures (excluding market research expenditure and number of employees). 

The results are given in Table 4.25 and they indicate a much-enhanced difference 

in the business performance of companies using different proportions of "decision 

research". The difference is significant at .01 level and the Eta squared value shows 

that 98 percent of the variation in the single measure of business performance is 

explained by the type of research conducted by organisations (Appendix 4.8). 

Table 4.25 - Business Performance by Type of Companies -

Multivariate MANOVA Results 

F 

Model (Combined) 238** .98 
··Significant at 0.0 I level or better. 

4.2.5.1. Dimensional ity of the Performance Rati ngs 

The above MANOV A result imposes a single dimension on the results. It could be 

instructive to explore the data in the dimensions suggested by Table 4.26, which 

gives the correlation coefficients between the original rating variables. 
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Table 4.26 - Correlations Between Measurement Variables 

Overall perfonnance 

Sales growth 

Return on total assets 

Return on total sales 
""SIgnificant at 0.0 1 level. 
"Significant at 0.05 level. 

Overall perfonnance 

1 . 00 

.48" 

.41 

.36 

Sales growth Return on total assets 

LOO 

.29 1 .00 

.28 .89"" 

Table 4 .26 shows significant correlations between "overall performance" and "sales 

growth", and between "return on total assets" and "return on total sales"(Appendix 

4 .8) .  The results also indicate that respondents consider "overall performance" to 

be a combination of market (sales growth) and financial performance (ROA and 

ROS). 

4.2.5.2. Data Reduction 

The scales were subjected to a reliability test using the SPSS .  The results indicate 

that the four item business performance scale (Cronbach alpha = 0 .74) appears to 

have a high degree of internal consistency (Appendix 4.9). As an alternative to the 

scales developed and tested under reliability, the data set was used to assess the 

overall significance of the correlation matrix and the level of sample adequacy. The 

Bartlett test shows that nonzero correlations exist at the significance level of. 000 1 .  

Here the KMO measure of sampling adequacy was . 6 14  for the total sample, which 

is considered to be strong (Appendix 4 .9) .  

Factor Loadings 

The data obtained from respondents on business performance were subjected to 

principal components analysis. Using the Kaiser criterion two significant 

components emerged from the principal components analysis. Table 4 .27  shows 

information regarding the four variables and their relative explanatory power as 

expressed by their eigenvalues (Appendix 4. 9) .  
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Table 4.27 - Total Variance Explained 

Factor Initial Eigenvalues Rotation Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

I 2.3 1 6  57.91 57.91 1 .868 46.71 46.71  

2 1 .057 23. 14 8 1 .05 1 .0 1 4  25.35 72.06 

3 0.7 5 1  16 .2 8  97.33 1 .0 1 1 25.27 97.33 

4 0.107 2.67 100.00 

This factor solution shows that 8 1  percent of the total variance is explained by two 

components. However, based on the table of eigenvalue (Table 4 .27), the scree test 

and theoretical consideration, a three-factor solution was retained (Appendix 4 .9) .  

In  the three-factor solution (Table 4.28), the variance has been redistributed more 

evenly and factors two and three accounted for equal amount of variance and 

eigenvalues. 

Table 4.28 - Three-Factor Matrix 

Measurement Variables 

Return on total sales 

Return on total assets 

Overall perfonnance 

Sales growth 

. 1 5  

. 1 9  

component 2 component 3 

.08 . 1 6  

. 1 6  

Based on the factor loadings, the three components were called "profitability 

measures" for the first component " overall effectiveness" for the second component 

and "growth measures" for the third component. The two variables "return on total 

sales" and "return on total assets" loaded significantly onto the first component, the 

variable "overall performance" onto the second component and the "sales growth" 

loaded significantly onto the third component . These three components accounted 

for 97 percent ofthe variation in the original variables. The "profitability measures", 

as expected from the literature and the univariate analysis, contain information 

relating to financial performance of the organisations and the "growth measures" 

provide information relating to market performance of the organisations. 
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Table 4 .29 gives the results of an ANOV A on the three-factor solution. This table 

shows a slight improvement, in terms of the Eta squared values, on the univariate 

ANOVA using four variables. Table 4.29 shows that the ratings by the companies 

which use a higher proportion of decision research scored more highly than "low 

decision research" companies on both "profitability" and "growth" measures. All of 

the differences in the means were significant at the .05 level . This indicates that 

companies which commission a higher proportion of decision type market research 

projects were able to achieve a better financial and market performance than 

companies which commission a higher proportion of background type market 

research projects. 

Table 4.29 - Mean Factor Scores by Type of Companies 

Measurement Variables Type of Companies (Mean Factor Scores) Difference between 
'High' and 'Low' 

High decision Moderate Low decision decision research 

research decision research research companies 

n= 12 n=l l  n=l l  

Profitability measures .25 -.20 -.08 .33 

Overall Effectiveness . 1 2  .08 -2 1 .33 

Growth measures .39 -.20 -.23 .62 

All the differences are SIgnificant at 0.05 level. 

Table 4.29 indicates "high decision research" companies scored highly on 

"profitability measures" and were followed by "low decision research" companies, 

where "moderate decision research" companies were the 'poorer performers' in 

terms of "profitability" . This result might be confounded by firm size, if small 

companies outperform ' medium' size companies on "profitability measures" because 

of their nature of operation. With reference to "growth measures", "high decision 

research" companies again scored highly and were followed by "moderate decision 

research" companies, where "low decision research" companies were the 'poorer 

performers' in terms of "growth" . Even though "moderate decision research" 

companies spend more proportionately on market research compared to other two 

types of companies, they were rated poorly on "profitability measures" . On the 

"overall effectiveness measure" too, "high decision research" companies scored 
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highly and were followed by "moderate decision research" companies, where "low 

decision research" companies were the ' poorer performers' in terms of "overall 

effectiveness" . 

The results show that only the "high decision research" companies had positive 

ratings on all three measures of performance. "Moderate decision research" 

companies scored poorly on the profitability measure, but came second to "high 

decision research" companies on the "growth" and "overall effectiveness" measures. 

The "low decision research" companies scored second on "profitability measures" 

but were weak on the other two measures. This leads to the conclusion that the use 

of a higher proportion of decision research enabled "high decision research" 

companies to attain positive overall success. 

4.2.6. Section Summary 

The objective of this section was to investigate the relationship between types of 

companies and business performance. The companies were classified into three 

groups based on the proportion of decision research commissioned by them. 

This section began with the review of literature on performance measures which 

suggested the use of four performance measures: they were sales growth, ROS, 

ROA, and overall performance of the respondent organisations. In addition, the 

review also suggested the use of two control variable to understand the effect of 

firm size and market research expenditure on the types of companies, as classified 

by the research type they predominantly employ. The results on the relationship 

between firm size and market research expenditure support the literature that there 

is a relationship, namely that large firms spend more on research. 

The investigation on the relationship between types of research and business 

performance shows a positive contribution for "decision research" use on business 
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performance. The results suggest that "high decision research" compames 

outperform both "moderate" and "low" decision research companies on all measures 

of business performance. The "moderate decision research" companies perform 

better than "low decision research" companies on "growth" and "overall 

effectiveness" measures, however, the latter outperform "moderate decision 

research" companies on "profitability measures". 
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PART V 

SUMMARY AND CONCLUSIONS 

This thesis has examined the relationship between market research and business 

performance, giving specific attention to whether business performance is affected 

by the type of market research undertaken. Part V reviews the justification for the 

research, summarises the research method and the results of the study, discusses 

relevant managerial and theoretical implications, points out the study's key 

limitations and suggests areas for future research. 

5.1 . OVERVIEW OF THE PROJ ECT 

Building on the conceptual base provided by the literature on the implementation 

of the marketing concept and by extension to business performance, this study 

investigates a fundamental tenet of the marketing concept. The use of market 

research is inextricably linked to the adoption of a marketing concept (Kohli and 

laworski, 1 990; Narver and Slater, 1 990; laworski and Kohli, 1 993 ; Slater and 

Narver, 1 993). Indeed, Kohli and laworski ( 1 990) claim market research is a major 

element ofthe "intelligence generation" component of market orientation, reflecting 

true customer focus and co-ordination of the firm's efforts to serve the chosen 

customer base. 

Seen in this light, market research is intended to enable the firm to fulfil the 

marketing concept because as an organisation adopts this concept, market research 

is seen as a way to focus on the needs and wants of target markets, so enabling the 

firm to enjoy long-run competitive advantage and superior profitability. According 

to this school of thought, the primary use of market research is as a tool to 

understand the target market (e.g., Boone and Kurtz, 1 989; Kohli and laworski, 

1 990; Narver and Slater, 1 990; Jaworski and Kohli, 1 993; Slater and Narver, 1 993) .  

An extensive review of the literature reveals an overwhelming acceptance of the 



assertion that market research and business performance are positively related (for 

example, John and Martin, 1 984; Hooley and West, 1 984; Hart, 1 987; and Hill, 

1 988). Collectively, the received wisdom is that "those companies with zero or low 

usage could significantly improve their performance by making better use of market 

research" (Hooley and West, 1 984, p. 347). 

While most marketers think that market research and business performance are 

positively related, the sole empirical study (Hart and Diamantopoulos, 1 993) could 

not confirm the link, and ended with a call to extend research in this area. Hart and 

Diamantopoulos ( 1 993) discussed possible explanations for their findings, but did 

not consider whether different types of market research have different effects. The 

issue of whether consideration of types of research could modify the result of Hart 

and Diamantopoulos is addressed in this thesis. 

5.2. SUMMARY OF RESEARCH M ETHODS 

Many authors have recognised a distinction between different types of market 

research based on the objective for which research is undertaken and on the use to 

which it is put. A classification scheme based on this idea, suggests the existence of 

two key dimensions in the evaluation of research: namely, instrumental and 

conceptual. Instrumental use, or "decision research" in this study, has been defined 

as the direct application of research findings and conclusions to solve a specific 

problem, or to make a particular decision (Rich, 1 977; Deshpande and Zaltman, 

1 982). Conceptual research or "background research" in this study, refers to the 

indirect application of information, in the sense that information is used to broaden 

the managerial knowledge base, without serving any one particular decision (Menon 

and Varadarajan, 1 992; Moorman, 1 995). 

In order to examine managers' attitudes towards a wide range of issues relating to 

market research use in organisations, a questionnaire containing 37 statements was 
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developed primarily on the basis of the 32 statements included in the 

Diamantopoulos and Souchon's ( 1999) questionnaire. Their statements were 

modified in terms of language, style and direction to suit the immediate purpose. 

The 32 statements were incorporated with 5 additional statements measuring other 

aspects of market research information use. The rationale for including these 

additional statements was their relevance to the topic of market research use and 

their usefulness as validation items as suggested by other literature. 

The usefulness of different types of market research projects was assessed by 

collecting information on four usefulness dimensions. These were "overall 

usefulness of the project", "gave good market understanding", "clear indication for 

action" and "value for money". These statements were taken from Deshpande and 

Zaltman ( 1982) and were replicated with some modifications to wording and 

presentation. A fifth dimension, the extent of "involvement" in the projects, was 

included to control for possible respondent bias (Curren, Folkes and Steckel, 1 992). 

Business performance for companies was assessed by using self-reported subjective 

assessment of "return on total assets", "sales growth" and "return on total sales", 

as well as an overall assessment of business performance. In addition to the above 

four performance measures, two more measures were used to control for the 

possible effects of "firm size" and "market research expenditure" in the assessment 

of business performance. 

In order to make the process of respondent selection manageable, a sample was 

drawn from a list of company names compiled from the New Zealand Market 

Research Society Directory ( 1 998) and New Zealand Business Who 's Who ( 1 998). 

Market research companies were excluded and agreement to participate was sought 

from 87 client companies. Of these, 53 refused to participate or had not done any 

research, leaving a sample of 34 companies to work with. Chief executive officers 

who agreed to take part in the study were asked to provide the name of a senior 

manager who could provide information about the company's  market research 
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information. These nominated managers were contacted, the purpose of the 

research was explained, and an interview was scheduled to collect information on 

all research projects commissioned or conducted over the last 1 0  years ( 1 989-

1 998). 

In the analysis, 30 1 8  research projects were reviewed and classified according to 

type of research use. A questionnaire based on the review of projects and a follow­

up interview, was mailed to each of the managers to gather data on market research 

use, ratings of usefulness of the projects selected for further analysis and business 

performance of the companies. 

5.3. SUMMARY OF RESEARCH RESU LTS 

The results of this study are two-fold : ( 1 )  classification of the projects into types, 

and evaluation of those projects' usefulness (project performance), and (2) 

classification of the companies into types, and assessment of their performance 

(business performance). 

Project Classification and Performance 

Each of the 30 1 8 research projects collected from the participating organisations 

was classified as being either ·"background research" or "decision research". The 

classification was accomplished by the researcher reviewing each project, based on 

the objective for which the research was undertaken and on the use to which it was 

put. This classification system was derived from six aspects arising out of the 

literature review: ( 1 )  the purpose for which the research project was carried out; 

(2) the prior expectations of what it would achieve; (3) the clarification of stated 

research objectives; (4) the criteria used to select research projects to commission; 

(5) the methodology employed to collect information; and (6) the outcomes of the 

research and implementation of recommendations. 
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The validity of this classification was then examined by considering a different 

scheme of classification using cluster analysis based on the 37 statements exploring 

managers' attitudes and expectations about research use. The rationale for using 

this questionnaire for the validation was that the statements would elicit some views 

on the types of research used by organisations. This analysis gave a practically 

identical classification to the initial classification developed by the researcher, which 

suggests that the initial classification was robust. 

In order to evaluate the usefulness of different types of market research projects, 

a sample of775 projects (25% of the total) was selected from those analysed in the 

first stage. These were assessed by managers on four usefulness dimensions -

overall usefulness, market understanding, actionable, and value. Ofthe 775 projects 

selected for evaluation, 342 (44%) were "decision research" and 433 (56%) were 

"background research" . 

The results indicate that "background research" predominates over "decision 

research" as a research activity, yet is regarded as less useful by managers. This 

result was not compromised by the extent of manager involvement . Over the three 

dimensions (overall usefulness, actionable, value), "background research" was 

evaluated less favourably than "decision research". This result was more marked 

when the dimensionality of the ratings was studied using a factor analysis of the four 

variables in which two principal components were extracted and called "directional 

measure" and "informational measure". The three variables "value", "actionable" 

and "overall usefulness" loaded significantly in the "directional measure" and the 

variable "market understanding" loaded significantly on the "informational 

measure" . 

Table 5. 1 - Ranking Types of Research on Usefulness Dimensions 

Type of Research Usefulness Dimensions 

Directional Measure Infonnational Measure 

Decision Research 1 2 

Background Research 2 1 
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Classification of Companies and Business Performance 

The companies to whom the respondents were allied were classified into three 

groups according to the proportion of decision research undertaken by each 

organisation. The validity of this classification was then examined by considering 

the underlying attitudes held by the respondents as expressed by ratings on the 3 7  

variables. The same 37 statements were used to classify the companies by Q-type 

factor analysis and by hierarchical cluster analysis. Both clustering procedures gave 

a practically identical classification of companies to the one based on proportion of 

decision research commissioned by the organisations, which again suggests that the 

initial classification gave a robust result. 

Business performance, in the context of this thesis, was assessed by managers on 

a five-point Likert scale on four measures - overall performance, sales growth, 

return on assets and return on sales. An attempt was also made to examine the 

possible effects of "firm size" and the level of "market research expenditure" on 

business performance. An examination of these control measures showed no 

significant effect on the performance ratings given by managers of different types 

of companies, on their measures of business performance. 

The results suggest that "high decision research" companies scored more highly 

across all performance measures. A subsequent factor analysis was performed on 

the four measures and resulted in three principal components called profitability, 

growth and overall effectiveness. The results suggest that there is an association 

between proportion of decision research and all three measures of business 

performance. The "high decision research" companies scored highly on all three 

components. The "moderate decision research" companies perform better than "low 

decision research" companies on "growth" and "overall effectiveness" measures, 

however, the latter outperform "moderate decision research" companies on the 

"profitability measure" . 
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Table 5.2 - Ranking Types of Companies on 

Business Performance Dimensions 

Type of Companies Perfonnance Dimensions 

Profitability Overall effectiveness 

High decision research 1 1 

Moderate decision research 3 2 

Low decision research 2 3 

Growth 

1 

2 

3 

The lack of performance by the "low decision research" companies calls for some 

explanation. That a market orientation requires acting on (i .e . ,  responsiveness to) 

market intelligence that is generated and disseminated (Kohli and laworski 1 990) 

seems to provide one possible explanation for the general lack of performance gains 

expected for "low decision research" companies. In other words, it might be that 

the performance benefit of increasing the level of market understanding is limited. 

The results of both the project analysis and the company analysis, suggest that the 

type of market research is likely to have an effect on project usefulness and business 

performance, and that "decision research" performs better on both measures. Thus, 

the two research hypotheses tested: that the type of research makes no difference 

to the usefulness of research projects as evaluated by the managers (Hl o); and that 

business performance is unaffected by the type of research companies 

predominantly employ (H2o) are not supported by the findings of this study. 

5.4. CONTRIBUTION OF THE RESEARCH 

This study has extended previous research on the evaluation of the benefits of 

market research by investigating the role ofthe type of market research on, research 

project usefulness and on business performance. 

Most writings on the benefits of market research emphasise the importance of the 

role of research in achieving a satisfactory level of market orientation. The writings 
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emphasise the importance of the ability of the firm to learn about customers, 

competitors and channel members in order to provide greater customer satisfaction, 

so the firm can enjoy superior profitability. According to the school of thought 

promoted by the authors who take this view, market research is a major element of 

the "intelligence generation" component of market orientation, which focuses on 

the understanding of the needs and wants of customers. These writings stress the 

importance of market research as a tool for understanding markets .  This 

understanding will eventually produce greater customer satisfaction and 

organisational performance. 

The results of this research, contrary to the views expressed in the market 

orientation writings, indicate that "background research" is regarded as less useful 

by managers. The results also provide support for the contention that using a 

higher proportion of "decision research" over "background research" will result in 

greater business success. Yet "background research" predominates over "decision 

research" as a research activity. 

A possible explanation for the apparent contradiction between the comparatively 

lower rating by managers of "background research", and the higher proportion of 

background research conducted, is that the convention among research companies 

and marketers is to do "background research", and they are able, because of their 

supposed expertise in such matters, to make their views prevail over those of 

managers. 

The study showed evidence of a positive contribution to be made by "decision 

research" on the usefulness ofprojects and on business performance. This evidence, 

if repeated, would justify a recommendation to concentrate on the use of "decision 

research" rather than on "background research". Although, it will require solid 

evidence to change the well established convention of concentrating on 

"background research" . 
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5.5. MANAGERIAL IMPLICATIONS 

The anecdotal evidence that most of the market research that is carried out in New 

Zealand is background research is confirmed by this study. The background 

research projects reviewed can be divided up into a number of broad categories, 

though not with the precision because the purpose for which the projects were 

designed and the use to which they were put were often ill defined. There were 

demographic and psychographic segmentation studies. There were studies aimed 

at assessing customer satisfaction for current products and for products planned for 

. development. There were descriptions of the demographic characteristics of current 

customers, and of markets targeted for development. The briefs for these 

background research projects typically asked the researcher to provide summaries 

of consumer opinion, and were designed to identify alternatives courses of action. 

