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Introduction

Manoj Edward and Zakkariya K. A.

“People don’t want to buy a quarter inch drill, they want a
quarter inch hole”

-Theodore  Levitt

Marketing is at crossroads. The emerging dynamics in the marketing
is the result of the turbulent changes in the global economy. Firms are
exposed to challenges of one form or the other - Global meltdown and the
recession, rising power of emerging markets, highly empowered consumer
to name a few. Web and its related powerful interactive technologies challenge
the conventional role of marketing. Rising wave of globalization and
deregulation witnessed in many industries were some of the initial forces in
the marketing macro environment. Coupled with this, the fragmentation of
markets and consumer empowerment with new digital interactive
technologies has hastened this change. Marketing is therefore getting
reinvented, facing new age customers, smart and discerning,  exposed to
proliferating array of choices, expanding form and intensity of competition,
decline in power of established brands, disruptive technologies undermining
the traditional channel power.

The Indian market milieu is also in a state of flux and change. The
fast growing middle class consumer market, the upward mobility of the
social classes, the emerging opportunities at the bottom of the pyramid, the
convergence in consumer needs and preferences in tune with the global
market, the new shopping experience offered by the emerging large format
retail institutions, these calls for effective marketing strategies to cope with
the turbulent times ahead. Many of these forces are in fact demanding
marketing process to be made more agile and responsive to the changes in
the market place. On the other hand there are other forces, equally powerful,
but of an opposing nature which demands reformation with in the marketing
making it more responsive to rising environmental concerns, wasteful
consumption and the danger of promoting a highly materialistic culture in
the society for which marketing also is blamed for.
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Perhaps no other function in an organization is as dynamic as
marketing. What complicates marketing from other functions like finance
and operations is the variety of roles that marketing can and should play in
an organization (Webster 1992), which includes:

1. An organizational orientation, based on an externally orientated
culture that continually acts on the belief that all decisions start
with the market and the anticipated opportunities for advantage;

2. A general management responsibility for choosing market segments,
developing a value proposition and competitive positioning, and
matching consumer needs with organizational capabilities; and

3. A functional activity that deals with the implementation of pricing,
promotion, product management, and channels of distribution
decisions in support of the overall business or brand strategy.

What complicates is the fact that marketing concept applied at
these levels varies in scale and scope.

Marketing has its origins in the process of exchange in which
value is given and received in a market setting (Bagozzi 1974) and should be
responsible for achieving favorable exchange outcomes with target
consumers. Levitt In his classic marketing essay, marketing myopia, point
out the myopia common among the marketing people as their inability to
understand the expressed and latent needs of the customers at the
fundamental level. Levitt further identifies a larger role for marketing in
making entire business process as consisting of a tightly integrated effort
to discover, create arouse and satisfy customer needs. Yet this canon among
the marketing laws though grand is theory appears to lag a lot in practice.

Marketing Dynamics
Marketing dynamics encompasses the rising new challenges on

account of changing customer expectations, technology and industry trends.
It also deals with the evolving nature of marketing in response to these
challenges which has implications for the marketing theory and practice. It
is in this context the research on the field of marketing gains relevance.
Many proven marketing techniques in the past have become defunct in
light of the new market realities.

Some of main themes reflecting the emerging dynamics of marketing
are: Marketing in the emerging markets, marketing in the digital era, rethinking
marketing for Customer centricity and need for Reforming Marketing

2
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Marketing Dynamics in the Emerging Markets
Marketers face different challenges in the emerging markets. It is

becoming evident that many of the marketing practices developed in the
industrialized world may not work in the emerging markets. Understanding
the nuances of such markets where 80% of the consumers reside will be a
key challenge for marketing in terms of scale, diversity and access.  Emerging
markets are characterized by many factors which tend to influence the
marketing practices (Sheth 2011) and this includes:

1. Market heterogeneity due to highly skewed population, with as
much as 40 -50% forming in the bottom of pyramid. They are
customers with huge resource constraints and the variations
between urban and rural households to the access of products are
very high. Affordability and accessibility may be more important
for market success factors in such markets.

2. MNCs cannot ignore socio political institutions which include
religion business groups, government, NGOs and local community.
The influence of such institutions on market outcomes are often
more than the differential competitive advantage in deciding the
final outcome. In many cases firms may find it more strategic to
coexist with leading government and national players who aspire
to be global competitors. Especially with the presence of powerful
national marketers having high aspiration to become global market
leaders, market power is more asymmetric and firms MNCs have to
contend with market imperfection in the first pace.