If the decisions were advertising decisions, the researchers were asked to identify 

themes which were likely to be most appealing, or which were likely the best recall .  

Often the projects were not put to any use that could be identified by the 

documentation, or remembered by the respondents. 

The briefs for the decision research projects typically asked the researcher for 

specific information that would be helpful when making a specific decision. If the 

decision was an advertising decision, researchers were asked which advertisement 

among several would generate the highest sales over a defined period. If the 

decisions were product development decisions, the researchers were asked to assess 

the likely sales volumes of the alternative products. 

The fact that managers found the decision research projects more useful, but 

continued to commission mostly background research projects, have implications 

for managerial practice and performance. It is important that managers are able to 

translate information from background research projects to effective decision­

making. Further, there may be a need to be more judicious in commissioning market 

research. 
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5.6. LIMITATIONS OF THE STU DY AND AREAS FOR FUTURE 

RESEARCH 

The implications from this study should be considered in light of its main limitations. 

This study focuses only on companies using market research without comparison 

with companies who carry out no market research at all. This limitation was 

imposed by the need to limit the scope of the research to fit the requirements of 

PhD study and any replication study should consider this comparison. Future 

research may therefore be carried out on the use and non-use of market research in 

New Zealand firms. 

A second limitation is the use of perceptual measures of project usefulness and 

business performance, which forms a major component of this study. Although 

perceptual measurement methods are frequently used in marketing studies, in 

measurement of managerial decision-making processes and in market orientation 

and organisational studies, manager's assessments could be biased by selective 

perception and may be influenced disproportionately by facts and opinion that are 

easy to retrieve. The results would be more reliable if it had been possible to use 

objective measures. 

A third limitation is the subjective perception of respondents toward projects in 

which they were involved might be highly regarded, whilst those commissioned by 

others might be rated less favourably. However, the survey carefully measured 

respondents' levels of responsibility for assessing project and business performance 

and assessed the level of managers , involvement in evaluating performance. It also 

encouraged careful consideration and allowed respondents time to consult with their 

colleagues to discuss and clarify information used to formulate opinion on project 

and business performance. 
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5.7. FINAL REMARKS 

The study's overall objective was to examine the relationship between market 

research type and usefulness in terms of project and business performance. The 

study tested two hypotheses: that the type of research makes no difference to the 

usefulness of research projects as evaluated by the managers; and that business 

performance is unaffected by the type of research companies predominantly employ. 

The research projects were classified as "decision research" or "background 

research" based on the objective for which the research is undertaken and on the use 

to which it is put. The companies were then classified according to the proportion 

of decision research undertaken. 

"Background research" predominates over "decision research" as a research 

activity, yet "background research" projects are regarded as less useful by managers 

over the three dimensions - overall usefulness, actionable, value - of usefulness. 

Also, "high decision research" companies score more highly on all performance 

dimensions assessed. 

The study has produced evidence that if the current emphasis on "background 

research" were to shift to "decision research" then market research projects would 

be deemed more "useful", and companies who carry out or commission market 

research would perform better. 
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APPENDICES 



Appendix 2.1 

Sample Copy of the Initial Letter 



o Massey University 
COLlEGE OF BUSINESS 

1 5  April 1999 

Name 

Address 

Dear Mr / Ms 

Department of Marketing 
Private Bag 1 1  222, 
Palmerston North, 

New Zea land 

Telephone: 64 6 350 5593 
Facsimile: 64 6 350 2260 

Members of the marketing Department at Massey University have been trying for 

some time to assess the usefulness of different types of market research. Mr 

Ganesh Ragu, an experienced academic from Sri Lanka, is now starting work o n  

a PhD thesis on this topic, and we would b e  very grateful for your help. W e  would 

like to assess the details of research projects commissioned by your company, as 

far back as your records allow, but not including projects completed since the start 

of 1 998. 

You may be concerned about confidentiality, and about the amount of effort that 

is required for an activity that is seen as having little commercial benefit. 

On the matter of confidentiality, you have my personal undertaking, but I suggest 

the university sign a confidentiality agreement, such as that outlined by the 

enclosed draft, which I would like you alter as you see fit. Also, the Marketing 

Department at Massey University subscribes to the Code of Practice of the Market 

Research Society of New Zealand and all information is held in strict confidence. 

Te Kunenga ki Purehuroa . . 
Inception to Infinity: Massey University's commitment to learning as a hfe-longJourney 



On the matter of the work involved, Ragu will visit you and delve into your 

archives so that your own involvement is minimised. Also, you should find some 

interest in the results, and in comparison of your position with that ofthe average, 

which we will offer you. 

I enclose a more detailed description of our research to help you with your 

decision. 

Ragu will phone you shortly to discuss this project, and to give you any additional 

information you may need. 

Yours sincerely, 

A C Lewis 

Associate Professor 

A C Lewis Marketing Department Massey University Palmerston North 
Phone: 06 350 5588 Fax: 06 350 2260 Email: ALewis@massey.ac.nz 



Research into the ability of Market Research in making Business 
Decisions 

Participants: Ganesh Ragu, A C Lewis, and D H B Esslemont 

Objectives of the research 

Most market research is carried out in order to increase management's understanding 
of the environment in which the organisation is operating. The objective may be to 
understand the motives which lead customers to buy the organisation's products, or 

to segment the market with a view to selecting a segment to be targeted, or to 
understand the sources of satisfaction or dissatisfaction among customers. 

The detailed objects have tended to vary over time. Forty years ago, when the 
marketing concept was a new and exciting idea, it was common for research to be 
directed largely at understanding customers' needs. As substantial computing power 
became available in the 1 960s interest developed in the measurement of images and 
the construction of perceptual maps. From the early 1 970s on, there was increasing 
interest in segmentation. Since the early 1 980s research has often been concerned with 
measuring customer satisfaction, or perceptions of quality, particularly of services. 

Recently, considerable efforts have been devoted to investigating the nature of 
relationships with customers and suppliers. 

What is common to all these endeavours is the idea that a sufficiently sound­
understanding of the customers and their choice processes, will enable marketers to 
deduce the actions they should take in order to achieve their corporate objectives. 

But some market research adopts a more direct approach. In these projects, the 
objective is not to generate suggestions for effective action, but to predict the result 
of adopting measures that have been thought of before the research is commissioned. 
The Department of Marketing in the past has estimated that in New Zealand only a 
minority of research projects, and a smaller minority of research expenditure, is 
devoted to this kind of approach. 

The overall objective of the present project is to investigate the relative effectiveness 
of market research of different types, but our first task is to update our earlier findings, 

and it is for this that we ask your help. We would like to have enough information 

about the research projects carried out for your organisation, to enable us to classify 
them in the way described. 

Our experience has been that this can sometimes be done on the basis simply of the 
title of the project, but the proposal and the questionnaire allow us to be sure. 



Appendix 2.2 

Details of Companies that Refused to Provide Information 



ID No Reason Provided for Refusing to Take part 

R I  Too much commitment and unable to concentrate on this project. 

R 2  Unable to assist, because it the research was commercially sensitive and highly 
confidential. 

R 3  Do not want to participate in the project. 

R 4  Unfortunately, we cannot assist you with this request, as we will not share our research 
invesbnent with outside organisations. 

R 5  Currently, significant changes are being promoted in th industry and our attention is being 
fully focused on these vary important issues. 

R 6  We would prefer not to included in the fieldwork due to the nature of the research. 

R 7  Not in a position to assist. 

R 8  Due to the sensitive and confidential nature of the research undertaken, we are unable to 
assist. 

R 9  We do not wish to participate. 

R IO Did some research, but not kept in written form - unable to help. 

R J I  Do not want to take part in the project. 

R 1 2 · Because of the recent merger the information you require is no longer available. 

R 1 3 Unfortunately, I am travelling extensively with work at the pn:sent time and will not be 
able to assist. 

R 14 We are currently in the process of a merger and as you will appreciate, tmfortunately we 
are not in a position to grant assistance to any third parties for market research at this 
time. 

R 15  Sorry unable to contribute, as we are currently involved in a number of exercises across 
the organisation. 

R 16  W e  do not wish to participate. 

R 17  Unfortunately we cannot consider participation at this time. 

R 18  We are in transition at present consequent of the departure of our marketing manager and 
therefore unable to provide help. 

R 19  No benefit to organisation in spending time and effort. 

R 20 We doesn't really have backdated research projects to delve into. The research that we 
do tends to be quite current and if relevant is constantly updated. Where it has served its 
pwpose it tends to be thrown out. What little there is available would take extensive effort 
to collate and explain, which is something we do not have time or resources to do. 

R 21 We do not wish to participate. 



R 22 Too much commitment at present - unable to participate. 

R 23 We are in the process of moving to new buildings and actually accessing the archived 
infonnation is a mammoth job for us at this particular time. 

R 24 We are in transition at present and our team is fully committed to enter a period of 
sustained change and growth. 

R 25 Our company policy is to generally refrain from participating in outside projects in order 
to keep our staff members focused on company business. 

R 26 We receive so many requests from a wide spectrum of the community, along similar lines 
to your own, that is just impossible to accommodate everyone. 

R 27 We decline your approach to us regarding market research assessment. 

R28 We regularly receive request of this nature, and would therefore be spending considerable 
amounts of time and effort to retrieve such data without any obvious commercial benefit. 
We are not prepared to assist with your project. 

R29 Due to the current integration of the company, we do not wish to participate in the proj ect. 

R 30 Too much commitment at present - unable to participate. 

R 3 1  We are unable to divert from our policy of not releasing our market research infonnation 
to any third party. 

R 32 We have just now undergone major restructuring and do not have the resources to assist 
at this time. 

R 33 We would like to help, however, to access details of our research projects in a way that 
would enable him to carry out his research would require quite a lot of explanation, and 
so time. Unfortunately, we do not have time available in the foreseeable future. 

R 34 We would prefer not to included in the fieldwork due to the nature of the research. 

R 35 We believe the process in selecting and acting on the research is as commercially 
sensitive as the results themselves - unable to help. 

R 36 Unfortunately we will not be participating in this research. 

R 37 Too much commitment at present - unable to participate. 



Appendix 2.3 

Sample Copy of the Personal Letter Address to the Respondents 



", Massey University 
COUEGE OF BUSINESS 

1 5  June 1 999 

Name 

Address 

Dear Mr / Ms 

Department of Marketing 
Private Bag 1 1  222, 
Palmerston North, 

New Zea land 

Telephone: 64 6 350 5593 
Facsimile: 64 6 350 2260 

I am writing this letter with reference to the conversation you had with me 

regarding confidentiality agreement of the data information you will supply. 

Please review the enclosed confidentiality agreement, and make any alterations 

you think fit. 

Thanking you for your cooperation, I look forward to talking with you again 

about our data requirement. 

Yours sincerely, 

Ganesh Ragu 

Ganesh Ragu Marketing Department Massey University Palmerston North 
Phone: 06 350 5580 Fax: 06 350 2260 Email: G.Raguragavan@massey.ac.nz 

Te Kunenga ki PHrehuroa 
Inception to Infinity: Massey University's commiunent to learning as a life-long journey 



,,� Massey University 
COLlEGE OF BUSINESS 

28 June 1999 

Name 

Address 

Dear Mr / Ms 

Department of Marketing 
Private Bag 1 1  222, 
Palmerston North, 

New Zealand 

Telep�one: 64 6 350 5593 
Facsimile: 64 6 350 2260 

With reference to the conversation I had with you, I enclose three copies of the 

Confidentiality Agreement as agreed. Please sign and return two of these for our 

records. 

Once again I thank you for agreeing to provide us with the information. 

Thank you. 

Yours sincerely, 

Ganesh Ragu 

Ganesh Ragu Marketing Department 

Phone: 06 350 5579 Fax: 06 350 2260 
Massey University Palmerston North 

Email: G.Raguragavan@massey.ac.nz 

Te Kunenga ki Purehuroa 
Inception lO Infinity: Massey University's commitment to learning as a life-long journey 



Appendix 2.4 

New Zealand Market Research Society Code of Ethics 



�11!11' �� - .'� --" "" 

COD� OF PRACTICE 
of the Market Research Society of NZ Inc. 

1 INTRODUCTION . .  

Effective communic.tion betWeen the IIIppIIcn ItId conlUlller. of ,oad. Md Icrvicea 
of .11 kindl il vitLl to any modem aociety. Growin, intematlon&l liab make thi. 
even more eSlenti.1. for I .upplier to provide whtt custOmeR need ia tbe mOlt 
efficient way 1hey mUlt undcntand Iheir ditrcrin& rcquircmCIIIJ; bow but ID meet 
Ihue requirements;

' and how they c.n mOlt etfcclively communicata the naDIR of 
the goods and servicel they are offerinl. 

Helping a bllJinal develop this underltandinl is the role of Marlcetinl Research. It 
appliea in bolh private and public .ectora oflhe economy Siml .... . pproechel an 
also used in other fields of 'lIIdy: for .umpl. in the lMUlIAIMIIl orth. publlc'l 
behaviour and .ttillldea in respect to lOCia!, political and other ,"uti by JOYlnVllent 
.nd public bodies, the media and academic in.tillltioru. Marketinl and Social 
Relearch heve m.ny interesa, methods and probletlll 11\ eomll\OII IId10up IhI 
wbjectl of ltudy tend to be diff"lnt. 
Such re .. arch dependa upon public confide,,": conftdetlce that it la urriecI OIl! 
honestly, objeclively, widlout unwelcome intruaion and WithOll! diudvantag. to 
Respondents, Ind th� il i. blled upon lIl'ir willinl COOpcratiOIl. Thil contlcllnee 
mUll be supported by an appropriatl prof ... iOMI Code or Practice 1000000in, the 
way in which Marketin& RClearch projeell are conducted. 

The Iltesl 1 994 ICCIESOMAR Cod. rorma the bull oflhil Code of Precliee. Tbi. 
new version ofth .. Code sell out appropriate e\hicll and businw principl .. .. 
concisely u po"ibl ... 1I specifies the rules whieh are ID lie followed in deal ill, wilh 
thc genenl public and with the bllline .. community. incllldin, CHenlJ and other 
members of Ihe proreuion. 

The basic principles Ire relatively unchln,in" .Then mlY be addillOllll Mlional 
Code., or raquiremenu relatin,lo the application of this Code, which may 10 tu""" 
in dealin, wilh Ipeciftc poinu ofpraclice. TheIe national nqw.-..,II Mould in 
luch cues be followed. Research pra.:tice mlllt of course ill III CAlH confonn 10 the 
New Zealand le,ialatiOll a"d I.,al pnctica &lid 10 ,.rticlllu 10 the nquimnenta of 
the 1 993 Privacy Act. 

Mme! Research SocIety of New Zealand Inc., JaIIUIIy '95 
ConsUtution, Code 01 Practice M

.
d Complaints Procedure 

--.- .... ----- ---- --

J' �. 

. There are • number of .pecific ICClESOMAR ItId Market Research Society 
Guidelinel on various topics Ivilll"l" from lhe Society'. Secretary which give more 
Mlailed ",idance on haw tb. Code should be applied. Theat are nOI mandalory. 

1 BASIC PRINCIPLES 

3 

Thi.Codc.ctaolllthebuic principl"wh�hmlllt",i4ethe lction.oflho.ewho 
. eany out or lilt Markctinl Reaeareh. No varialion in the applicatio" of Rulel is 

pcrmiuiblc without cxpreu autborilllion of thl Markel Rllelreb Sociely of 
Naw Zealllld. In4ividuall and orpniaationa who .lIbscribe 10 il mUll follow nOI 
jusl rhe letter but 11.0 the .pirit of these rules: . 

No Code can be c�ed to provide a eomplelely:compnhen.ive set of rules 
which .re appliclble ID every .ilustion which might arile. Where there is any 
el"".nt of doubt people .hould therefore uk for advice and meanwhile rollow 
tile molt conHrVltive intcrpl'etation of thelC principle •. 

Individual. do not alwl)'l'havc complete rClpon.ibility for, or ab.olllle control 
OV", all the aetivili •• Df tbe orlaniaalion 10 which they .belon,. They .re 
however a""l)'I mponaiblc (or ""urilll tbatother people in their orINli"lio" 
are aware 0(, and understand, the principlel laid doWII in Ihi. Cpdc. They mllSl 
1111 their beat cndeavoun 10 enaure thll th' organiaation .. a whola conforms to 
the Cod •. 

DEFINlTIONS )' 
(I) Mark,tlnl a .. ea,ch i, ltie function which links the consumer, ellJlOmer 

and public 10 the marketer throu,b inronnation � information uled 10 
identify and define maricctin, opportunilic. and problem.; ICllcnte and 
refincantl evallllle maricetinllCliona; improveunderalUldin, o{marketing 
.. , pr�e .. and ofllle way. in which specific marketing ,ctivilies c.n be 
made more efTIICtive. 

Martetill* Rescarch spec:itiu ihe fnformltion required 10 addre" the.e 
i.lUlI; dc.il'" Ihe method, for collecling infonnatlon; mlnales I"d 
impl.menu the datl collection procul; analylC' the rCIUIt.; and 
communicatca tha findinl' and their implicllion', 

Marketina Raearch IncludCl llICh acliviliea .. qualllatlve ra.arch; 
qUllltatl"a " .. arc"; lIIadl. u. advo,lbIJIl , .... 'ch: budn ... -Io­
bu.1MM uti InduM,Ia. " .. a,eh; ' ...... do ••• 01 ",11I.,lly and 
special .... u,. (such .. thosa \Dvolvad in pharmaccutical or financial 
reaeardl); and MIll rtl.rell .. """cially where theu activitiel .r. 
concerned with colleetin, orilinal dI!a and nol limply the secondary 
anal)'li. of .lready available data. 
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(b) 

(c) 

(d) 

(�) 

For the. pUflloSCI ohllll Code tbe term hhrktlilll R,","h ala, en ... 

,oclal lod Oplllol r,.tlrch,.iolow ea Iheae IlK limilv applOaeha Md 

techniques in the 'tudy of"IIIC'lIOtdirecdy COMIdId with the markctinl 0 

of ,oods and ICrvices. 

OatabuemarketiniandanyothCftctivil)'wberet\1Cnamuandlddreull 
orlhe people contacted are 10 b . ... ed (or individual "lIift .. promotioftll, 
fund-ral.ill, or other non-re_reb purpoJC' can lIIIIIer 110 cirellllllt� 
b. reprded I1 marketl", re_reh .illcl lbe latter I. bUtd 011 pn.«Vlftl 
Ihe complete anonymity of the relpOlldent. 

Researcher is defined u any indiyidual, rnelreh a,cncy; orl.ni.atiDll, 
department or division° which canica out (or acta u • CODIUltant on) I 
Marketln, Research project or ol'l'en their Krvic. ID do 10. The term 
Includes any depu1mCftt ell:, which ".Ionll 10 th' lIIII' orpniulian u 
that of the Clienl Such I 'Oient-linkcd' Researcb. bu the laml 0 • 

mpolllibiliiicl under thia Cod. vil·l-vi. other nccioa. of lb. Cllnl 
orllllilltion u doel onc who il cornpl�.ly iadlflaldcnl of the CHillI 
organ "ltIOIl. 

The term 1110 toven lC.ponaibillty of \he ,roced»rll followed by lilY 
lubt,nlr,ctor ftoom whom theoRl'lIfChcr commlll'ON lilY wotlt (dsIa 
colleclion or analYlil, printinlo profelli ..... l eOIllU1tanty, lie) whlcb 
forms any pan of tile raeareh JlfojcCt. III IlIch tua Ill' RIK_her I. 
TespoDlible for _rin,th.t any fIlCh .ubeotllnCtor fully cOllfOl1lllID lIIe 
provi.ions of this Code. 

Client i. defined 11 ally individual, orpnilltion, depll1lllent or divilion 
(iDcludln, onc which belOllp to thc Am, orpniiWon u lb. RllCareher) 
which ftq\lUlI, commiuion, or IIIhIcri"u to III or any part of I 
MI/brin, Reaearch project 
RI.pond.at i, defined u any iftdividuat, &fOUP or orpnisation from 
whom Iny informltion it IOII"'t by thl R.lCuchcr for the purpGlH af I 
Martetin, lWcucb project, Rludlell oftha \)'pI ofinfonnatlaft loutht 
et tII. method or technique "aid ID obIaid it. 111, \ImI 1II.,fart eov .. 
not only CIICI where Inf_Aloft is oblained by vll1lll iqtmi.w1ftl 
techniques but 1110 UHI whcrcothermcthodl lllc:h u abmvatioft, po'�1 
and other lelf-complttion qllCllloMalres, mecb.nlcal/.lectronlc 
equipment, oblervarion &Dd IIIX otber method when the identity of tilt 
provider of the information may be recorded or othcrwitc tnccablc. 

Inltrvl ... la defined U lily form of direct or indirect COIIIICI (iacludinl 
tile IlK of nOll-verbll IIIIIhodI _Il aa lhosc refund ID lbove) wllll 
Rcapondents when tb. objective is to u:quire dall ori.fonnatioD whidl 
could be used in whole or illput fortheplltpOlu oflMukcti0lRcscareh 
"roject 
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(I) RHard is clefi __ any bri.f, propoaal, contICl eheet. qllcllionn.ire. 
rnpondlnl i_lif1l:1lioll, clteck lilt, record sheet, audio or audio-visual 
°reclll:cIina or/llrn, llbulation orcomputer print-out, computer data stonle 
Iyatcm or oilier ItOnp medium, formula, diqnm. report. etc, in respect 
ofllly Markerinclle .. areh project, wbothcr in whole oriftparto lIeovm 
raeorda prodllCed by the Client u well la by Ibe Researcher. 

II inctlldel llOt only oriclnal dall recorda but also anythinl needed 10 
cwluate thoK recordl SUch .. qu.lity control docwncntl. 

4 RULES 
A. CeaerlJ 
Artlde 1 Mirketin, IlllCareh mlllt always be c.rried OUI objectively and in 

accordance witll establi'hcd Klcntific princ:ipICl. 

ArtId. l Marketin, Rllnrch nUll! alwlYI eonform to ° llle n.tion.1 and 
inlcmational l.pl.rion includin, data protection .!Id the privacy of 
tile indiYid\l&l. which IIlIY apply ill lny orlb. countriel involved in 
• liv.n !W .. ·.reh project. 0 

B, n. Rleb .. of R.apDlldu .. 

AI1Id. l 

Arlicla 4 

. fit° , . 

All Rapondeoh mUll be IUR when they apee to take pin in any Markerinl 
Ilescareh projlCt they u. fully protected by the provision, ofthi. Code and 
that 0 tile IleaIarchcr will COliform to it. rcqwrelllent •. °Tbis applicl to 
Rapond.ntI intcrvilwtd la priYlta individuals and loo !bOil interviewed u 
rcpraentativII or orpII"atIona. 

Ilespondtllil' CoopenliOll ill • Markctin, R� .. rch project il entirely 
voluntary It .11 ....... They mllll not be misled when bein, laJced (or 

• th.iT cooperation. 

Witll th..aceprioll noled below, further intCIYicwl within the context of 
a p.rticulu �ch project or lUl'Yey witll the same Rcapondcntl ahall 
"e carried 0111 .... " if: 

I) The Raponclent'l permission hu already been obtainedll. previous 
i1l1llrVicw: or 

b) It it poinled out to RllpOIIdcnll at tbebmc tIIey lI'e re-contacted that 
thi. interview i. canaequcnt 1IpoI\ DDe they hln pRviously &lvcn 
and they thett &in lbair pmniuion before the collection offur1hcr 
dalL 

0 0 

Th. only exCcptiOIl ID this ptocedlR la in thC'°c:uc.- whcre it is an 
... enti.1 ,,,!\In afth. murch *hniqll. Involved tha' Respondent. 

"do not realise thatthis filrther inlcn'icw "COllltquent upon onc they 
hive preYiOlllly civen. 



Article 5 

Article 6 

Artlcl. 7 

Artlcl. a 

Article 9 

Article 1 0  

I f  the Respondenl i • •  upplyin" lnfcmn.tian not in • privIII "p.city but 
u an officer ohn orpnilllion'orllrm theD itm.y be duirabl.to lilt the 
Respondcnt" orpnintian hi the report. TIle rtpOIt IIIan nol, bow ever, 
.n.ble any particular picc:. of information to be related to any partlclllar 
or,.nilarion or penon, except with prior 'l!Plicil penniuion from the 
relevant RlSpondent, who .hlll be told ofllM ",tent to which il will be 
communicated. Thi, requirement doe, not apply in the c ... of .ecoDdary 
anaiYli, of publi,hed dill. 

The Reteucher mull avoid unnecc."'" inlNlionl on RoaponUntl' 
privacy. 

Respondenu' .nonymity mUlt alw.ys be .trictly pra«Yed uniell tMy 
have ""pllcitly acrted 10 the CODttery. TII. Rcacucbcr muetenlllR that 
Ihe information they provide c:annot b. link.d to lJIICillc indiviciuall or 
orllanilation. without luch permlllioD. It il the Ruearcher', 
resporuibility to inform Clientl of Rtapandcnu' lIIonymity ri",1I. 

In any cue where Rapondcntl ue uked for pcrmilsioD to diacloac their 
nlm • •  ndlor addr.1I to anyone outJide the racarch 'lacy: 
a) the RClpandenU mlllt lint be told la wham Ihc ioformatian would 

be supplied and the purpo.CI for which it will be lIIed, and alia 
b) 'the Rea�uc"er mlllt ensure that: 

(I) Ihe inform.tion will not b. used for any DOII-racarcb activity 
(ii) the information will not be publiahed In a fonn dlat eOllld 

rellonably b. upecl.d 10 idcntil'y the Rllpoadcnu; and 
(iii)thc recipient of the inform.tion hu a,reed to oonfonn to the 

, , requirementt ofthi, Code, 

The Researcher must tilt. all reeaonabl. precautions to cnl\ll'e that 
Respondenl' .re in no way directly harmed or advenely alJect.d u a 
result of lheir participation in a r ... uch project 

In the CUI of product trial., the IlclllRb,!, m\llt in particular � that 
."an&.menll arc IIfMd with thl Client re,ardin& the raponaibilities 
for product Illlt)' and for dcalilllwith any complaintl or damaae &ri.ln, 
from faulty praductl or product milllle. Such R'PDlllibilltie. will 
normall), rClt with the Client, but the R .... rebcr mlllt \III5\IR !bat 
producu are comctIy 'lORd IIId 1IandIcd while In \he R.MUCbcr', 
charle .nd that RelpollllcntJ arc liven approprilll inatnlction,for their 
lIIe. 

RClpondmu must be told at the time ofth. iDterviaw when ablll'Vation 
or recardins tcchniqllll lre to be \lied, except when these an IIMd in a 
public: place. If I Respondent 10 wiaha, tile record or rclCVIIII _tian 
of it mutt be deJIToyed or deleted. Respondenll' IIIOnyntity muat not be 
infrinied by the use of such method.. 

' 
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Artlcll U IleIJIOIIclcnu mlllt.lte Ible 10 check without ditliculty Jhe idenlity and 
balll lldu ofth. Researcher and 10 obtain an an.wet lo.any reuonablc 
query .boIIt the putpOlU and contmt of the r.search. 

Article 11 

Each iDl8rYiewcr must be able to be identified in I way th.upec:ifie, hil 
... her lIII'IIe and OflllliutioD. The 1lI/IIO Ind address/lelephone number 
of the Research Camp Ill)' mUlt be made IYlilable to the RClpondenl at 
the time of the intervi.w. 

111. RcaclfChcrmlllt take IpCcial care and preclutions when intcrviewin& 
children and YDIIIII peopl. under I S years of .... The informed con lent 
ofth. panal or rcapauibl. adult m\llt tint be obtained ffW interview. 
withchildren. lnobtainin,thil pcrmiuion, the Intaviewcr sball describe 
the 1II\I,IrC ofthc inta'Vicw in IIItficicnt detail to enable Ibe raponsible 
pcraon to reach III informed decilioa. TII. f .. ponsible person 'hili also 
be epcclncally informed if it il in_cIcd to lilt children 10 IClI any 
producll or _piu. 

C. Tb. Prolallaaal RespeallblUdes .1 Ra •• reb.n 
Thi' Cad. I. Dot iJltencled la reltrict the rilbu ofRacarcbcn 10 undcrtake any 
laJilhnatt Markttilll Reaearch activity and to operat. competitively in so doing, 
However, it is IUllltill IhI 1.lIeral public'. confidence in tbe inleerity of 
M.,bMI RII.arch i. not eratlcd in lilY Wly. 

Artlde ll Rueardlcn must not knowinlly or IlllIi,ently le! in any way which 
collld brinl dilCrcdit on the MarkctiJll Rcsearcll profellion or lead 10 a 
Iou 0' public confidence in it. 

Article ,. R ...... he" mllltllol make faI .. elaimubout their 01<111. and experience 
or abouI tholl of their orcanilslion. 

ArtIde 15 �ben_not\llljllllillablycriticiJCordUpUl,eolhcrRClean:hCl'l. 

Article 16 Ruearchcn mlllt alwaYlltrin 10 d .. il" flscarch which i, colt effective 
• IIId oh qllllity adequate 10 meet the Client', needs, and then la carry 

thi. out to tIM ,pecifieatiODl aped with the Client. 

ArtIcle 1'7 k_hen must at all limce enaure the IIcurity of.1I1 ........ ch recordl 
In their pauce,ian. 

Article 11 Ruearcbcn IDIIIt not knowin,ly .1I0w the dillomination of concluJions 
ft'Dm I � project wbicb •• NIl adequ.tely IIIppartcd by the data, 
TIIcymllltalwayl bepnparcd IOlIIIke lvaiI.b1.lbeteclmical information 
neccuary to II1II. the yalldity or any publitbed nndin, •. 

Article 19 

. �· 20 

No activity .ball be deliberately or inadvertently milofeprescnled u 
Marketinl Rcacarcb. Specifically, IIIe followinl aCtivitia IIIall in no 
WI)' be uaoeilt&d,dirwctly arindiRCtly or by implica'ti'tin, with Marketinll 
Rcacarcb intcrvicwia, or activiti ••. Any auc:h actiYilicl lJIUlt a1waYI be 
clearly .epantld and differentiated from the orpniution and the 
condu�1 of Marketinl Rcacarch. 
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(�) Ellquirie. whOle objective. are to oblaill pencmal illf�a.tion 
aboul private individuall per 11, whether for 1'laI, poluteal, 
lupervilory, private or oilier purpol" 

(b) The compilation, �tinl.or ",hue_ent oflilts, r�.ten or 
databucl which are not IItchlllvely for m.w purpo ... 

(c) Th. acqui.itionof infomlatioa for ute forcrwdit-ratin,Of airnilar 
.ervice. 

(d) SaICl or !WOrnotionll apl!fOlChcI to ReapOlldentl 
Ce) ·The collectioll of dcbll : 
(t) Fund-ni.illl " , . . 
(g) Director indirect aucmpt. to innuence allespondent . optntollJ, 

attirudel or behaviollr on Iny iI.lII. 

D, The Mutual Rl&hll ud llelp08libl11tles of llnurclten 
&Dd alellll 

Article 10 

Article 11 

Article 11 

Article 13 

The Code il not inleaded to relulate tlte detaill Ofbulillesl relstionlhipa 
between llellVChcn and Clients except. in&Gfar u th.M may ·involve 
principlu of Icneral interut &lid co�, 

. Theto ri,hu and relpolllibilitla wiU llonnally be 10Vll1led by a 

written COlltnct between \lie ... an:hcr and Ib, Cli",\' By prior 

Wrillal lJfUlIIClIt Ibe plniu IDlY amend lIIe p�villolll of ArtIclel 
13-17 below INt Ihe odtcr requinmeatl of thll Code may 1101 be 

. altered in thil way, Markctin& IlaearCh mUll Abo alwa)'l be 
condllCled ICcordinlto the princiPWI offaircompetitiacl. u Ietlerally 

. undentood and accepted. 
The Relearcher mUlt inform lite Client in adVIII� iflbe �ort to b. 
carried out forlblt Client illO becomblned or .yncltcaled .1I1b. IUIIC 

prvject wilh wollt for otbcr Clilll!l, INttlocl Jlot diaclOlethe identity 
of l\&Ch clilllt&. The Clielll aha11 not liVl IDY of tile rellllll of I 

multiclicntltll4Ytoother potcntia1 �humor1be�YIl1l'-the 
Reaearcher'. permission 10 do Ihil ltu lint been 0,!>W-I. 

The llClCVl:her IIUIJt illfom IM Clicllt u 100II u poalblc ia 
advance WhC1l lll)1'll1oftbc worlt fartbatClicatia to belllbeafttrKled 
outside 1hc RHclRbcr'. O?orlani .. tioft(includi", Ih.� of,!,' 
OUIJide consultllltl). On request tIw Client mUll be told the Id_tily 
of "'y .�h subcontractor. 
The Client doe. not have lb. nab\' withcNt prior amnacnlcnt 
between the parties involved, to CIlcllllivc \tIC oftlw �_c:bcr" 
• cmCClOfllloacofhilorPllilatioD,WhctberinwhoIe OllIl Part. TIle 
Rcacarcher mUlt not diaclOlC tlte identity of any ClicrIt. or any 
confidential informalion about Ibe illtlr', buainetC to lilY lIIird pllty 
without the Client'. pmnillion, . 
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Artkl, 14 

Artlcle 1S 

' � 22 

The followinl RlCOrda remain the property of the Client and the lUuardt., may not diaclOl' (unl, .. required to do 10 under the Privacy 
Act 1993) IIICh data or nndinp to any third pan)' without Client permillioJl: 

(I) Marltetinl Reacardl bricf., lpccificatiOllI and oilier information provided by th. Client 
(b) Iba rCllCarcll data and ftlldinl' from I MaI1tctine RClearch 

project (ucopt in the c .. e otlyndic:ated or multi-Client projects 
or acrvicCl where the lime data arc availlble 10 more than one 
Client), 

IWpondllltl have a ri&ht of IICCCSI, under the Privacy Act 1 993, to 
peraonll Infonnlllon held about tbem. Thil refcn 10 identifiable 
individullt IIId Research.rs mutt disclolc this information to 
llupotldcolI wbo make a proper acelll reqveat. Rapondcnll must allo 
be allowed to comet idllltinable infolTllatioa if they ID delire. 
The Clilllt h .. how,vlr no riabt to know the names or add,e .... of 
Ilapondcoll unlell the IlIter'. explicit pmniuioJl forlhil ha, first been 
obtliMd by ib. Re,ean:hcr (this particular requirement CIIIIIOt be altered 
und« At1iclc 20). 

The re .. arch techoiqucI IIId mctllod. u.ed in a MaI1tetin, Re.earch 
project do nOl b.come the propen)' oftlta Client, who has 110 excluli ve 
riJht to tlltir UII. The followinl Records remlin lhe propeny of the 
Ruean:her: 

Ca) Markctilll Reaean:1I propoula, dilCu"ion pipers IlId quotati ons 
(unlea thesl hive been paid ror by the Client), They mUlt not be 
dilclOMd by Ibe Clilllt to lDy thIrcI party, olber Iblll to a consultant I workilll fot tb. Client on thlt project (witb the uception of any 
consultant workinl allO for a ccimpctitor of Ibe reKln:hcr), In 
particular, they must not bc iliad by Ibe CIiClltto inn\l.nce propoula 
or colt quoratiOlll from otller Ilellarc:bcn. . 

(b) the cootants of a n:pon in tlte cu. of Iyndielled or multi-Client 
projects or MTVicu where Ibe same data are avail.ble to more thin 
onc Client IDd where it it clearly understood tbat the rClultin& reporU are available for p!IeraI purdwe or subscription. The Client may not diIClolC tbe nlldin,. o( IIICb ruearch to lilY lIIird party (othertbac to bi.owncollluliutll uwladviaen (orUK in connection 
wilb bis bUlia ... ) without ihe pcrmillioo oftheRe.cvcber . 

(e) all ruoarch recorda prepared by Ibe Researcher (witlt the exception 
• aftlte report to tile Client In !be cue afnan.syndicated projects ,nd 

• •  110 the RICII'C/1 dcaipi and qucaticiMaire where lite cosls of 
developinl lbeM arc covcnd by the charlU paid by the Client). 
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Arflcl. 26 Thc Rc1tan:h� mUll conronn to CUlRlltiy Ip-etd prof, .. ional practiel 
relltin, to the "eepinl of.uch Recoida for an IpprOprilte period oflimc 
after the end orlb, project. The requircmcau oflbe Privacy Act 1991 
thlt penonll infonnllion IIOt be kept 10lller than il properly required 
mould be bome in milld. On reqlltlt the Rcaemher IIlUlt Iupply the 
Clielt withdllplicalecopitl of IUCh recorda provided thlt luch dupllcatcl 
do not hre.ch anonymity ItId confidentiality nqulremclIlI; that the 
rcqlltlt is made within the IJfCCd time lilnit forkeepin,th. recorda; ItId 
that the Client PlY' Ibe rcuonable '0,11 of providiRJ the duplicatu. 
(The provi.ion of duplicate r.cord. doea'not applrin the CUI of I project 
or ICrvice where it il clcarly undcratoocl that the reauluIII repona ueto 
be IVlillble /'or general pllrchueOl\ u)'IIdiWed onubacrlptioa buil). 

Orilinal recorda must be kip( for a IIIlniJlllIII\ of lilt moatha and 
aec:ondaty rec:orcWltond rClearch cilia for I I!IiIlIJ1lI111\ of two y.m after 
completion of the llUdy. IIQlclI Cltpllcitly Ipnd wllh lb. Clianl. It no 
,ec:ondary rec:orda uist, thlll llle orilillal l1lllord. mUll '" bpt for a 
minimW'l\ of two Ylan, unl ... Ixplicitly I,"ed with tb, Client. 