3. Unbranded competitions are strong and prevalent in emerging
markets. Due to lack of regulation, compliance and enforcement
unorganized completion from unbranded players will be more and
is not easy to counter in the emerging markets.

4. Marketing managers had to face lack of infrastructure as one of the
challenge in the markets to facilitate efficient and profitable
exchange. So nontraditional channels and innovative access to
consumers may be both necessary and profitable in the emerging
markets.

5. With chronic resource shortage in such markets resource
improvisation may be more relevant. This may even surpass the
endowments based on resource based advantage for the firms.

Introduction
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So, in emerging markets shifts in marketing practice needed include market
orientation to market development; relationship marketing to institutional
marketing; and from customer satisfaction to converting non users to users

Marketing in the Digital Era
The new age marketing is more complex especially with the rising

influence of new powerful interactive technologies like social media and
dizzying array of wireless technologies. Marketers have to grapple with the
new rules of the game when many of the interactive technologies like
internet, analytics and big data gets more and more enmeshed with social
media. From increasing facebook likes to driving retention of existing best
customers will require devising new marketing strategies. This becomes
particularly relevant in emerging markets where digital economy is booming.
According to a McKinsey study in 2013, internet economy in India is
expected to reach $100 billion by 2015, from $30 billion in 2012. Globally
more than 50% of the internet users are out of developed markets. Out of
this, emerging markets like India will see its share rising in a big way. Digital
economy in India is expected to reach 0.5 billion users by 2015. And among
this, 55% is going to access internet will be through wireless devices   - the
third screen. As the third screen is going to be the new medium for marketers
to reach their target market, the style of marketing in terms of content nature
and scope may vary greatly. Devising strategies to influence users through
this medium will be a key challenge facing marketers. For instance, optimizing
sites and content for mobile devices such as i-pads, i- phones and android
devices will preoccupy marketers a lot more than before.

Rethinking Marketing for Customer Centricity
Rules of marketing which worked in the mass market and mass

media era needs rethinking. According to Rust (2010) in their influential
leading HBR article, advocates the need for reinventing marketing, making
it truly customer centric. Implementing this philosophy which was not possible
in the past is now possible with the powerful interactive technologies and
the availability of big data and the tools to analyse them. Despite the rhetoric
of customer orientation, many firms typically operate with product/brand
focus with issues of segmentation targeting with an aggregate view of
marketing dominates the practice. In this mode, product is still in the center
and is offered with modifications to different customer segments. According
to them, Customer centricity refers to placing customer in the center and
products are configured to develop long term customer relationships and
this involves:

4
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Shifting the analysis from an aggregate view to an individual view
of customer activities and value.

Change the focus from driving transactions to maximizing customer
life time value.

Shift from a product/brand focus to a mindset of cultivating
customers. And this calls for changes in marketing strategy and
structure.

Tracking more customer focused metrics like customer lifetime
value and customer equity.

Reforming Marketing
Elevating Marketing: Marketing is Dead! Long live marketing’ is

the evocative article by Webster & Lush (2013) in which they argue that the
old marketing is dead and it is time new marketing takes over its place.  The
new marketing needs to be reoriented more towards a concept of consumer
welfare. This means going beyond, but not ignoring customer satisfaction,
with promoting better quality of life and standard of living.   Progress for
marketing lies in integrating the goals of marketing into a larger more
encompassing vision of markets and consumers (Kotler 2012). Many pointed
to the need for marketing reform (Sheth and Sissodia, 2006). Elevating
marketing to higher levels of consciousness by moving beyond a narrow
focus on customers to broader concerns for them as citizen –consumers.

The economic recession and the slow recovery of the past several
years in developed and developed markets is gaining interest in this new
vision of marketing. The positive contribution of marketing to business
efficiency and effectiveness is offset to some extent by the negative
consequences of a focus on satisfying the individual customer. As a result
customers are sometimes careless and uninformed, and both buyers and
sellers act irresponsibly. The new marketing should aim for creating educated
informed and knowledgeable consumers to help them make better decisions.

Marketing is therefore getting reinvented, changing with disruptive
technologies undermining the traditional channel power, and rise of the
more smart and discerning digital age consumer. Reforming marketing for
customer centricity and customer welfare will gain more relevance in the
future. The purpose behind this book is to present selected viewpoints,
thoughts and research findings of marketing scholars.

Introduction
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The paper by Prof. M. J. Xavier addresses the issue of how marketing can
help firms to discover and design and deliver value to its stakeholders. The
paper builds on the concept of eco-system to develop a conceptual
framework to explain the role of marketing in the collaborative value creation
process and the same is examined with the help of a retail automation case
study.