Article 17 The RClCmher mUll nOI dilClolC the Identity of the Cliant. or lily 
confidential information about the 1111.,', bwin, .. III any Ibird put)' . 

without Ih. CH.llt', pamiMioll. 

Article la The Reaearchcr mun OIl teq\lelt allow the Cllelll to I",lIlt for ehecl" 
on the quality or the tI.ldwork and data JIAPIlItioll, provided that till 
Clienl paye Iny additional COlla involved in tbl •. Any .ucl! dllClu mUll 
eOIl(oonto Rcspondentauonymllyr.qlllremellU of Atticl. 7. In tII'lIIl 
of a multi-clielll ltUdy, the Il .... rch. may roquirt lhat the ob ... ver In 
charlC of chcckinl the quality of tie Id work (andlor data preparation) la 
independent of any of the C1i.nU. '-. 

Artlrle 19 The Reaearcher mUll alwaYI provide the Client with all appropriate 

techniw detait& of any TClcmb projlA carried CIIII for that C1ieot lb. 
Client is cntided ID the /'ollowi", jnt_alion ibollt any Marked", 

Iltleucb project to which they blve IIINCribed: 

(I)  8acqround 
- orpniutioo for whom Md or,anilation by whom the ItUdy 

wu conducted -
. 

- the pllf1lOle orebe ItudY 
- n.mu of l\lbeootractora and CONullln1l pcrlonuinl Iny 

.ubltlnti,1 part of the work 

(2) Simple 

Mar\(et Research Sociely of New Z •• 'and Inc.. January 'as 
Constitution. Code of Practice and ComplalnU ProcedIII. 

: 1  

! 
! 

; 
l '  
i '  
I .  

1 :  

. �· 24 

- a cielCription of the intencled and "lUll univerlC covered 
- Ib, liz., ftlturc an4 aeo,nphical di.tribuliOll.of the IImple 

(lt0lh pl.nned and IChilved); and wbere rel.vut. the Clttcnl lo 
which lilY ofthe datl coUectcd were obtained from any pan of 
the IImple 

- detail. ofthe .amplilll method, lily wci,htinl method. \lied 
lIId10r quota aamplilll UlCd 

- wbere technically r.lcv"'!, & IIItemenl of rcaponlC r.ICS and 
a disclIJlioD of any pOllible hi .. due 10 non-reaponae 

(3) Data colleetion 
• • dauiptiOll of the melbod by whicb the information WII 
• collectecl 
• a dcacriptiOll of Ibe fleld ataff, bri.lin, and field quality 

control melhodl lllecl 
• the method ofrtenlitilll RespolldenU; and the leneral nature 

of any defrayment of Ilpensea offered to secure their 
cooperation 

• when lhe fieldwork WlI carried 0111 
- (in thec:ue of"dcsk cesearcll") Icleanlllemcnt of lb. sources 

of the' ilfonnation and their likely reliability 

(4) P .... l\Iation ofrNllha 
• \he rel.vant fa'lUal rmdinl' obtained 
• bul. of perclllta,es (both wciJhted and unwei,hted, IInlll'· 

lb. rUIIlu ofw.il/ltinl ia refmed ID ct&""'here in tbe report) 
• IClleral indic:ationl ottbe ptohable ataliatical marlins of error 

to ba Ittached to the main flnclinll, IlId of the levels or 
atllistieal liBIIlflclMe of differlllCtl between key fiJUrea 
qlIHtiOM&ire& 1Nl otber releVIIII documcntJ and matenal. 
uacd (or. ill lbe cue of a abared projec\, Chat portion relatin, 
10 the matter reported on). . 

TIlt rqIon 011 I project should normally cover the lbove poinlJ or 
provide I reference 10 a rwlily ay.ilabl. 'eparlte document which 
c:onllilll the illfonnanol\. 

All nceptioll to \hil Article la in the cue where it i. a",ed ill 
.dYallCcbetwecJI theCUent and the Reacan:berlhll it i. unnccasary 
to include 11\ the filled informltion in the formal report or other 
dotumaat Any .ucb agreement abalf in 110 way remove the 
llltitlrmenl of the Client 10 rec:eivc any IIId all. of the information 
freely upon roquilt. AIIO thi. cxc:cplion ,ball not apply ill tbe c .. e 
where lilY orall of the mean:h report offlndinl" re to be publi.l!ed 
or made availabl. to recipienta in addition to tile original Client 

. , 

Mark" Research SociIIy 01 New Zealand Ini., January '95 
Constilutlon, Code 01 P,actice and ComDlalnt. Prn_oaA, orA 
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Article )' 

Articl. l. 

Artlcl. 32 

Ardc .. ll 

E. 

Artide ]. 

When ripOltin, on Ihe RIlII" of a Mutetin, Research project the 
RCICll1:Mr mUlt m.u I clear diltiftcljOl between the findinp .. 
such, the Rcuarchcr'. interpretation of Ihele and Iny 
recomrnen&btlDftl·baleII on them. 

Whm lay orlll. ftndill&l 0(& r .... n:h projocure publuhcd by !be 
CIlenttht Ialterhu Il'IlpOftIibilityto CIIIIII'I1bcIe ere notmilladinl­
TlleRucildlwmlllt be_llItedlUldl.-ia advaace tb.ronnantl 
colllelll fDfpulllication. Where thildoe.notUppcn theRClllrCher 
il entitlc4 10: 
(a) re�lCpcnnl"iOll fOf hialllcr Dame to be IIkd in conDection with 

the publish.d fiIIdinp . 

(b)publiah the I;,ropnlb technieal delUlJ oflhe project 

(c) concct Mly mlaleadlol UpeeII of",. publiaMd pracntalioa of 
lhe tiadin". 

R._hen mlllt not allow their _, t. be IIIcd ill c_lion 
with Ill)' I'IMll'CII project, U III ... _ dW the latter ha. ·becn 
curlc4 out ill coofomitY wiIb thla CocII. ",d_ they Ire cOIIfi.deot 
that dI. Pfllject hu ID all relJlCCll met !be Code', raquirlmenti. 

R_hm mlllt __ thatClicnt. ue fIllIYlwue oflhecWtencc 
or thi. Code and ofthc need to comply willl ill rcquiremcn", 

ba,I,mntaU •• et ... Clid. 

Any ptrlOll or orpniJarlonl iovolvell in. or ulOCiaud with, I 
Markedn, ReIllRII project UIdIor ,ropolll ia l'I",olllilll. for 
IChvcly lI'PIYin, the IluIu and thit Code ill thc lpirita well u th. 
letIef. 

BmcIIu oflheOode mayrullll in mcmbenbi, beinl withdrawn by 
the National CoUIICil. 

. 

Mllkel R .... rch SOclity of New ZNfand Inc., JIIIUIIy '95 
ConsIitution, Code 01 Practice IIld Compllilts Proc:edurI 25 � 



Appendix 2.5 

Confidentiality Agreement 



CONFI DENTIALITY AGREEMENT 

TIDS AGREEMENT is made the __ Day of _____ 1 999. 

BETWEEN 

AND 

WHEREAS 

NAME OF RESPONDENT ORGANISA TION , a duly registered company, of 
Address , New Zealand ("the Company") 

MASSEY UNIVERSITY, a body corporate established under the Massey University 
Act 1 963 and the Education Amendment Act 1 990, of Palmerston North, New 
Zealand ("the University") 

The Company has agreed to supply certain information to the University and the 
parties wish to record the terms and conditions of supply, 

IT ffl HEREBY AGREED THAT 

The Company will supply the University with details of market research projects carried out by or on 
behalf of the Company during the years 1 989-1 998 inclusive ("the Information"). 

The University may use the Information for the purposes of investigating theories relating to usefulness 
of different types of marketing research, measurement of the outcome of marketing research, 
and related issues, and for the preparation and production of reports and publications related 
thereto. 

The University acknowledges that the Information is confidential and that if released to a third party 
such action could cause damage to the business of the Company. 

The University agrees to indemnifY the Company for any damage the Company may suffer as a result 
of the release of the Information to a third Party without the prior written consent of the 
Company, provided that such indemnity shall be limited to a maximum amount ofNZ$50,000. 
Notwithstanding the foregoing, the University shall not be liable for any loss of profit, loss of 
business or consequential loss of the Company, howsoever caused. 

The University warrants that the Information will be retained in secure storage which can be accessed 
only by the researchers working on the study. The names and signatures, respectively, of those 
whom it is expected will be sub-recipients of the Information which is to be provided to the 
University, and who individually and collectively agree to keep to the terms and conditions of 
this Agreement are included at the foot hereof. 

The University agrees that the Information will be used for purpose of statistical analysis only, and that 
there will be no disclosure of any Information in a form that identifies the Company. 
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The University may not assign or otherwise transfer its duties or obligations under this Agreement 
without the prior written consent of the Company. 

The laws of New Zealand shall govern the validity of this Agreement, the construction of its terms, and 
the interpretation and enforcement of the rights and duties of the parties hereto. 

This Agreement constitutes the entire agreement and understanding of the parties hereto with respect 
to the subject matter hereof and supersedes all prior and contemporaneous agreements or 
understandings, inducements or conditions, expressed or implied, written or oral between the 
Parties to be bound thereby. 

This Agreement shall continue to be in force and effect for a period of five (5) years from the date 
hereof, unless the Parties previously agree in writing that the obligations of Parties under this 
Agreement should cease or be extended for a further period. The agreement of the Party being 
requested to so extent this Agreement shall not be unreasonably withheld. 

SIGNED for and on behalf of 
NAME OF RESPONDENT ORGANISA TION by 

(Name) ________ � ________________ ___ 

(Designation) (Date) _______ __ 

SIGNED for and on behalf of 

MASSEY UNIVERSITY by 

Dr C M Kirk, _____________ _ 

Director, Research Policy & Strategy (Date) __________ _ 

ACKNOWLEDGMENT-

We, the undersigned, having read this Agreement, agree individually and collectively to act in 

accordance with all terms and conditions herein and further agree to ensure that any other Massey 

personnel who may become sub-recipients of the Information are informed of their obligations under 

such terms and conditions and that they acknowledge the terms and conditions of this Agreement in 

writing accordingly. 

Associate Professor Tony Lewis 
(Date) ________ _ 

Mr Don Esslemont 
(Date) ______________ _ 

Mr Ganeshasundaram Raguragavan 
(Date) ___________ _ 
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Appendix 2.6 

Variables Measuring Market Research Use in Organisations 



Variable tide Qtlano.uire ... ea._1s frea wWdI variable llerived 

Ptnl-D«isltI" It_cll Wc sometimes do market rcsearc:h neII wIIcD the cIccision IIas already bcca made 
ltddftslJlp MIIhtfm.,.ce BusiDcss 10 business research is oftca done as much to maiataill rcbtioftSbips as 10 pdter markc:tiag 

iaformalioa 

�" C.IljirMMiD" Maaagas _ 10 use market raearcb to coafinn their expecCMions 
N.� Oftea, mateet researdI results _ not coaicIcred when maIcia& decisions for whidl lhey  wa-e iniliaJly 

requested 

1"., __ &: IIUtiIfCliw I",. IastiKt II!d intWrion _ ofteD comIrioIed with market � when nsakinc decisions 
PriM l"twlliYe DecisI." Market n:scardt results are often iatcrprcted ill sucll a way as 10 justify cIec:iIioM rulIy made 011 !be 
JIUIijIc'-" basis of iIlstiad 

SIItIft ltesarcll ltGIIIIs MMaccn oftCll slant ..tcct raean:h resuIIs wIlen passiIlc ... CIa 

c.. Jrutijic __ Market rese.dl is sometiIDcs ..Jy .... ea ..... account to justify the COlt ofbmaa acquired it 
1I«bp H."cll" Market resc.dl is maiIlIy used 10 '-Icup IIuDd\es 
U •• /G_ IC __ d racardI iafonurioa is diI'icuIt to obtaia, cuesacs _ oftal -'c  ___ 
PriM 'OdIw G,... .. • DecU»" 
JrutljfcetW" 

Market rese8rdI is � used to ...,art decisioas made CIa 01'- pu.ds 

c.n.-I� l'rtIcess We rtpIarty cxaaiDe tbe facten that iBIlucnce !be bIIyiac decisions of ow CIIIkaa'S 

s..ne ./c. __ We tardy lISC fonuI rcsearc:h proc:odura to ptber customct" ial'0IIDIIi0a 
C"".,., S_/«titI" We systcIIIMic:aIly _ c:usa- saIisfactioa 
,..., rlllqrfditM ./rll/tK1IfIIIiMI CllstOlDCl" iIlformatioIl is poorly imcpaIed iD cu ..teem., pIanMoc actMIies 
r_ G---.. Markd racardI is usuIIy Illecl IO JCDCnte _ ideas 
� I� h_ We systaDatic.Dy process IIId aaaIyse iafomarioa about -.pctiton 

T. M�MeWI E .. 1IuU Top ........ � -.. '"'-:11hal our AnivaI depcDIk 011 ....... to .-leet !ralds  

T. M�s.".t Top _..-tIII is wiI&Ic to aIIoc:Ite -.:cs for .-leet raeIIda 
T. M .... eMeWI c-tnI Top � decides dat lUdeet rac.dI is 10 be __ 
Il� r""..",1tItioII Our � SInIIqic:s _ finnJy bued OII lUdeet rese8rdI 

C.IICqt T� Market � is -ay used 10 KRell DeW ideas Md lest e>oac:qlb 
Il�./_ � Decis»ll We carry 0III 1DIIkct researdI wtae. dacn: is a specific cIecisiaa 10 be __ 
U ... ,,/., �  D«isIH Our maia use of -'<et raearcb is 10 .... e a speci& dccisioa 
lt�II"" 8aI D«isItI" We belie\1e that _ baw: a bcaCl'dIanc:e ofmalcinc tile .  decision, if_ bese it 011 mmcd n:scardt 

rather tbaD inIuitioa 

D«iriMI CMljltlertce Our <:clIIficIaIcc iD .aIo:iB& ..teetina cIecisiooas is increased as a result 01 __ ..ted researdI 

ltue.n:II Elf- WitboId -'cd researdI ->' of our dcc:isions would haw: bcc:a � cIifraaIl 
ActiMdIIiq The rauIIs of cu -'cet rese8rdI _ lnDslatcd into sipiticlllt practical actioa 
It ..... "" F.tw,e Use We make � IIIIt marlcet researda resuIII _ kept $0 IIIIt they _ avaiIabIc 10 !be orpaisaIion iD the 

future 

Il�II N.IHJ_ A 101 of our mateet marda is not Rally used 
DecU»" N."'Il�e Much of our lUdeet resan:Ia is not rdewnt 10 iIcc:isK.s 
Ullt:erlIIiItty IlMwtJH Uncertaillty assoc:iaIcd with IUdectinc activity is IJQIIy Rduced by mMlcd rescwdJ 
� Mtrid UlIMntudiq Wc often use mMlcet n:scardt 10 pia � ratbc:r tbt to aaak.c decisions 

F ___ We often I:OIIduct -.ket resean:h as a matter of fonnality 

Bllil4 K� Bee Wc often do market research simply to updale !be COIIIpIIIy bow\cd,e bue 
FIIIJI,e Usefidwss Market rescarda caIduc:ted for • specific decision is sddoa of � lISC 

Iternrcll r"",.".lIt:e No marketing decision would be made witbout formal m.ltet r� 



Appendix 2.7 

Variables Measuring Business Performance 



Variable Title Questionnaire statement from which variable derived 

Market Research Expenditure Market research expenditure 

Overall Performance Overall perfonnance 

Sales Growth Sales growth 

ROA Return on total assets 

ROS Return on total sales 

Number of Employees Number of Employees 



Appendix 2.8 

Variables Measuring Market Research Usefulness 



-

Variable Title Questionnaire statement from which variable derived 

Overall Usefulness Overall the project was very useful 

Provided Good Market Understanding The project gave us a good understanding of our market 

Indicated Clear Action After the research it was quite clear what action should be taken 

Value for Money The project was well worth the money spent 

Involvement 1 personally was involved in the project 



Appendix 2.9 

Sample Copy of the Questionnaire and Cover letter 



o MasseyUniversity 
COLlEGE OF BUSINESS 

23 March 2000 

Name 

Address 

Dear Mr / Ms 

Department of Marketing 
Private Bag 1 1  222, 
Palmerston North, 

New Zealand 

Telephone: 64 6 350 5593 
Facsimile: 64 6 350 2260 

The information you and my other informants have given me has been invaluable; 

I now have a clear picture of the pattern of market research activity in many kinds 

of New Zealand organisations. 

I am now starting the last stage of my PhD research. For this I need to try to 

assess just how useful the different kinds of research project have been, to 

different kinds of organisations. For this I would like to ask for your help again -

I hope for the last time. I enclose a short questionnaire, and I would be really 

grateful if you could complete it for me. 

The first part asks for information about how your organisation regards and uses 

research. It is your personal opinion that I need, not an official view. In the second 

part, I have asked for your opinions about a number of specific research projects. 

Te Kunenga ki Purehuroa 
Inception to Infinity: Massey University'S commitment to learning as a life-long journey 



I hate bothering you again, but this is a really vital part of my project. Please call 

or email me if you would like to ask any questions. When the analysis is complete 

- which I hope will be in about three months - I shall send you a summary of the 

results. 

Thank you again for your help. 

Yours sincerely, 

Ganesh Ragu 

Ganesh Ragu Marketing Department 

Phone: 06 350 5579 Fax: 06 350 2260 
Massey University Palmerston North 

Email: G.Raguragavan@massey.ac.nz 



Questionnaire 



Massey University 
DEPARTMENT OF MARKETING 

Market Research and Organisational Performance 
March 2000 

I would like you to think about the way that your organisation uses market research. Thinking about 
the market research activity of your organisation in the last few years how strongly would you agree 
or disagree with the following statements. 

Strongly Agree Neutral Disagr= Strongly 
Agree Disagree 

DI We sometimes do mari<et research even when the decision has D D D D D already been made 

D2 Business to business research is often done as much to maintain D D D D D relationships as to gather mart<eting information 

D3 Managers seem to use mart<et research to confirm their expectations D D D D D 

D4 Often. mart<et research results are not considered when making D D D 0 0 decisions for which they were initially requested 

OS Instinct and intuition are often combined with mari<et research when 0 0 0 0 0 making decisions 

D6 Market research results are often interpreted in such a way as to justify 0 D 0 0 0 decisions really made on the basis of instinct 

D7 Managers often slant mart<et research results when passing them on 0 D 0 0 0 

01 Market research is sometimes only taken into account to justify the 0 0 0 0 0 cost of having acquired it 

D9 Market research is mainly used to back up hunches D 0 0 0 0 

010 If market research information is dit'ficult to obtain. guesses are often 0 0 0 0 0 made instead 

Oil  Mari<et research is frequently used to support decisions made o n  other 0 0 0 0 0 grounds 

DI2 We regularly examine the factors that influence the buying decisions of D 0 D D 0 our customers 

DI3 We rarely use formal research procedures to gather customer 0 0 0 0 0 information 

014 We systematically measure customer satisfaction 0 0 0 0 0 

DIS Customer information is poorly integrated in our mari<eting planning 0 0 0 0 0 activities 

016 Market research is usually used to generate new ideas 0 0 0 D 0 
017 We systematically process and analyse information about competitors D D 0 0 0 

D J 8  Top management frequently emphasises that our survival depends on D D 0 D 0 adapting to market trends 

DJ9 Top management is willing to allocate resources for market research D 0 0 0 0 
020 Top management decides what market research is to be done D 0 0 0 0 
02 1  Our company strategies are firmly based o n  mari<et research 0 0 0 0 0 
022 Market research is usually used to screen new ideas and test concepts D D 0 D 0 



Strongly AgJee Neutral Disagee Strongly 
Agree Disagree 

MI We carry out market research when there is a specific decision to be 0 0 0 0 0 made 

M2 Our main use of market research is to make a specific decision 0 0 0 0 0 
M3 We believe that we have a better chance of making the right decision, 0 0 0 0 0 if we base it on market research rather than intuition 

M4 Our confidence in making marketing decisions is increased as a result 0 0 0 0 0 of our market research 

MS Without market research many of our decisions would have been very 0 0 0 0 0 different 

M6 The results of our market research are translated into significant 0 0 0 0 0 practical action 

M7 We make sure that market research results are kept so that they are 0 0 0 0 0 available to the organisation in the future 

MS A lot of our market research is not really used 0 0 0 0 IEi1 
M9 Much of our market research is not relevant to decisions 0 0 0 0 0 
MIO Uncertainty associated with marketing activity is greatly reduced by 0 0 0 0 0 market research 

M I l  We often use market research t o  gain understanding rather than to 0 0 0 0 0 make decisions 

MI2 We often conduct market research as a matter of formality 0 0 0 0 0 
M13 We often do market research simply to update the company 0 0 0 0 D1 knowtedge base 

MI4 Market research conducted for a specific decision is seldom of further 0 0 0 0 0 use 

MI5 No marketing decision would be made without fonnal market research 0 0 0 0 0 

In comparison to competitive organisations how would you rate your own organisation on 
the following dimensions. 

Much Higher' AboIIt the Lower Much 
JIicber s- Lower 

01 Market research expenditure 0 0 0 0 0 
02 Overall performance 0 D 0 0 0 
03 Sales growth 0 D 0 0 0 
04 Return on total assets D 0 0 0 0 
05 Return on total sales D 0 0 0 0 
06 Number of employees D 0 0 0 0 



Part 11 

Now I would like you to think about some specific projects that your organisation has 
commissioned recently. For each of the fol lowing projects please indicate how you would rate 
the project. 

For the project identified as ----------------------------------------------------------------

-----------------------------------------------------------------------------------------------------------

Slrollg.ly Agree Neutral Disagree Strongly 
Agree Disagree 

PI Overall the project was very useful D D D D 0 
P2 The project gave us a good understanding of our maritet D D D 0 0 
P3 After the research it was quite clear what action should be D D D D D taken 

P4 The project was well worth the money spent D D D D D 
PS I personally was involved in the project D D D D 0 

For the project identified as ----------------------------- - -- --------

-------------------------------------------------------------------- ------ ------

stronclY Agree Neutral Disagree Strongly 
Agree Disagree 

PI Overall the project was very useful 0 D D 0 D 
P2 The project gave us a good understanding of our maritet D D D 0 D 
P3 After the research it was quite clear what action should be D D D 0 D taken 

P4 The project was well worth the money spent D D D D D 
P5 I personally was involved in the project 0 D D D D 
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Frequency Tables 

PRIOR 
RELATIONS EXPECTATI INTUITIVE 

POST-DECIS HIP ON RESEARCH INTUITION & DECISION 
ION MAINTENAN CONFIRMATI NON-UTI LIS INSTINCTIVE JUSTIFICATI 

RESEARCH CE ON ATION INPUT ON 

% % % % % % 
STRONGLY DISAGREE 8.8% 8.8% 2.9% 1 1 .8% 2.9% 
DISAGREE 41 .2% 44.1% 26.5% 47. 1% 5.9% 29.4% 
NEUTRAl 5.9% 35.3% 38.2% 2.9% 14.7% 29.4% 
AGREE 41.2% 1 1 .8% 29.4% 35.3% 55.9% 32.4% 
STRONGLY AGREE 2.9% 2.9% 2.9% 23.5% 5.9% 

PRIOR 
'OTHER 

GROUNDS' SOURCE OF 
SLANT COST DECISION CUSTOMER CUSTOMER 

RESEARCH JUSTIFICATI BACKUP USE OF JUSTIFtcATI KNOWLEDG INFORMATIO 
RESULTS ON HUNCHES GUESSES ON E PROCESS N 

% % % % % % % 
STRONGLY DISAGREE 5.9% 20.6% 5.9% 2.9% 2.9% 
DISAGREE 38.2% 55.9% 58.8% 23.5% 32.4% 1 7.6% 23.5% 
NEUTRAl 1 1 .8% 5.9% 1 7.6% 23.5% 26.5% 14.7% 5.9% 
AGREE 41 .2% 1 7.6% 23.5% 382% 38.2% 52.9% 29.4% 
STRONGLY AGREE 2.9% 8.8% 1 1 .8% 41.2% 

CUSTOMER NON-RESPO 
SATISFAcn NSIVENESS COMPETITO TOP TOP TOP 

ON TO IDEA R MANAGEME MANAGEME MANAGEME 
MEASUREM INFORMATIO GENERATIO KNOWLEDG NT NT NT 

ENT N N E PROCESS EMPHASIS SUPPORT CONTROL 

% % % % % % % 
STRONGL" DISAGREE 2.9% 8.8% 8.8% 
DISAGRE E  23.5% 61 .8% 52.9% 38.2% 1 1 .8% 2.9% 41 .2% 
NEUTRAL 14.7% 8.8% 32.4% 1 4.7% 14.7% 14.7% 17.6% 
AGREE 26.5% 20.6% 14.7% 38.2% SO.O% 58.8% 32.4% 
STRONGL" AGREE 32.4% 8.8% 23.5% 23.5% 

RESPONSE 
IMPLEMENT CONCEPT 

ATION TESTING 

% % 
STRONGLY DISAGREE 2.9% 2.9% 
DISAGREE 23.5% 14.7% 
NEUTRAL 32.4% 20.6% 
AGREE 29.4% 47.1 % 
STRONGLY AGREE 1 1 .8% 14.7% 
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RESEARCH UTILISATION 
FOR FOR RESEARCH DECISION 

SPECIFIC SPECIFIC FOR BEST CONFIDENC USEFULNES ACTIONABILI 
DECISION DECISION DECISION E S TY 

% % % % % % 

STRONGLY DISAGREE 2.9% 

DISAGREE 1 4.7% 32.4% 2.9% 8.8% 1 4.7% 

NEUTRAL 26.5% 41 .2% 20.6% 8.8% 29.4% 26.5% 

AGREE 55.9% 23.5% 61 .8% 79.4% 41 .2% SO.O% 

STRONGLY AGREE 2.9% 2.9% 1 4.7% 1 1 .8% 17.6% 8.8% 

RETENTION GAINING 
FOR DECISION UNCERTAIN MARKET 

FUTURE RESEARCH NON-RELEV TY UNDERSTA BUILD 
USE USE ANCE REDUCTION NDlNG FORMALITY DATABASE 

% % % % % % % 

S TRONGL Y DISAGREE 8.8% 1 4.7% 1 1 .8% 1 1 .8% 

DISAGREE 1 4.7% 47.1% 58.8% 1 4.7% 23.5% SO.O% 41.2% 

NEUTRAL 1 7.6% 1 4.7% 23.5% 14.7% 23.5% 23.5% 

AGREE 44.1 %  23.5% 8.8% 52.9% 52.9% 1 4.7% 23.5% 

STRONGLY AGREE 41 .2% 2.9% 2.9% 8.8% 8.8% 

FUTURE RESEARCH 
USEFULNES IMPORTANC 

S E 

% % 
STRONGLY DISAGREE 1 7.6% 
DISAGREE 41 .2% 23.5% 
NEUTRAL 29.4% 5.9% 
AGREE 8.8% 29.4% 
STRONGLY AGREE 2.9% 41 .2% 
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'roximities 

case Processing Summary-,b 

Cases 
Valid Missina Total 

N I Percent N I Percent N I Percent 
34 1 91.9 3 8.1 37 1 00.0 

a. Squared Euclidean Distance used 
b. Ward linkage 

:I uster 

'\lard Linkage 

Agglomeration Schedule 

Cluster Combined stage Cluster First �rs 
SLage Cluster 1 Cluster 2 Coefficients Cluster 1 Cluster 2 Next StBge 
, 13 37 .000 0 0 33 
2 25 26 6.500 0 0 5 
3 31 34 18.000 0 0 18 
4 3 9 29.500 0 0 20 
5 19 25 41.667 0 2 1 1  
6 23 24 55. 167 0 0 16 
7 21 28 71 .1 61 0 0 9 
8 2 16 88.167 0 0 12 
9 12 21  106.167 0 7 31 
10 30 36 124.667 0 0 1 9  
1 1  5 19 143.250 0 5 14 
1 2  2 15 162.917 11 0 1 9  
1 3  6 7 182.917 0 0 26 
14 5 18 203.667 1 1  0 25 
15 22 27 224.667 0 0 25 
16 23 32 246.500 6 0 30 
17 1 1 1  269.500 0 0 22 
18 31 35 293.333 3 0 24 
19 2 30 321.367 12 10 24 
20 3 10 349.867 4 0 26 
21 1 7  33 378.867 0 0 29 
22 1 20 401.861 17 0 30 
23 4 11 437.361 0 0 27 
24 2 31 470.333 19 1 8  27 
25 5 22 508.190 14 15 28 
26 3 6 546. 190 20 1 3  32 
27 2 4 584.690 24 23 35 
28 5 29 623.833 25 0 33 
29 14 1 7  564.833 0 21 31 
30 1 23 706.333 22 16 32 
3 1 12 14 755.500 9 29 34 
32 1 3 812.667 30 26 35 
33 5 1 3  884.267 211 1 34 
34 5 12 958.438 33 31 36 
35 1 2 1095.509 32 27 36 
36 1 5 1491 .784 35 34 0 
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)endrogram 

* * * * * H I E  R A R C  H I e  A L e L U S T E R A N A L Y 5 I S * * * • • * 

)endrogram using Ward Method 

Rescaled Distance Cluster Combine 

C A  5 E o 5 1 0  1 5  2 0  2 5  
Labe l Num +---------+---------+---------+---------+---------+ 

H I D  3 2  

H I S  3 7  

0 1 6  1 6  

M13 35 

0 1 9  1 9  

0 1 5  1 5  

0 1 8  1 8  

020 20 

HB 30 

M7 2 9  

021 2 1  

M9 3 1  

D12 1 2  

- 017 1"1 
H l l  3 3  

014 14 

011 1 1  

08 8 

D7 1 
M12 34 

09 9 

06 6 

H 1 4  3 6  

02 2 
M3 25 

05 5 

MS 21 

M6 2 8  

0 3  3 

M4 2 6  

010 1 0  

MI 2 3  

M2 24 

013 1 3  

0 1  1 
04 4 

022 22 
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Proximities 

Case Processing Summarya,b 

Valid 
N I Percent 

34 94.4 

a. Squared Eudidean Distance used 
b. Ward linkage 

Cl uster 

Ward Linkage 

Cases 
Missing 

N I Percent 
2 I 5.6 

Total 
N I Percent 

36 1  100.0 

Agglomeration Schedule 

Cluster CombIned S� Cluster First ADoears 
�e Cluster 1 Cluster 2 CoefIicients Cluster 1 Cluster 2 
1 19 28 .000 0 0 
2 23 25 .000 0 0 
3 9 16 . 000 0 0 
.. 3 10 .000 0 0 
5 4 27 11 .000 0 0 
6 4 31 25.333 5 0 
7 7 32 "0.333 0 0 
8 1 30 55.833 0 0 
9 12 1 5  71.833 0 0 
10 5 13 87.833 0 0 
1 1  1 9  26 105.833 1 0 
12 12 14 1 23.833 9 0 
1 3  22 34 142.833 0 0 
1 .. 7 1 1  162.500 7 0 
1 5  2 4 185.167 0 6 
1 6  8 19 208.667 0 1 1  
1 7  7 18 232.500 14 0 
18 22 33 258.833 13 0 
1 9  2 0  . 23 285.500 0 2 
20 2 21 314.300 15 0 
21 6 29 346.300 0 0 
22 5 1 2  382.300 10 1 2  
23 2 7 418.333 20 17 
24 1 22 461.100 8 18 
25 20 24 503.933 1 9  0 
26 1 9 549.762 24 3 
27 2 17 596.129 23 0 
28 3 8 644.962 4 16 
29 2 5 693.929 27 22 
30 2 6 753.615 29 21 
3 1  3 20 820.581 28 25 
32 1 2 948.592 26 30 
33 1 3 1101 .618 32 31 

Next Stage 
.1 1 
19 
26 
28 

6 '  
1 5  
1 4  
24 
1 2  
22 
1 6  
2 2  
18 
17 
20 
28 
23 
2 .. 
25 
23 
30 
29 
27 
26 
31 
32 
29 
31 
30 
32 
33 
33 

0 
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Dendrogram 
* • • * * * H I E  R A R C  H I C A L C L U S T E R A N A L Y S I S * • * • * * 

Dendrogram using Ward Method 

Rescaled Dis tance Cluster Combine 

C A S E o 5 10  15  20 25 
Label. NIll1I +----- - - - - + - --------+---------+---------+---------+ 

32 
11  
26 

5 
3 

10 
23 
25 
20 
24 

9 
1 6  

4 
27 
31  

1 
13 
22 
34 
33 
14  

6 
29 

8 
30 
12 
15 
28 
19 
18 

2 
21 

7 
17 
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Appendix 3.4 

Comparison of Results Subjective and Objective Classification 
Procedures 



Q-Type Factor Analysis 

Communalities 

Extraction 
C1 .204 
C2 .386 
C3 .819 
C4 .495 
C5 .734 
C6 .238 
C7 .653 
C8 .671 
C9 .785 
C10 .819 
C 1 1  .498 
C12 .395 
Ci3 .429 
C14 .400 
C15 .417 
Ci6 .785 
C17 .490 
C18 .515 
C 1 9  .820 
C20 .796 
C21 .414 
C22 .499 
C23 .635 
C24 .423 
C25 .635 
C26 .661 
C27 .404 
C28 .820 
C29 .261 
C30 . 174 
C31 .363 
C32 .491 
C33 .203 
C34 .658 

Extraction Method: Principal CompoMnt Analysis. 
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Total Variance Explained 

Initial Eiaenvalues Extraction Sums of SQuared Loadinos Rotation Sums of SQuared loadings 

Compone % of Cumulative % of Cumulative % of  Cumulative 
nt Total Variance % Total Variance % Total Variance % 
1 1 1 .260 33. 1 19 33. 1 19  1 1 .260 33. 1 19 33.119 10.334 30.393 30.393 
2 7.917 23.286 56.405 7.917 23.286 56.405 8.712 25.623 56.016 
3 2.518 7.407 63.812 2.518 7.407 63.812 2.651 7.796 63.812 
4 2. 157 6.343 70.155 
5 1.628 4.788 74.943 
6 1 .320 3.882 78.825 
7 1 .248 3.670 82.495 
8 1 .059 3.115 85.610 
9 .850 2.499 88.109 
10 .764 2.248 90.357 
1 1  .615 1 .807 92.164 
12 .563 1 .656 93.820 
13 .454 1 .336 95.156 
14 .346 1.017 96.173 
15 .306 .900 97.073 
16 .234 .688 97.762 
17 .205 .602 98.364 
18 . 167 .491 98.855 
19 . 133 .392 99.247 
20 . 1 14 .337 99.583 
21 8.264E-()2 .243 99.827 
22 3.241 E-02 9.533E-02 99.922 
23 2.657E-02 7.814E-02 100.000 
24 1 .697E-15  4.992E-15 100.000 
25 3.343E-16 9.833E-16 100.000 
26 2.639E-16 7.763E-1 6. 100.000 
27 1 .1 55E-16 3.397E-16 100.000 
28 1 .107E-16 3.256E-16 100.000 
29 1.074E-16 3.159E-16 100.000 
30 6.670E-1 7  1 .962E-16 100.000 
31 2.471E-17 7.268E-17 100.000 
32 1.4ooE-17 4.1 18E-17 100.000 
33 -1 .307E-16 -3.844E-16 100.000 
34 .... 7f�f 5  -1.385E-14 100.000 

Extraction Method: Principal Component Analysis. 
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Component Matrixi' 

Comoonent 
1 2 3 

--c20 .891 
C10 .839 -.332 
C3 .839 -.332 
C5 .822 
C25 .789 
C23 .789 
C26 .n3 
C8 .730 -.312 
C28 .708 -.325 -.462 
C19 .708 -.325 -.462 
C7 .702 -.397 
C4 .692 
C32 .685 
C11 .651 
C13 .623 
C24 .615 
C17 .604 
C15 .599 
C31 .582 
C27 .573 
C21 .571 
C18 .550 .367 
C14 . 543 .322 
C12 .486 .334 
C2 .481 .375 
C6 .355 .318 
C30 
C16 .833 
C9 .833 
C22 .386 .571 
C33 .421 
C1 .301 
C34 .495 .592 
C29 . .q4 

Extraction Method: Principal Component Analysis. 

B. 3 components extracted. 
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C3 
C5 
C8. 
C26 
C2D 
C32 
C21 
C25 
C24 
C7 
C19 
C3D 
C17 
C31 
C2 
C6 
C28 
C4 
C12 
C29 
C 1 5  
C27 
C22 
C1 
C16 
C9 
C34 
C18 
C14 
C13 

Rotated Component MatriX-

.403 

.325 

.369 

.479 

.390 

.491 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

Component Transfonnation Matrix 

Component 1 2 
1 .774 .577 
2 -.237 -.1 1 5  
3 -.587 .808 

Extraction Method: Principal Component ANIIysis. 
Rotation Method: Varimax with Kaiser Normalization. 