The paper by Prof. Sanal Velayudhan explores how marketing can
respond to challenges of a changing market environment caused by
increasing globalization, technological changes and the rise of more
empowered consumer. Marketing functions short term and long term
responses needed to cope with these changes are discussed in the paper
with specific reference to Indian Marketing environment.

The paper by Prof. G Antony charts the evolution of marketing
theory and models. Specifically the paper highlights the weakness of the
existing marketing models to address the emerging market realities: stagnant
markets in the developed countries, growth of bottom of pyramid markets,
postmodern experiential consumers and unique challenges of markets in
the emerging economies. The paper further highlights the need to reinvent
the conventional marketing ideas to face the new realities.

The paper by  Ms. Sarah Mirzee and Prof. Babu George  explores
an interesting topic on how the concept of archetypes can be used to build
better brand image and bonding with the new age consumers. They report
a study conducted among homemakers in the Iranian market about how
Demeter, a form of archetype is used there to develop brand image for
effective brand communication and bonding.

The paper by Prof Sunil Sahadev and Prof. Keyoor Purani presents
a systematic review of extant literature on the adoption of internet banking
services in the developing countries. Their paper identifies y the gap between
studies on this topic carried out in developed and developing countries
and suggest ideas for future research on internet banking services adoption
in the developing markets.

The Paper by Prof Angelo Nicoaides from   points out the dark side
of marketing in promoting materialism and consumerism in the emerging
markets and suggest the ethical marketing principles needed  to counter
this trend.

The paper by Prof De Witt Provides an overview of the changes in
the marketing process needed when applied in the context of developing
eco tourism in the developing countries.

6
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The paper by Mr. Ansted, Ms Bindu and Dr. Victor Anand Kumar
explores the uses of social media as a brand communication tool by global
brands in the Indian context. Various social media tools are examined and
measures suggested leveraging the power of social media to satisfy the
social media savvy consumers in the Indian market.

The paper by Prof. Sanjay K. Parahoo and Prof. Heather L. Harvey
compares and contrast the customer satisfaction studies conducted in
developed and matured markets with that of studies from emerging markets
and highlight the role of socio-cultural and demographic variables in
determining the customer satisfaction in these markets.

The paper by Prof. Mani K. Madala describes the challenges in
expanding e commerce operations in the emerging markets and suggests
ways to overcome the same.

The paper by Ms. Renjini and Dr. Mary Joseph identifies some of
the important reasons why nonprofit marketing is still to realise its potential
in India and illustrate how the recent developments in technology can help
nonprofit organisations overcome these roadblocks in non profit marketing.
This paper also analyses the potential impact of the recent developments in
corporate social responsibility.

 The paper by Ms. Athena and Dr. Moly P. Koshy looks into the
phenomena of consumer socialization and explores how in a rapidly changing
environment due to the advancement technology creates a major shift in
family relationship and consumer behavior leading to reverse socialization
-  a reverse transfer of knowledge from the younger generation to elder
generation   .

The paper by Prof. Bala Krishnan Menon and Dr. Jagathy Raj
describes a model for consumer purchase intention developed and tested
by them in the passenger cars market. Dr. Anoo Anna Anthony’s paper
discusses the relevance of various international marketing strategies taking
the case of home textile industry clusters in Kerala. The paper by Dr.
Mohammed Razi-ur-Rahim explores the effect of socio-demographic factors
on the consumers brand preference in the soft drinks market. The paper by
Ms. Shoba Menon looks into the role of trade shows as a marketing
communications tool in the context of emerging markets. QR codes as a
strategic marketing tool in the emerging digital economy is explored by Mr.
George Joseph in his paper. Mr. Jose Varghese, in his paper on customer
orientation, empirically test the relationship between customer orientation

Introduction
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and job related factors (Experienced meaningfulness, Organizational
Identification, Pay Satisfaction) in explaining Individual Sales Performance.