.388 

.515 

3 
.259 
.965 

- 047 
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Type of Companies Classification ofComoanies b 
Cluster Solution Proportion of Decision Q-Type Factor Solution 

Research 

C 32 C 3 C 23 

C I l C 5 C 1 1  

C 26 C 1 0  C 1 0  

C 5 C I l C 3 

C 3 C I S  C 5 

HIGH C I O C 20 C 8 

C 23 C 2 1 C 26 

C 25 C 23 C 20 

C 20 C 24 C 32 

C 24 C 25 C 21 

C 32 C 25 

C 34 

C 6 C 2 C 7 

C 29 C 4 C 1 9  

C 8 C 6 C 30 

C 30 C 7 C 1 7  

C 1 2  C 8 C 3 1 

MODERATE C I S  C 1 2  C 2 

C 28 C 1 7 C 6 

C 1 9  C 1 8  C 28 

C 1 8  C 26 C 4 

C 2 C 30 C 1 2  

C 2 1 C 3 1 C 29 

C 7 C I S  

C 1 7  

C 9 C I C 27 

C 16 C 9 C 22 

C 4 C 13 C I 

C 27 C 14 C 1 6  

C 3 1 C 16 C 9 

LOW C I C 19 C 34 

C 13 C 22 C 1 8  

C 22 C 27 C 14 

C 34 C 28 C 13 

C 33 C 29 C 33 

r. 14 r." 
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Means 

PROVIDED GOOD 
LEVEL OF OVERALL MARKET INDICATED CLEAR VALUE FOR 
INVOLVEMENT USEFULNESS UNDERSTANDING ACTION MONEY 

"""HJGfI Mean 4. 16 3.93 4.07 4.03 
N 300 300 300 300 
Std. Deviation .72 .85 .88 .86 

MODERATE Mean 3.57 3.75 3.30 3.35 
N 69 69 69 69 
Std. Deviation .70 .65 .88 .76 

lOW Mean 3.61 3.56 3.46 3.37 
N 406 406 406 406 
Std. Deviation .74 .87 .88 .82 

Total Mean 3.82 3.72 3.68 3.63 
N 775 775 775 775 
Std. Deviation .78 . 86  .93 89 

ANOVA 

Sum of Mean 
Squares df � F �. OVERALL ........ Uetween uroups 58.448 2 29.224 55.175 .000 

Within Groups 408.899 m .530 
Total 467.347 774 

PROVIDED GOOD MARKET Between Groups 23.497 2 11 .748 16.541 .000 
UNDERSTANDING Within Groups 548.302 772 .710 

Total 571.799 774 
INDICATED CLEAR ACTION Between Groups 74.576 2 37.288 48. 133 .000 

Within Groups 598.064 772 .775 
Total 6n.640 774 

VALUE FOR MONEY Between Groups 80.819 2 40.409 58.594 .000 
Within Groups 532.412 772 .690 
Total 613.231 774 

Means 

PROVIDED GOOD 
OVERAll MARKET INDICATED VAlUE FOR 

PROJECT TYPE USEFULNESS UNDERSTANDING ClEAR ACTION MONEY 
Mean 4.07 3.23 4. 1 1  3.93 

RESEARCH N 192 192 192 192 
Std. Deviation .54 .82 .60 .54 

BACKGROUND Mean 3.28 3.83 2.98 2.99 
RESEARCH N 283 283 283 283 

Std. DeWItion .67 .77 .74 .74 
Total Mean 3.60 3.59 3.44 3.37 

N 475 475 475 475 
Std. Deviation 73 .84 M.. 81 

AHOVA 

Sum of Mean 
Squares df �re F Sig. 

�L USEF Between Groups 70.495 1 70.495 181.707 .000 
Within Groups 183.505 473 .388 
Total 254.000 474 

PROVIDED GOOD MARKET B� Groups 40.636 1 40.636 64.866 .000 
UNDERSTA.NDING Within Groups 296.312 473 .626 

Total 336.947 474 
INDICATED CLEAR ACTION Between Groups 146.216 1 146.216 310.725 .000 

WIthin Groups 222.576 473 .471 
Total 368.792 474 

VAlUE FOR MONEY Between Groups 99.822 1 99.822 225.952 .000 
Within Groups 208.965 473 .442 
Total 308.787 474 
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Crosstab 

PROJECT TYPE 
DECISION BACKGROUND 

RESEARCH RESEARCH Total 
INVOL Vt:Mt:N r �I .'" , .... .. ' COUnt 1 35 205 340 

DISAGREE % within INVOLVEMENT 39.7% 60.3% 100.0% 

% within PROJECT TYPE 39.5% 47.3% 43.9% 

% of Total 17.4% 26.5% 43.9% 

DISAGREE Count 42 34 76 

% within INVOLVEMENT 55.3% «.7% 1 00.0% 

% wi1hin PROJECT TYPE 12.3% 7.9% 9.8% 

% of Totat 5.4% ·H% 9.8% 

NEUTRAL Count 35 51 86 

% within INVOlVEMENT 40.7% 59.3% 100.0% 

% within PROJECT TYPE 10.2% 1 1 .8% 1 1 . 1 %  

% of Total 4.5% 6.6% 1 1 . 1 %  

AGREE Count 77 88 1 65 

% within INVOLVEMENT 46.7% 53.3% 100.0% 

% within PROJECT TYPE 22.5% 20.3% 2 1.3% 

% of Total 9.9% 1 1 .4% 2 1 .3% 

STRONGLY Count 53 55 108 
AGREE % within INVOlVEMENT 49. 1% 50.9% 1 00.0% 

% within PROJECT TYPE 1 5.5% 12.7% 1 3.9% 

% of Total 6.8% 7. 1 %  1 3.9% 

Total Count 342 433 775 

% within INVOlVEMENT 44. 1% 55.9% 100.0% 

% within PROJECT TYPE 100.0% 100.0% 100.0% 

% ofToIaI «.1% 55.9% 1 00.J!%. 

C hi-Square Test 

Test Statistics 

INVOLVEMENT 
Chi_�uare".D 306.684 
df 4 

Asvrno. Sic. on 
a. 0 cells (.0%) have expected frequencies less tIlIrI 5. The minimum expected eel frequency is 1 93.8. 

b. 0 cells (.0%) have expeded frequencies less than 5. The minimum expected eel fI'equenty is 1 55.0. 

Mean 

PROJECT TYPE INVOLVEMENT 
0 R " Mean 2.60 

N 316 

Std. Deviation 1 .60 

BACKGROUND RESEARCH Mean 2.39 

N 416 

Std. Deviation 1 .55 

Total Mean 2.48 

N 732 
Std. Deviation 1 .57 

ANOVA 

Sum of Mean 
Squares df � F Sig. 

INVOLVEMENT Between GrOupS 8. 1 1 7  1 8.1 17 3.294 .070 

VIIithin Groups 1798.686 730 2.464 

Total 1806.803 731 

Page 2 



Appendix 4.2 



Crosstab 

PROJECT TYPE 
DECISION BACKGROUND 

RESEARCH RESEARCH Total 
OVERAlL Gount 2 32 34 
USEFULNESS % within OVERALL 

USEFULNESS 5.9% 94.1 %  100.0% 

% within PROJECT TYPE .6% 7.4% 4.4% 
% of Total .3% 4.1% 4.4% 

NEUTRAl Count 23 192 215 
% within OVERALL 

10.7% 89.3% 1 00.0% USEFULNESS 
% within PROJECT TYPE 6.7% 44.3% 27.7% 
% of Tatal 3.0% 24.8% 27.7% 

AGREE Count 212 172 3804 
% within OVERAlL 55.2% 44.8% 100.0% USEFULNESS 
% within PROJECT TYPE 62.0% 39.7% 49.5% 
% of Total 27.4% 22.2% 49.5% 

STRONGLY AGREE Count 105 37 142 
% within OVERALL 

73.9% 26.1 %  100.0% USEFULNESS 
% within PROJECT TYPE 30.7% 8.5% 18.3% 
% of Total 13.5% 4.8% 18.3% 

Total Count 342 433 775 
% within OVERAlL 44.1% 55.9% 100.0% USEFULNESS 
% within PROJECT TYPE 100.0% 100.0% 100.0% 
% ot Total 44.1,"- � 100.0% 

Crosstab 

PROJECT TYPE 
DECISION BACKGROUND 

RESEARCH RESEARCH Total ���LJGOOD g:sAGREE Count 2 1 3 

UNDERSTANDING % within PROVIDED GOOD 66.7% 33.3% 100.0% MARKET UNDERSTANDING 
% within PROJECT TYPE .6% .2% .4% 
% of ToCaI .3% .1% .4% 

DISAGREE Count 48 21 69 
% within PROVIDED GOOD 69.6% 30.4% 100.0% MMKET UNDERSTANDING 
% within PROJECT TYPE 14.0% 4.8% 8.9% 
% of Total 6.2% 2.7% 8.9% 

NEUTRAL Count 119 80 199 

% within PROVIDED GOOD 
59.8% 40.2% 100.0% MARKET UNDERSTANDING 

% within PROJECT TYPE 34.8% 18.5% 25.7% 
% of Total 15.4% 10.3% 25.7% 

AGREE Count 152 222 374 

% within PROVIDED GOOD 40.6% 59.4% 100.0% MARKET UNDERSTANDING 
% within PROJECT TYPE 44.4% 51 .3% 411.3% 
% ot ToCaI 19.6% 28.6% 48.3% 

STRONGLY Count 21 109 130 
AGREE 

% within PROVIDED GOOD 
MARKET UNDERSTANDING 16.2% 83.8% 100.0% 

% within PROJECT TYPE 6.1% 25.2% 16.8% 
% of Total 2.7% 14.1% 16.8% 

Total Count 342 433 775 

% within PROVIDED GOOD 44.1% 55.9% 100.0% MARKET UNDERSTANDING 
% within PROJECT TYPE 100.0% 100.0% 100.0% 
% of Tetal 44.1% 55.9% 100.0% 
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Crosstab 

PROJECT TYPE 
DECISION BACKGROUND 

RESEARCH RESEARCH Total 
�L�ltoU ':>1 �VI'IULY count 2 2 

% within INDICATED CLEAR ACTION ACTION 100.0% 100.0% 

% within PROJECT TYPE .5% .3% 
% of Total .3% .3% 

DISAGREE Count 87 87 
% within INDICATED CLEAR 100.0% 1 00.0% ACTION 
% within PROJECT TYPE 20.1% 1 1 .2% 
% of Total 1 1 .2% 1 1 .2% 

NEUTRAL Count 31 196 227 
% within INDICATED CLEAR 13.7% 86.3% 1 00.0% ACTION 
% within PROJECT TYPE 9.1% 45.3% 29.3% 
% of Total 4.0% 25.3% 29.3% 

AGREE Count 186 114  300 
% within INDICATED CLEAR 62.0% 38.0% 100.0% ACTION 
% within PROJECT TYPE 54.4% 26.3% 38.7% 
% of Total 24.0% 14.7% 38.7% 

STRONGLY AGREE Count 125 34 159 
% within INDICATED CLEAR 78.6% 21 .4% 100.0% ACTION 
% within PROJECT TYPE 36.5% 7.9% 20.5% 
% of Total 16.1% 4.4% 20.5% 

Total Count 342 433 n5 
% within INDICATED CLEAR 

44.1% 55.9% 100.0% ACTION 
% within PROJECT TYPE 100.0% 1 00.0% 100.0% 
% of Total 44.1% 55.9% _100.0% 

Crosstab 

PROJECT TYPE 
DECISION BACKGROUND 

RESEARCH RESEARCH Total 

��UE �IKVNbLY Count 7 7 
% within VALUE FOR MONEY 100.0% 100.0% MONEY 
% within PROJECT TYPE 1 .6% .9% 
% of Total .9% .9% 

DISAGREE Count 76 76 
% within VAlUE FOR MONEY 100.0% 100.0% 
% within PROJECT TYPE 17.6% 9.8% 
% of Total 9.8% 9.8% 

NEUTRAl Count 38 197 235 
% within VAlUE FOR MONEY 16.2% 83.8% 100.0% 
% within PROJECT TYPE 1 1. 1% 45.5% 30.3% 
% of Total ".9% 25."% 30.3% . 

AGREE Count 222 1 16 338 
% within VAlUE FOR MONEY 65.7% M.3% 100.0% 
% within PROJECT TYPE 64.9% 26.8% "3.6% 
% of Total 28.6% 15.0% 43.6% 

STRONGLY AGREE Count 82 37 1 19 
% within VAlUE FOR MONEY 68.9% 31.1% 100.0% 
% within PROJECT TYPE 24.0% 8.5% 15.4% 
% of TcMaI 10.6% 4.8% 15.4% 

Total Count 342 433 n5 
% within VAlUE FOR MONEY 44.1% 55.9% 100.0% 
% within PROJECT TYPE 100.0% 100.0% 100.0% 
% of Total 44. 1% 55.9% 100 0% 

:hi-Square Test 
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Test Statistics 

PROVIDED GOOD 
OVERALL MARKET INDICATED VALUE FOR 

USEFULNESS UNDERSTANDING CLEAR ACTION MONEY 
Chi-Square"ou 334.683 522.723 350.052 .... 7.290 
df 3 <4 <4 <4 
AsVlTlP. Sig. .000 .000 .000 .000 

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 1 93.8. 

b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 1 55.0. 

Mean 

PROVIDED GOOD INDICATED 
OVERALL MARKET CLEAR VAlUE FOR 

PROJECT TYPE USEFULNESS UNDERSTANDING ACTION MONEY 

REseARcH Mean <4.21 3.<40 <4.25 4.12 
N 316 316 316 316 
Std. Deviation .59 .83 .62 .58 

BACKGROUND Mean 3.<47 3.9<4 3.19 3. 19 
RESEARCH N <416 <416 <416 416 

Std. Deviation .75 .81 .87 .87 
Total Mean 3.79 3.70 3.65 3.59 

N 732 732 732 732 
Std. DeYiation .78 .86 .R .89 

AHOVA 

Suln of  Mean 
_�res df SQuare F ...§ig. 

� '�''''''''L �Groups 97.732 1 97.732 208.689 .000 
WiIhin Groups 341.869 730 .<4611 
Total <439.601 731 

PROVIDED GOOD MARKET � Groups 52. 128 1 52. 128 n.957 .000 
UNDERSTANDING Within Groups 488.1 34  730 .669 

Total 5<40.262 731 
INDICATED CLEAR ACTION Between Groups 203.944 1 203.944 345.329 .000 

Within Groups 431.122 730 .591 
Total 635.066 731 

VALUe FOR MONEY Between Groups 152.787 1 1 52.787 264.365 .000 
Within Groups 421.896 730 .578 
Total 574.683 731 

Page 3 



Appendix 4.3 



Multivariate Tests b 

Eta 
Effect Value F H�hesis df Error df Sig. Squared 
Intercept P�lal s Trace .975 7529.059" 4.000 770.000 .000 .975 

Wilks' lambda .025 7529.059" 4.000 770.000 .000 .975 
Hotelling's Trace 39. 1 12 7529.059" 4.000 770.000 .000 .975 
Roy's largest Root 39. 1 12  7529.059" 4.000 770.000 .000 .975 

PROTYPE p�lars Trace .462 165.218- 4.000 770.000 .000 .462 
. Wilks' Lambda .538 165.218· 4.000 770.000 .000 .462 
Hotelling's Trace .858 165.218· 4.000 770.000 .000 .462 
Roy's Largest Root .858 165.21 88 4.000 770 000 .000 .462 

a. Exact statistic 

b. Design: Intercept+PROTYPE 

Tests of Between-Subjects Effects 

Eta 
Type III Sum of Mean Square 

Source Dependent Variable . SQuares df Square F � d 
Corrected . U:stot-ULNto:sS 102.901· 1 102.901 218.256 .000 .220 
Model PROVIDED GOOD MARKET 57.349b 

UNDERSTANDING 1 57.349 1Ml.171 .000 . 1 00  

INDICATED CLEAR ACTION 216.601c 1 216.601 367. 145 .000 .322 
VALUE FOR MONEY 153.986d 1 153.9IMl 259.190 .000 .251 

In� OVERALL USEFULNESS 1 1394.762 1 1 1 394.762 24168.597 .000 .969 
PROVIDED GOOD MARKET 10402.061 1 1 0402.061 15629.892 .000 .953 UNDERSTANDING 
INDICATED CLEAR ACTION 10705.272 1 1 0705.272 1 8145.761 .000 .959 
VALUE FOR MONEY 10349.537 1 1 0349.537 17420.334 .000 .958 

PROTYPE OVERAlL USEFULNESS 102.901 1 102.901 218.256 .000 .220 
PROVIDED GOOD MARKET 

57.349 1 57.349 1Ml.171 .000 . 1 00  UNDERSTANDING 
INDICATED CLEAR ACTION 216.601 1 216.601 367.145 .000 .322 
VALUE FOR MONEY 153.986 1 153.9IMl 259.190 .000 :251 

Error OVERAll USEFULNESS 364.446 773 .471 
PROVIDED GOOD MARKET 514."50 773 .666 UNDERSTANDING 
INDICATED CLEAR ACTION 456.039 773 .590 
VALUE FOR MONEY 459.244 773 .594 

Total OVERALl USEFULNESS 1 1765.000 775 
PROVIDED GOOD MARKET 1 1304.000 775 UNDERSTANDING 
INDICATED CLEAR ACTION 1 1 168.000 775 
VALUE FOR MONEY 10809.000 775 

Corrected OVERAlL USEFULNESS 467.347 774 
Total PROVIDED GOOD MARKET 

UNDERSTANDING 571.799 774 

INDICATED CLEAR ACTION 672.640 774 
VALUE FOR MONEY 613 231 774 

a. R Squared = .220 (Adjusted R Squared = .219) 
b. R Squared = .100 (Adjusted R Squared = .099) 
c. R Squared = .322 (Adjusted R Squared = .321) 

d. R Squared = .251 (Adjusted R Squared = .250) 
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Correlations 

PROVIDED GOOD 
OVERAlL MARKET INDICATED 

USEFULNESS UNDERSTANDING CLEAR ACTION 
.:wE:�Al� Pearson correlation 
USEFULNESS Sig. (2-tailed) 

N 
PROVIDED GOOD Pearson Correlation 
MARKET Sig. (2-tailed) 
UNDERSTANDING 

N 
INDICATED CLEAR Pearson Conelation 
ACTION Sig. (2-tailed) 

N 

VALUE FOR MONEY Pearson ConeIation 
Sig. (2-tailed) 
N 
Pearson Correlation -

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (Nailed). 

T-Test 

Mean 
PH 1 nVFRA '_lJSE�lJ':NESS 

- PROVIDED GOOD 
8.<47E..{l2 MARKET 

UNDERSTANDING 
Pai,. 2 OVERAll USEFULNESS 

- INDICATED CLEAR .1<4 
ACTION 

Paif' 3 OVERAll USEFULNESS .20 - VAlUE FOR MONEY 

Mean 
Pair 1 ��DGOOD 

UNDERSTANDING - 5.7<4E..{l2 
INDICATED ClEAR 
ACTION 

Pair 2 PROVIDED GOOD 
MARKET 

. 1 1  UNDERSTANDING -
VAlUE FOR MONEY 

Pair 3 INDICATED ClEAR 
ACTION - VAlUE FOR 5.46E-02 
MONEY 

1.000 

732 
.169-

.000 

732 

.78S-

.000 

732 

.79s-

.000 
732 

.. 

PaiNd Samples Test 

P8ired Di1fenInces 

StI. Std. Error 
0eviMi0n Mean 

1.06 3.90E..{l2 

.58 2.1<4E..{l2 

.5<4 1.99E..{l2 

Paired s.tples Test 

P8ired �1C8S 

Std. 
DeWItio Std. Error 

n Mean 

1 .2<4 4.60E-02 

1.18 4.38E-02 

.60 2.23E-02 

.169- .78S-

.000 .000 
732 732 

1.000 .037 

.3.13 

732 732 

.037 1 .000 

.313 

732 732 

.081* .781-

.029 .000 
732 732 

.. 