As a concluding remark we would like to reiterate that the
collections in this book are never intended to be comprehensive enough to
cover all aspects of marketing dynamics. Nevertheless the articles and papers
in this book are handpicked for their scholarship, vividness and relevance
in informing at least a few aspects pertinent to the changing dimensions in
the field of marketing. To this end the research papers and articles in this
book highlights changing dimensions in the field of marketing.
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Collaborative Value Creation:
A New Approach to Strategic Marketing

Dr. M. J. Xavier

Introduction
The change in the way a firm discovers designs and delivers value

has implications for marketing function and marketing practitioners. There
is a lot of criticism leveled against marketing and its practitioners that the
discipline has not kept pace with the changing business landscape. A number
of authors (Hulbert and Pitt, 1996 and McKenna, 1991) argue that marketing
has to move from being a functional responsibility to being a corporate
philosophy. Marketing academics  are questioning our conceptualization(s)
of marketing (Hunt, 1992), questioning the role of marketing (Albaum, 1992),
debating whether marketing is or is not a science (Brown, 1995 and Zinkhan
and Hirschheim, 1992), and admonishing marketing as a function for not
adapting to change (Sheth and Sisodia, 1995). Generally there is an increasing
appreciation of the context-dependent nature of knowledge in general and
marketing knowledge in particular (Sheth and Sisodia, 1999), and the fact
that possibly too much attention has been paid to the individual elements
of marketing, without sufficient attention to our holistic conceptualization
of marketing (Bass and Wind, 1995).

Researchers (Xavier, 1998; Kumar 2004) have also pointed out the
marginalization of marketing in organizations and the need for revitalization
of marketing to make it relevant to the top management of the organization.
Relationship paradigm for marketing has been suggested by several authors
(Gummesson, 1998; Gronroos, 1994; Sheth and Parvatiyar 2000). Achrol and
Kotler (1999) suggested a network marketing approach. Vargo & Lush (2004)
have developed a most comprehensive approach to the study of marketing.
They suggest a new dominant logic for marketing that is focused on
intangible resources, co-creation of value and relationships as opposed to
the traditional focus on tangible resources, embedded value and
transactions.

Srivastava et al. (1999) have developed a framework for
understanding the integration of marketing with business processes and
shareholder value. The framework redefines marketing phenomena as

9



embedded in three core business processes that generate value for customers
– product development management, supply chain management and
customer relationship management – which in turn create shareholder value.
Such a conceptualization of marketing has the potential to introduce dramatic
shifts in the scope, content and influence of marketing in the organization.

However the concept of maximizing shareholder value as the sole
objective of an organization has come under criticism by many authors.  A
new approach for performance evaluation developed by Neely et al, (2000)
emphasizes the maximization of stakeholder value. Given the fact that
marketing is concerned with one of the key stakeholders, viz. the customers,
an attempt has been made to develop a collaborative framework for customer
value maximization that forms the basis for corporate value creation. This
should help marketing gain its rightful place in the corporate world. As we
are living in a networked environment, we need to understand the role of
marketing in its dynamic interaction with various departments within the
organization and partnering organizations in the process of customer value
creation.

As the customer value creation process cannot be understood in
isolation of corporate value creation, this paper proposes a collaborative
value creation model for the corporation as a whole and then derives the
role of marketing from the same. We need to understand the evolution of
business ecosystems before we formulate the collaborative value creation
model.

The Evolution of Business Ecosystems

What is an ecosystem? Think of an ecosystem as any place where
a lot of living things exist in balance. One example of an ecosystem (eek’-o-
sis-tem) is a pond where insects, worms, birds, fish, mice, muskrats, and
ducks live together. All these animals rely on each other. Just like people in
a town or community. The pond ecosystem is a community too. There are
many types of ecosystems in the world. There are aquatic and terrestrial,
freshwater and saltwater, forest, grassland and savanna ecosystems. Each
ecosystem supports a unique association of organisms - plants, animals,
bacteria, fungi, and microorganisms, which interact with their surroundings.
Different plants and animals grow in different ecosystems. Nature has a
system that keeps the living things in the ecosystem in balance so no living
thing takes over the whole ecosystem and destroys it by overeating.

10
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The business ecosystem model for business was first proposed
by Moore (1996).  The concept of ecosystem has been well accepted among
the e-business experts (Nguyen, 2002; Aponovich, 2002). Eagle et al (2000)
have studied retailing as business ecosystems and report that most retail
chains are moving into several businesses unrelated to their core business.
Supply chain collaboration (Horvath, 2001, Seifert, 2003) is well understood
and now there are tools available for the same. Iansiti and Levien (2004)
show how Wal-Mart and Microsoft gain advantages by sharing information
and innovations with the members of their entire eco-system.