95% Confidence 
InIefVaI of the 

Oitference 
Lower � t 

8.09E-03 . 16 2.171 

.10 .18 6.637 

.16 .2<4 9.891 

95% Confidence 
Interval of the 

Difference 
L� Upper t 

-3.29E-02 . 1 5  1.248 

2.61E-02 .20 2.560 

1.09E-02 1 . E-Ot 2.<452 

VALUE FOR 
MONEY 

.79B-

.000 
732 

.081* 

.029 

732 

.781" 

.000 
732 

1 .000 

732 
.. 

Sig. 
(2-t.i1e 

cif d) 

731 .030 

731 .000 

731 .000 

Sig. 
(2-taiIe 

cif dJ 

731 .213 

731 .011 

731 .014 
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Reliabi lity 

R E L I A B I L I T Y  A N A L Y S I S S C A L E  lA L P H A) 

1 .  P I  OVERALL USEFULNESS 
2 .  P2 PROVIDED GOOD MARKET UNDERSTANDING 
3 .  P 3  INDICATED CLEAR ACTION 
4 .  P4 VALUE FOR MONEY 

Mean Std Dev Cases 

1 .  PI 3 . 8 1 8 1  . 77 7 1  7 7 5 . 0  

2 .  P2 3 . 72 1 3  . 8 5 9 5  7 7 5 . 0  

3 .  P3 3 . 6800 . 93 2 2  7 7 5 . 0  

4 .  P4 3 . 62 7 1  . 8 9 0 1  7 7 5 . 0  

Covariance Matrix 

PI P2 P3 P4 

P I . 1 2 7 4  

P2 . 07 9 1  . 1 960 

P 3  . 1 4 3 0  . 08 1 2  . 2 1 5 7  

P 4  . 0 8 2 0  . 03 3 1  . 1 1 3 5  . 1 2 7 6  

Correlation Matrix 

Pl P2 P3 P4 

PI 1 . 0 0 0 0  

P2 . 5 0 0 5  1 . 0000 

P3 . 8 6 2 5  . 3 951 1 . 0 000 

P 4  . 64 3 2  . 2 091 . 68 4 1  1 . 0 0 0 0  

N o f  Cases - 775 . 0  

I t em Means Mean Minimum Maximum Range 
3 . 7 2 1 1  3 . 5297 3 . 8 5 7 9  . 32 8 2  

I t em Variances Mean Minimum Maximum Range 
. 1 6 67 . 127 4 . 2 157 . 08 8 3  

Inter-item 
;ovariances Mean Minimum Maximum Range 

. 0 8 8 6  . 0 3 3 1  . 1 4 3 0  . 1 0 9 9  

enter-i tem 
:orrel ation s Mean Minimum Maximum Range 

. 5 4 9 1  . 2 091 . 8 625 . 6 5 3 5  

lel.iab i l ity Coe f ficients 4 items 

.lpha = . 8 1 9 6 S tandardized item alpha = . 8 2 97 

KMO and Bartlett's Test 

Bart�s Test of S� ApproJt Chi-Square 
df 
S' . 

.769 

1838.682 
6 

.000 

Max/Min 
1 . 0 93 0  

Max/Min 
1 . 6928 

Max/Min 
4 . 3259 

Max/Min 
4 . 1 259 

Variance 
. 02 57 

Variance 
. 0 0 2 1  

Variance 
. 0 0 1 2  

Variance 
. 0 4 8 6  
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Factor Analysis 

Communallties 

Initial Extraction 
.., ,,-,,,.�� ��'-, �� ..... vv 1 .000 .871 
PROVIDED GOOD MARKET UNDERSTANDING 1 .000 .997 
INDICATED CLEAR ACTION 1 .000 .858 
VALUE FOR MONEY 1 .000 .862 

Extraction Method: Principal Component Analysis. 

Total Variance Explained 

Initial Eigenvalues 

Compon "' of  Cumulativ 
ent Total Variance e %  
1 2.5� &4.&45 &4.&45 

2 1 .012 24.850 89.695 

3 .218 5.457 95.152 

4 . 1 �  4.848 100.000 
Extraction Method: Principal Componllflt Analysis. 

Component Matrix· 

'- . USEFULNESS 
VALUe FOR MONEY 
INDICATED CLEAR ACTION 
PROVIDED GOOD MARKET UNDERSTANDING 

Extraction Method: Principal Component Analysis. 
a. 2 components extracted. 

Extraction Sums O{�red Loadinas 
"' of  Cumulativ 

Total Variance e %  

2.594 &4.845 &4.&45 

1 .012 2·4.850 89.695 

Comlonent 
1 2 

.933 2.089E-02 

.926 -7.719E-02 

.915 -.148 
.191 .980 

Rotated Component Matrix-

VALUe FOR MONEY 
INDICATED CLEAR ACTION 
OVERAll USEFULNESS 
PROVIDED GOOD MARKET UNDERSTANDING 

Extraction Method: Princ:lpaI CompoIIeflt Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 itenItions. 

Component Transformation Matrix 

I Component 1 I 2 I 1 .993 . 1 18 
2 -. 1 18 993 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

C 
1 2 

.928 4.852E-02 

.925 -2.382E-02 

.921 . 147 
5.748E-02 .997 

Rotation Sums ot SQuared LoadIDllS 
"' of  Cumulativ 

Total Variance e %  

2.571 &4.286 64.286 

1 .046 25.409 89.695 
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Means 

PROJECT TYPE Mean Std. Deviation 
Factor ' .6478422 .6650501 

BACKGROUND RESEARCH -.5116906 .9207864 
Total 3.4983().4E-17 1 .0000000 

Factor � DECISION RESEARCH -.3978122 .9441969 
BACKGROUND RESEARCH .3142073 .9293620 
Total 6.955620E-17 1 .00Q0000 

ANOVA 

Sum of 
. Squares df Mean Square F Sig . 

Factor 1 �Groups 256.908 1 256.908 3&4.052 .000 
WiIhin Groups 51 7.092 773 .669 
Total 774.000 774 

Factor 2 Between Groups 96.872 1 96.872 1 10.587 .000 
Within Groups 677.128 773 .876 
Total 774.000 774 
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Report 

NUMBER OF EMPLOYEES 

RANK MOSTLY ON Mean N Std. Deviation 
HI(;;H 3.08 12 1 .08 
LOW 2.45 1 1  .93 
Total 2.78 23 1.04 

ANOVA 

N UMBER OF EMPLOYEES 

Sum of 
SQuares df Mean SQuare F Sig. 

Between Groups 2.269 1 2.269 2.202 . 153 
Within Groups 21 .644 21 1 .031 
Total 23.913 22 

Report 

MARKET OVERALL RETURN ON 
ORGANISATION RESEARCH PERFORMA SAlES TOTAL RETURN ON 
SIZE EXPENDITURE NCE GROWTH ASSETS TOTAL SALES 
LARGE Mean 3.20 3.90 3.60 4 . 10  4.00 

N 10 1 0  1 0  10 1 0  
Std. Deviation 1 .03 .32 .97 .57 .82 

MEDIUM Mean 2.33 3.73 4. 1 1  3.59 3.63 
N 8 8 8 8 8 
Std. Deviation .98 .58 1 .03 .75 .82 

SMALL Mean 2.25 3.64 3.83 3.60 3.81 
N 16 16 16  16  16  
Std. Deviation .77 .60 .64 .91 .91 

Total Mean 2.60 3.75 3.84 3.77 3.83 
N 34 34 34 34 34 
Std. Deviation .97 .61 .87 .83 .87 

ANOVA · SIZE 

Sum of 
SQuares df Mean SQuare F Sig. 

�t("'t: I RESFARI:H Between Groups 1 1 .215 1 1 1 .215 1 7.479 .000 
EXPENDITURE Within Groups 15.400 24 .642 

Total 26.615 25 
OVERALL PERFORMANCE Between Groups 1 .616 1 1 .616 5.512 .057 

Within Groups 7.038 24 .293 
Total 8.654 25 

SALES GROWTH Between Groups 1 .696 1 1 .696 2.877 . 1 03 
Within Groups 14.150 24 .590 
Total 15.846 25 

RETURN ON TOTAL Between Groups 3.347 1 3.347 5.009 .079 
ASSETS Within Groups 16.038 24 .668 

Total 19.385 25 
RETURN ON TOTAl SALES Between Groups 1 . 178 1 1 . 178 1 .576 .221 

Within Groups 17.938 24 .747 
Total 19. 1 1 5  25 
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RANK MOSTLY ON DECISION RESEARCH (1/3) • ORGANISATION SIZE Crosstabulation 

ORGANISATION SIZE 

::E � 
W ...J ..... 
C) :> ...J 
er 0 � :5 w 

::E en 

Count 5 2 5 1 2  
% within RANK MOSTLY ON 

41 .7% 16.70/. 41 .7% 1 00.0% I DECISION RESEARCH (1/3) 

g C> % within ORGANISATION SIZE 50.0% 25.0% 31 .3% 35.3% 
I % of Total 14.7% 5.9% 14.7% 35.3% J: 

(.) Count 2 3 6 1 1  er 
ifi % within RANK MOSTLY ON 
en W DECISION RESEARCH (1/3) 18.2% 27.3% 54.5% 1 00.0% w er I--
z � 
0 0:: % within ORGANISATION SIZE 
en W 20.0% 37.5% 37.5% 32.4% 
(3 Cl 
w 0 % of Total 0 ::2: 5.9% 8.8% 17.6% 32.4% 
z 0 Count 3 3 5 1 1  >-...J % within RANK MOSTLY ON ..... 27.3% 27.3% 45.5% 1 00.0% en DECISION RESEARCH (1/3) 0 ::E % within ORGANISATION SIZE 30.0% 37.5% 31.3% 32.4% � � z 
� 0 % of Total 8.8% 8.8% 14.7% 32.4% ..J 

Count 10 8 16 34 
% within RANK MOSTLY ON 29.4% 23.5% 47.1% 100.0% DECISION RESEARCH (1/3) 
% within ORGANISATION SIZE 100.0% 100.0% 1 00.0% 100.0% 
% of Total 

10 15 
..... 

29.4% 23.5% 47. 1% 100.0% 

Chi-Square Tests 

Asymp. Sig. 
Value df j2-sidedl 

I-'earson Chi-Square 1 .684- 4 .794 
Likelihood Ratio 1 .706 4 .790 
Linesr-bY-Linear 

1 .005 1 .316 Association 
N of Valid Cases 34 

s. 6 cells (66.7%) have expected count less than 5. The minimum expected count is 2.59. 

Page 2 



Appendix 4.6 



Mean 

MARKET RESEARCH EXPENDITURE 

RANK MU:; TL Y ON Mean N Std. Deviation 
HIGH 2.83 12 .72 
MODERATE 3.00 1 1  1 . 1 0  
LOW 2.43 1 1  1 .21 
Total 2.76 34 1 .02 

ANOVA 

MARKET RESEARCH EXPENDITURE 

Sum of 
SQuares df Mean SQuare F Sig. 

Between (jroups .823 1 .823 .848 .368 
Within Groups 20.394 21 .971 
Total 21 .217  22 

Report 

OVERAlL RETURN ON 
LEVEL OF PERFORMA SAlES TOTAL RETURN ON NUMBER OF 
EXPENDITURE NCE GROWTH ASSETS TOTAL SALES EMPLOYEES 
Hl(jH Mean 3.67 4.00 4.33 4.00 4.00 

N 6 6 6 6 6 
Std. Deviation .52 .89 .52 1 . 1 0  .89 

MODERATE Mean 3.91 3.90 3.70 3.90 2.55 
N 1 1  1 1  1 1  1 1  1 1  
Std. Deviation .54 .99 .67 .57 .93 

LOW Mean 3.41 3.75 3.44 3.44 2.41 
N 17  17  17  17  17  
Std. Deviation .62 .86 .89 .89 .94 

Total Mean 3.62 3.84 3.69 3.69 2.74 
N 34 34 34 34 34 
Std. Deviation .60 .88 .82 .86 1 .08 

ANOVA · EXPENDITURE 

Sum of 
Squares df Mean J�guare F Sig. 

0Vi::RAll Between Groups 1.639 1 1 .639 2. 1 14 . 161  
PERFORMANCE Within Groups 16.275 21 .775 

Total 17.913 22 
SALES GROWTH Between Groups .552 1 .552 .649 .430 

Wrthin Groups 17.882 21 .852 
Total 1 8.435 22 

RETURN ON TOTAL Between Groups 3.766 1 3.766 5.880 .063 
ASSETS Wrthin Groups 13.451 21 .641 

Total 
17.217 22 

RETURN ON TOTAL Between Groups 1 .535 1 1 .535 1 .779 . 1 97 
SALES Within Groups 16.116 21 .663 

Total 19.652 22 
NUMBER O F  Between Groups 1 1 .187 1 1 1 . 1 67 12.966 .002 
EMPLOYEES Within Groups 16. 1 1 6  21  .863 

Total 29.304 22 
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RANK MOSTLY ON DECISION RESEARCH (i /3) • lEVEL OF EXPENDITURE Crosstabulation 

LEVEL OF EXPENDITURE 

w � 
J: � 3: I-
Cl W 0 I c ...J 

0 :e 
\,;ount 1 6 5 1 2  

� 
% within RANK MOSTLY ON 16.7% 50.0% 33.3% 100.0% 

� 
DECISION RESEARCH (1I3) 

J: J: % within LEVEL OF 22.2% 50.0% 25.0% 35.3% u Cl EXPENDITURE 
0:: I % 01 Total 5.9% 17.6% 1 1 .8% 35.3% i'ti 
U) Count 4 2 5 1 1  w 

% within RANK MOSTLY ON 0:: 
z w DECISION RESEARCH (1I3) 36.4% 18.2% 45.5% 100.0% 
0 I-
Ci5 � % within LEVEL OF U w EXPENDITURE 56.6% 16.7% 31 .2% 32.4% w 0 0 0 z :E % of Total 1 1 .8% 5.9% 14.7% 32.4% 0 
>- Count 1 4 6 1 1  ...J 
I- % within RANK MOSTLY ON U) 16.2% 27.2% 56.6% 100.0% 0 DECISION RESEARCH (1/3) :E % within LEVEL OF � 22.2% 33.3% 43.8% 32.4% 

� 3: EXPENDITURE 0 
% 01 Total ..J 5.9% 1 1 .8% 20.6% 32.4% 
Count 6 12 16 34 
% within RANK MOSTLY ON 1 7.6% 35.3% 47. 1 %  100.0% DECISION RESEARCH (1/3) 
% within LEVEL OF 100.0% 100.0% 1 00.0% 100.0% EXPENDITURE 
% 01 Total 

� 1 7.6% 35.3% 47. 1 %  1 00.0% 
I-

Chi-Square Tests 

Asymp. Sig. 
Value df {2-sidedY 

Pearson Chi�uare 6.91 2- 4 .141 
Likelihood Ratio 8.440 4 .077 
Linear-by-Linear 2. 1 1 3 1 . 146 Association 
N of Valid Cases 34 

a. 6 cells (66.7%) have expected count less than 5. The minimum expected count is 1 .94. 
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Crosstab 

RANK MOSTLY ON DECISION 
RESEARCH (113t 

HIGH MODERATE LOW Total 
OVERALL LOWER Count 1 1 
PERFORMANCE % within OVERALL 

PERFORMANCE 1 00.0% 100.0% 

% within RANK MOSTLY ON 9.1% 2.9% DECISION RESEARCH (1/3) 
% of Total 2.9% 2.9% 

ABOUT THE Count 3 5 4 1 2  
SAME % within OVERAlL 

PERFORMANCE 25.0% 41 .7% 33.3% 100.0% 

% within RANK MOSTLY ON 25.0% 45.5% 36.4% 35.3% DECISION RESEARCH (1/3) 
% of Total 8.8% 14.7% 1 1 .8% 35.3% 

HIGHER Count 9 5 6 20 
% within OVERALL 45.0% 25.0% 30.0% 100.0% PERFORMANCE 
% within RANK MOSTLY ON 75.0% 45.5% 54.5% 58.8% DECISION RESEARCH (1/3) 
% of Total 26.5% 14.7% 1 7.6% 58.8% 

MUCH Count 1 1 
HIGHER % within OVERALL 100.0% PERFORMANCE 1 00.0% 

% within RANK MOSTLY ON 9.1% 2.9% DECISION RESEARCH (113) 
% of Total 2.9% 2.9% 

Total Count 1 2  1 1  1 1  34 
% within OVERALL 35.3% 32.4% 32.4% 100.0% PERFORMANCE 
% within RANK MOSTlY ON 100.0% 1 00.0% 1 00.0% 100.0% DECISION RESEARCH (1/3) 
% of Total 35 3% 32.4% 32.4% 100.0% 

Crosstab 

RANK MOSTLY ON DECISION 
RESEARCH11� 

HIGH MODERATE LOW Total 

��'o�H LOWER Count 3 3 
% within SALES GROWTH 1 00.0% 100.0% 
% within RANK MOSTLY ON 27.3% 9. 1% DECISION RESEARCH (113) 
% of Tot81 9. 1 %  9. 1% 

ABOUT THE SAME Count 3 6 1 10 
% within SALES GROWTH 33.3% 55.6% 1 1 . 1 %  100.0% 
0/. within RANK MOSTLY ON 25.0% 54.6% 9.1% 29.5% DECISION RESEARCH (113) 
% of Tot81 8.8% 1 7.6% 3. 1 %  29.5% 

HIGHER Count 4 3 6 1 3  
% within SAlES GROWTH 30.8% 23. 1 %  46.2% 100.0% 
% within RANK MOSTLY ON 33.3% 27.3% 54.5% 38.2% DECISION RESEARCH (113) 
% of Total 1 1 .8% 8.8% 17.6% 38.2% 

MUCH HIGHER Count 5 2 1 8 
% within SALES GROWTH 62.5% 25.0% 12.5% 100.0% 
% within RANK MOSTLY ON 41 .7% 18.2% 9.1% 23.5% DECISION RESEARCH (113) 
% of Total 14.7% 5.9% 2.9% 23.5% 

Total Count 12 1 1  1 1  34 
% within SAlES GROWTH 35.3% 32.4% 32.4% 100.0% 
0/0 within RANK MOSTLY ON 100.0% 1 00.0% 1 00.0% 100.0% DECISION RESEARCH (113) 
% of Tol81 35.3% 32.4% 32.4� 100.0% 
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Crosstab 

RANK MOSTLY ON DECISION 
RESEARCH (113) 

HIGH MODERATE LOW Total 
RETURN MUCH Count 1 1 
ON LOWER 0/0 within RETURN ON TOTAL ASSETS 100.00/0 1 00.0% TOTAL 

0/0 within RANK MOSTLY ON DECISION ASSETS 
RESEARCH (113) 9.1% 2.9% 

% of Total 2.9% 2.9% 
LOWER Count 3 3 

% within RETURN ON TOTAL ASSETS 100.0% 1 00.0% 
0/0 within RANK MOSTLY ON DECISION 27.3% 8.8% RESEARCH (113) 
% of Total 8.8% 8.8% 

ABOUT THE Count 3 4 1 8 
SAME % within RETURN ON TOTAL ASSETS 37.50/. SO.O% 12.5% 1 00.0% 

% within RANK MOSTLY ON DECISION 25.0% 36.4% 9.1% 23.5% RESEARCH (113) 
% of Total 8.8% 1 1 .8% 2.9% 23.5% 

HIGHER Count 8 4 7 19 
% within RETURN ON TOTAL ASSETS 42. 1% 21 . 1% 36.8% 100.0% 
% within RANK MOSTLY ON DECISION 66.7% 36.4% 63.6% 55.9% RESEARCH (113) 
% of Total 23.5% 1 1 .8% 20.6% 55.9% 

MUCH Count 1 2 3 
HIGHER % within RETURN ON TOTAL ASSETS 33.3% 66.7% 100.0% 

% within RANK MOSTlY ON DECISION 8.3% 18.2% 8.8% RESEARCH (113) 
% of Total 2.9% 5.9% 8.8% 

Total Count 12 11 1 1  34 
% within RETURN ON TOTAL ASSETS 35.3% 32.4% 32.4% 1 00.0% 
% within RANK MOSTLY ON DECISION 1 00.0% 100.0% 100.0% 100.0% RESEARCH (113) 
% of Total 35.3% 32.4% 32.4% 1 00.0% 

Crosstab 

RANK MOSTLY ON DECISION 
RESEARCH (113) 

HIGH MODERATE LOW Total 
RETURN MUCH LOWER Count 1 1 
ON TOTAL % within RETURN ON TOTAL SALES 100.0% 1 00.0% SALES 

% within RANK MOSTLY ON DECISION 
RESEARCH (1/3) 9. 1% 2.9% 

% of Total 2.9% 2.9% 
LOWER Count 1 3 4 

% within RETURN ON TOTAL SALES 25.0% 75.0% 100.0% 
% within RANK MOSTLY ON DECISION 9. 1% 27.3% 1 1 .8% RESEARCH (1/3) 
% of Total 2.9% 8.8% 1 1 .8% 

ABOUT THE Count 2 3 1 6 
SAME % within RETURN ON TOTAL SALES 33.3% 50.0% 16.7% 100.0% 

% within RANK MOSTLY ON DECISION 16.7% 27.3% 9. 1% 17.6% RESEARCH (1/3) 
% of Total 5.90/0 8.8% 2.9% 1 7.6% 

HIGHER Count 9 4 7 20 
0/0 within RETURN ON TOTAL SALES 45.0% 20.0% 35.0% 1 00.0% 
% within RANK MOSTLY ON DECISION 75.0% 36.4% 63.S% 58.8% RESEARCH (1/3) 
% of Total 26.5% 1 1 .8% 20.6% 58.8% 

MUCH HIGHER Count 1 2 3 
% within RETURN ON TOTAL SALES 33.3% 66.7% 1 00.0% 
% within RANK MOSTLY ON DECISION 8.3% 18.2% 8.8% RESEARCH (1/3) 
% of Total 2.9% 5.9% 8.8% 

Total Count 1 2  1 1  1 1  34 
0/0 within RETURN ON TOTAL SALES 35.30/0 32.4% 32.40/0 1 00.0% 
% within RANK MOSTLY ON DECISION 1 00.00/0 100.0% 1 00.0% 100.0% RESEARCH (1/3) 
% of Total 35.30/0 32.4% 32.4% 1 00.0.%.  
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Chi-Square Test 

Test Statistics 

OVERAll SALES RETURN ON RETURN ON 
PERFORMANCE GROWTH TOTAL ASSETS TOTAL SAlES 

Chl-Square8.D•c 30.235 7.750 36. 1 25 38.313 
df 3 3 4 4 
Asymp. Sia. .000 .041 .000 .000 

a. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 8.5. 

b. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 8.0. 

c. 0 cells (.0%) have expected frequencies less than 5. The minimum expected cell frequency is 6.4. 

Mean 

�NtE��f6�Y OVERAll RETURN ON TOTAL RETURN ON TOTAL 
PERFORMANCE SAlES GROWTH ASSETS SALES 

HIGH Mean 3.85 4. 1 7  3.98 3.92 
N 12 12 1 2  1 2  
Std. Deviation .45 .83 .58 .51 

MODERATE Mean 3.64 3.70 3.44 3.43 
N 1 1  1 0  1 1  1 1  
Std. Deviation .67 .82 1 . 1 3  1 .21  

lOW Mean 3.35 3.53 3.57 3.49 
N 1 1  1 0  9 9 
Std. Deviation .69 .97 .71 .71 

Total Mean 3.61 3.80 3.66 3.61 
N 34 32 32 32 
Std. Deviation .60 .88 .82 .86 

ANOVA - Perfonnance measures 

Sum of 
SQuares df Mean SQuare F Sig. 

OVERALL PEkr " V ;E Hetween Groups 4.058 1 4.058 5.622 .027 
Within Groups 1 5. 1 59 21 .722 
Total 19.217 22 

SALES GROWTH Between Groups 6.642 1 6.642 5.248 .032 
Within Groups 26.576 21 1 .266 
Total 33.217 22 

RETURN ON TOTAL Between Groups 4.903 1 4.903 5.542 .028 
ASSETS Within Groups 1 8.576 2 1  .885 

Total 23.478 22 
RETURN 0 N TOTAL SALES Between Groups 4.822 1 4.822 4.064 .047 

Within Groups 24.9 1 7  2 1  1 . 1 87 
Total 29.739 22 
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Tests of Between-Subjects Effects 

Type III Sum of Mean 
Source Dependent Variable Squares df �are F Sig. 
Corrected OVERAll PERFuRMANCE 4.058a 1 4.058 5.622 .027 
Model SALES GROWTH 6.642b 1 6.642 5.246 .032 

RETURN ON TOTAL ASSETS 4.903c 1 4.903 5.542 .028 
RETURN ON TOTAL SALES 4.822d 1 4.822 4.064 .047 

Intercept OVERALL PERFORMANCE 254.493 1 254.493 352.551 .000 
SALES GROWTH 302.294 1 302.294 238.871 .000 
RETURN ON TOTAL ASSETS 260.903 1 260.903 294.952 .000 
RETURN ON TOTAL SALES 274.562 1 274.562 231 .403 .000 

RANK OVERALL PERFORMANCE 4.058 1 4.058 5.622 .027 
SALES GROWTH 6.642 1 6.642 5.248 .032 
RETURN ON TOTAL ASSETS 4.903 1 4.903 5.542 .028 
RETURN ON TOTAL SALES 4.822 1 4.822 4.064 .047 

Error OVERAll PERFORMANCE 1 5. 1 59 21 .722 
SALES GROWTH 26.576 21 1 . 266 
RETURN ON TOTAL ASSETS 1 8.576 21 .885 
RETURN ON TOTAL SALES 24.917 21 1 . 1 87 

Total OVERALL PERFORMANCE 277.000 23 
SALES GROWTH 340.000 23 
RETURN ON TOTAL ASSETS 288.000 23 
RETURN ON TOTAL SALES 308.000 23 

Corrected OVERALL PERFORMANCE 19.217 22 

Total SALES GROWTH 33.217 22 
RETURN ON TOTAL ASSETS 23.478 22 
RETURN ON TOTAL SALES 29.739 22 

a. R Squared = .241 (Adjusted R Squared = .204) 

b. R Squared = .230 (Adjusted R Squared = . 1 92) 

c. R Squared = .239 (Adjusted R Squared = .201) 

d. R Squared = . 1 92 (Adjusted R Squared = . 1 52) 

Multivariate Tests b 

Partial Eta 
Effect Value F �hesis df Error df Sig. _Squared 
Intercept Pilla,'s 1 race .981 238. 199- 4.000 1 8.000 .000 .981 

Wilks' Lambda .019 238. 199· 4.000 18.000 .000 .981 
Hotelling's Trace 52.933 238. 199· 4.000 1 8.000 .000 .981 
Roy's largest Root 52.933 238. 199· 4.000 1 8.000 .000 .981 

RANK Pillai's Trace .492 4.3668 4.000 1 8.000 .012 .492 
Wilks' lambda .508 4.366· 4.000 1 8.000 .012 .492 
Hotelling's Trace .970 4.366· 4.000 1 8.000 .012 .492 
Roy's Laroest Root .970 4.366· 4.000 1 8.000 .012 .492 

a. Exact statistic 

b. Design: Intercept+RANK 
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OVERALL Pearson Correlation 
PERFORMANCE Sig. (2-tailed) 

N 
SALES GROWTH Pearson Correlation 

Sig. (2-tailed) 
N 

RETURN ON Pearson Correlation 
TOTAL ASSETS Sig. (2-tailed) 

N 

RETURN ON Pearson Correlation 
TOTAL SALES Sig. (2-tailed) 

N 
". Correlation is significant at the 0.05 level (2-tailed). 
"'. Correlation is significant at the 0.01 level (2-tailed). 

Correlations 

OVERALL 
PERFORMANCE 

1 .000 

34 
.476" 
.039 

34 
.413 
.058 

34 

.356 

. 147 
34 

SALES RETURN ON RETURN ON 
GROWTH TOTAL ASSETS TOTAL SALES 

.476" .41 3  .356 

.039 .058 . 147 
34 34 34 

1 .000 .295 .281 
. 1 07 . 1 25 

34 34 34 

.295 1 .000 .891" 

. 1 07 .000 

34 34 34 

.281 .891'" 1 .000 

. 125 .000 
34 34 34 
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Appendix 4.9 



Rel iabi l ity 
R E L l  A B I L I T  Y A N A L Y S I S S C A L E  (A L P H Al 

02 

03 

04 

05 

02 

03 

04 

05 

1 .  

2 .  
3 .  

4 .  

1 .  

2 .  

3 .  

4 .  

02 

03 
04 

05 

02 

03 

04 

05 

OVERALL PERFORMANCE 
SALES GROWTH 
RETURN ON TOTAL ASSETS 
RETURN ON TOTAL SALES 

Mean Std Dev 
3 . 6 1 7 6  . 6 038 

3 . 7 3 53 . 9 632 

3 . 5 8 8 2  . 8 9 1 6  

3 . 5 8 8 2  . 9 2 5 0  

Covariance MatriK 

02 03 04 

. 3 6 4 5  

. 1 9 8 8  . 92 7 8  

. 1 7 1 1  . 3 1 1 9  . 7 9 5 0  

. 1 4 0 8  . 3 1 1 9  . 7 3 4 4  

Correlation MatriK 

02 03 04 

1 . 0 0 0 0  

. 3 4 lS 1 . 0 0 0 0  

. 3 1 7 9  . 3 632 1 .  0 0 0 0  

. 2 5 2 2  . 3 5 0 1  . 8 9 0 4  

Cases 
3 4 . 0  

3 4 . 0  

3 4 . 0  

3 4 . 0  

05 

. 8 5 5 6  

05 

1 . 0 0 0 0  

R E L l  A B I L I T  Y A N A L Y S I S S C A L E  (A L P H A )  

N o f  
t a t i stics for Mean Variance Std Dev Variab l e s  

S c a l e  1 4 . 52 9 4  6 . 6 8 0 9  2 . 5 8 4 7  4 

tern Means Mean Minimum Maximum Range MaK/Min Variance 
3 . 63 2 4  3 . 5 8 8 2  3 . 7353 . 1 4 7 1  1 . 0 4 l 0  . 0 0 4 9  

tern Variances Mean Minimum Maximum Range Max/Min Variance 
. 7 3 5 7  . 3 64 5 . 9 2 7 8  . 5 633 2 . 54 5 2  . 0 6 4 2  

n t e r - i t em 
ova riances Mean M i nimum Maximum Range Max/Min Variance 

. 3 1 1 5  . 1 4 0 8  . 7 3 4 4  . 5 9 3 6  5 . 2 1 5 2  . 0 4 3 7  

n t e r - i tem 
o r r e l a t i ons Mean Minimum Maximum Range Max/Min Variance 

. 4 1 93 . 2 5 2 2  . 8 904 . 6 383 3 . 5 3 1 4  . 0 4 9 8  

[ t ern- total Stati stics 

Scale Scale Corrected 
Mean Variance I tem- Squared Alpha 

if I t em i f  I tem Total Multiple if I tem 
De leted De l e ted Correlat ion Correlation Deleted 

)2 1 0 . 9 1 1 8  5 . 2 9 5 0  . 3 676 . 1 6 7 0  . 6 6 9 6  

)3 1 0 . 7 9 4 1  4 . 1 0 7 8  . 4 2 1 4  . 1 9 4 7  . 7 4 4 2 

>4 1 0 . 9 4 12 3 . 4 5 1 0  . 7 3 5 0  . 8 0 3 1  . 5 664 

>5 1 0 . 9 4 1 2  3 . 4 5 1 0  . 6 909 . 7 9 5 4  . 5 927 

Ana l ys i s  of Vari ance 

, o u r ce of Variation Sum o f  S q .  DF Mean Square F Prob . 

e tw e e n  Pe ople 5 5 . 1 1 7 6  33 1 . 6 7 0 2  

i t h i n  Peop1e 4 2 . 5 0 0 0  102 . 4 1 6 7  

Be tween Measures . 5 0 0 0  3 . 1 6 67 . 3 9 2 9  . 7 5 8 4  

Re s idual 4 2 . 0 0 0 0  99 . 4 2 4 2  

o t a l  9 7 . 6 1 7 6  1 3 5  . 7 2 3 1  

Grand Mean 3 . 6 3 2 4  

R E L l  A B I L I T  Y A N A L Y S I  S S e A  L E (A L P H A )  

� l i ab i l i t y  Coef fici ent s 4 i t ems 

lpha = . 7 4 6 0  S t andardi zed i tem alpha = . 7 4 2 8  
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KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity 

Factor Analys is 

OVERALL PERFORMANCE 
SALES GROWTH 

Approx. Chi-Square 
df 
Sig. 

Communalities 

RETURN ON TOTAL ASSETS 
RETURN ON TOTAL SALES 

Extraction Method: Principal Component Analysis. 

Initial 
1 .000 
1 .000 
1 .000 
1 .000 

.614 

58.667 
6 

.000 

Extraction 
.747 
.61 1 
.938 
.946 

Total Variance Explained 

Initial Eigenvalues Extraction Sums of Squared Loadings 
Compone 0/0 of Cumulative 0/0 of Cumulative 
nt Total Variance 0/0 Total Variance % 
1 2.3 1 6  57.908 57.908 2.316 57.908 57.908 
2 1 .057 23. 142 81.050 1 .057 23.142 81 .050 
3 .751 1 6.279 97.329 
4 . 1 07 2.671 1 00.000 

Extraction Method: Principal Component Analysis. 

Scree Plot 
2.5�----------------------------------------------� 

Q) 
.2 
(U > C Q) 
Cl 
iiJ 

2.0 '''''� 
1 .5 

1 .0 

.5 

0.0 
1 2 

Component Number 

3 4 

Rotation Sums of Sauared Loadinas 
0/0 of Cumulative 

Total Variance % 
1 .883 47.073 47.073 
1 .359 33.977 81 .050 
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Component Matrix· 

RETURN ON TOTAL ASSETS 

RETURN ON TOTAL SALES 
SALES GROWTH 
OVERALL PERFORMANCE 

Extraction Method: Principal Component Analysis. 
a. 2 components extracted. 

Com�onent 
1 

.908 

.888 

.630 

.553 

Rotated Component Matrix 11 

2 

ComJonent 
1 

RETURN UN TOTAL SALES .959 
RETURN ON TOTAL ASSETS .941 
OVERALL PERFORMANCE 8.797E-02 
SALES GROWTH 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 3 iterations. 

Component Transfonnation Matrix 

I 
!omponent . 1 I 2 

.558 

.830 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

actor Analysis 
Communalitles 

.265 

-.336 
-.397 

.462 

.664 

2 
. 1 66 
.228 
.860 
.735 

Initial Extraction 
OVt:RALL PEKt-URMANCE 1 .000 1 .000 
SALES GROWTH 1 . 000 1 . 000 
RETURN ON TOTAL ASSETS 1 .000 .946 
RETURN ON TOTAL SALES 1 .000 .948 

extraction Method: Principal Component Analysis. 

Total Variance Explained 

Initial Eioenvalues Extraction Sums of Squared LoadinQs 
Componen % of Cumulative % of Cumulative 
t Total Variance % Total Variance % 
1 2.316 57.908 57.908 2.316 57.908 57.908 
2 1 .057 23.142 8 1 . 050 1 .057 23.142 81.050 
3 .751 16.279 97.329 .751 16.279 97.329 
4 . 1 07 2.671 1 00.000 

Extraction Method: Principal Component Analysis. 

Rotation Sums of Squared Loadinas 
% of Cumulative 

Total Variance % 
1 .868 46.708 46.708 
1 .014 25.352 72.060 
1 .01 1 25.269 97.329 
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Component Matrix8 
-

RETURN ON TOTAL ASSETS 

RETURN ON TOTAL SALES 
SALES GROWTH 
OVERALL PERFORMANCE 

Extraction Method: Principal Component Analysis. 
a. 3 components extracted. 

1 
.908 
.888 
.630 
.553 

Rotated Component Matrix· 

RE1URN ON lOTAL SALES 

RETURN ON TOTAL ASSETS 
OVERALL PERFORMANCE 
SALES GROWTH 

Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 5 iterations. 

Component Transfonnation Matrix 

Comoonent 1 2 
1 .625 .375 
2 -.554 .666 

3 . 1 1 4  .624 
Extraction Method: Principal Component Analysis. 
Rotation Method: Varimax with Kaiser Normalization. 

Means 

1 
.957 
.945 
. 1 45 
. 1 93 

Report 

3 

Comoonent 
2 3 

-.336 8.700E-02 

-.397 4. 1 1 3E-02 
.462 -.624 
.664 .502 

Comoonent 
2 3 

8.574E-02 . 1 57 
.164 . 1 58 
.976 . 1 59 
. 164 .967 

.423 

.472 
-.773 

RANK MOSTLY ON Profitability Overall 
DECISION RESEARCH Measure Effectiveness Growth Measure 
HIGH Mean .2509732 . 1 1 93423 .3929556 

N 12 12 1 2  
Std. Deviation .6195706 .6374588 .9292652 

MODERATE Mean -. 1 949356 6.026458E-02 -.2019191 
N 1 1  1 1  1 1  
Std. Deviation .9856242 1 . 1360804 1 .0259762 

LOW Mean -7.6853191E-Q2 -.2104762 -.2267596 
N 1 1  1 1  1 1  
Std. Deviation 1 .3349403 1.0793233 1 .0053747 

Total Mean -1 .5612511E-16 -1 .3877788E-17  -1 .040834 1 E-1 7 
N 34 34 34 
Std. Deviation 1 .0000000 1 .0000000 1 .0000000 
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ANOVA 

Sum of 
Squares df Mean Square F SiQ. 

Profitability Between Groups 1 . 1 4 1  1 1 . 1 41 1 . 7 1 9  .020 
Measure Within Groups 1 3.937 21 .664 

Total 1 5.076 22 

Overall Between Groups .624 1 .624 .677 .042 
Effectiveness Within Groups 1 9.364 2 1  .922 

Total 1 9.986 22 

Growth Measure Between Groups 2.204 1 2.204 2.361 .039 

Within Groups 1 9.607 21 .934 

Total 21.81 1 22 
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