Shawney (2002) uses the term meta-markets and Xavier (2000) calls
it virtual clusters to describe business ecosystems. The term C-Commerce,
also points to the networked ecosystem models. According to Gartner, the
C-Commerce vision includes inter-enterprise Internet connection, but it goes
a step further by enabling multiple enterprises to work interactively online
to find ways to save money, make money and solve business problems -
often by dynamically restructuring their relationships. Interesting C-
Commerce applications can be found in Thuraisingham et al (2002) and
Holsapple and Singh (2000). Researchers in the field of Network theory
(Achrol & Kotler , 1999; Webster, 1992; Frels et al , 2003)  too are converging
on similar ideas. Normann  and Ramirez (1993) used the term value
constellation to explain the concept of collaborative value creation taking
IKEA as an example. The terms co-opetition, business ecosystem, business
networks, meta markets, virtual clusters, value net (Brandenburger and
Nalebuff, 1996) and value constellation (Normann  and Ramirez, 1993)  have
overlapping meanings. All of them  point  to the concept of collaborative
value creation and co-evolution.

The globalization of markets, rapid technological obsolescence
and shortened product lifecycles forced companies in the 90s to build
operations ecosystems through strategic alliances and supply chain
integration. This has resulted in the increased emphasis on collaboration,
co-operation and co-evolution. However the concept of market ecosystems
had to wait for the Internet to mature. Figure 1 presents a hypothetical
ecosystem for passenger cars market.

Collaborative Value Creation...
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Figure - 1
A Hypothetical Ecosystem

How is the Ecosystem Model Different from Traditional
Models?

Though Hamel and Prahalad (1990)  advocated the cultivation and
exploitation of core competencies that guided companies to diverse markets
using their core products, the new ecosystem model of value creation
suggests the ‘share of the customer’ approach that assembles multiple
competencies to meet different needs of the customers. The core competence
approach can better be understood by looking at how Honda’s skills in
engine making was  successfully exploited in a number of markets such as
two wheelers, four wheelers, generators, out  board engine motors, power
sprays and lawn movers. The new approach is similar to the customer focus
suggested by Theodre Levitt  (1960) in his landmark article on Marketing
Myopia. Levitt criticized the U.S. Railroad company for its myopic approach
in defining their business as ‘rail-road business’ while they were actually in
the business of ‘transportation’. If only they had planned to satisfy the
travel needs of their customers they could have diversified into air, sea and
road transport or collaborated with the operators of alternate modes of
transportation.  Extending the same logic a little further the company could
have partnered with several firms to offer all travel related services such as
boarding, lodging and local transport.

The collaborative Value Creation Model
Though the basic principles of cooperation and co-evolution are

appealing, the ecosystem analogy lacks proper frameworks for strategy
formulation by organizations. We cannot literally equate business
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ecosystems with that of natural ecosystems where birth and elimination are
seen as mechanisms of evolution. The population ecology approach neglects
organizations ability to learn and react to external shocks in a more rational
way. The process of natural selection produces its results by trial and error
over long periods of time. Economic systems, such as the structure of an
industry, may be transformed within a single generation (Coase 1978). This
paper offers a new collaborative value creation framework that combines
the concept of value chain as well as the operations and business
ecosystems.

Contrary to the traditional value chain approach which confined
its scope to the  value creation processes inside the organization, viz., the
purchase processes, production processes and the delivery processes, the
new approach suggests partnering with several firms, including competitors
to create value for themselves, their customers and other partners. Figure 2
depicts a simplified model of collaborative value creation network. This
puts the firm at the center as in the firm centric network model while linking
it to a market ecosystem on the demand side and operations ecosystem on
the supply side.

Figure - 2
A Framework for Collaborative Value Creation

When companies reached a plateau in terms of operational
efficiencies that can be achieved by them, they started partnering with
suppliers, complemetors and even competitors. The supply side
collaborations have been studied as supply chain, strategic alliances and
co-opetition. An organization may join hands with its competitors for
common sourcing, collaborative R&D work and/or to take advantage of
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each others resources. The developments in Information technology
provided solutions that allowed for transparent relationship with partners.
Currently supply chain relationships are taken for granted by many large
corporations. While the components of the operations ecosystem (strategic
alliances and supply chain integration) have been studied extensively, market
ecosystem and its value creation potential for customers and corporations
has not been well understood. An attempt has been made to fill this gap in
this paper.

On the demand side an organization may join hands with its
competitors to build common delivery channels or align with suppliers of
complementary products that the organization could cross-sell/up-sell to
its customer base. Consortium of banks using common ATMS and alliances
among airlines for seat sharing and ticketing are good examples of
collaborative value creation for customers. The following case study on
Retail Automation explains the formation of a market ecosystem and the use
of collaborative value creation model.

Retail Automation Case Study
In India, the retail sector is the second largest employer after

agriculture. The Indian retail is one of the biggest industries of India with a
turnover of around $180 billion. This is expected to touch USD 450-500
billion by 2010. Within the retail sector, grocery constitutes the biggest
component with about 50 per cent share. At the macro level, retailing is the
largest private sector industry accounting for 10-11% of the GDP. Globally,
India has the highest absolute number and the highest per capita number of
retail outlets. With an estimated 11.2 million outlets, India has the largest
retail outlet density in the world. Besides, the country is also dotted with
low-cost kiosks and pushcarts.

According to a survey by AT Kearney, an overwhelming proportion
of the $180 billion retail market is unorganized. In fact, only a $5 billion
segment of the market is organized. As much as 96 per cent of the 11 million-
plus outlets are smaller than 500 square feet in area. This means that India
per capita retailing space is about 2 square feet (compared to 16 square feet
in the United States). India’s per capita retailing space is thus the lowest in
the world. (Ganguly, 2003)

It is in this background that TVS Electronics, manufacturers of
Printers, UPS Systems and Computer Keyboards, decided to get into the
retail automation business. TVS electronics is a part of the 90 year old TVS
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Group, one of India’s most reputed business houses with a Group turnover
of over US $1.5 billion. Their mission was to empower the Indian retailer with
an appropriate retail automation product. After a careful study of the market,
it was decided to develop a low cost point-of-sale terminal for the small and
medium sized grocery stores.

A detailed market research in top 26 Indian cities that account for
more than 60 percent of all grocery sales showed that there was a demand
for more than 50,000 Point of Sale (POS) terminals at the price of US $1000.
The TVS Sprint, POS terminal, was designed with inputs from a large number
of retailers and shop owners. It is an “All-in-one” Integrated hardware
platform for Transaction Automation that offered to its user, an extensive
functionality in order to manage better their day-to-day transactions. Some
of the interesting features of this system are:

1. Stock management with prompt and alarm for low stock
items

2. Calculation of slow moving items

3. Sales return handling

4. Payments - cash, credit card
5. Bill printing in multiple languages to suit local needs. It can

print English and 11 other Indian languages.
6. Pricing and ability to change prices
7. Handling petty cash
8. Power backup
9. Hand held bar code reader
10. Internet enabled

The product testing was carried out in ten grocery stores in Chennai
(a large city in South India) for nearly 6 months to iron out any problems
with the product. The business plan envisaged a turnover of $25 million by
the third year and a profit of $2.5 million. The projected sales for the first
year was 10,000 units, second year 15,000 units and was expected to peak at
25,000 units in the third year. It was also planned to get into other verticals
like pharmaceuticals, gas stations, restaurants and also look for exports to
Brazil, Mexico and China at a later date.

By the beginning of the year 2001, the product was ready to be
launched. It was named TVS SPRINT and test marketed in the city of
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Chennai. The sales target for the product during the first year was 1000
units. Financing arrangements were also made for the retailers who adopted
the product. However, the product acceptance was very slow. Even after six
months they could hardly sell 100 units.

At this juncture one of the authors went on to serve the company
as a consultant. As a first step, a couple of focus group discussions with
target retailers were arranged to get a feel of the market. In one of the focus
groups, a participant wanted to know why this product could not be supplied
free of cost. He went on to justify his demand for a free product citing
examples such as  free bottle coolers supplied by Pepsi and   free installation
of  sign boards by P&G.

It became clear that the machine was not offering the value for the
price they were charging or the company had failed to communicate the
benefits clearly. Further analysis revealed that there was a need to rediscover
the value for this new product. The company could either lower its price
(which was almost impossible with the level of costs) or offer more benefits.

A small team was formed, comprising of employees drawn from
product development, marketing, HR and Finance, and entrusted with the
task of reformulating the marketing strategy for Sprint by enhancing the
value to the customers. They started looking at the possibility of collecting
the transaction data from the independent retailers with the view to find a
market for the same. As a first step 10 selected grocery stores were networked
to a central server in TVS Electronics. With a dial up system it was possible
to port data to the central server every day at periodic intervals. After
gathering data from participating retail outlets for a couple of months, the
data was analyzed to develop cost benefit analysis for the retailers and to
make store improvement plans. The company was able to demonstrate that
the retailers could add anywhere between 2 to 5 percent to their profits
through improved inventory systems and keeping a tight control on their
slow moving items. The 2 to 5 % gains were considered a great
accomplishment in a system where the retailers operated on margins of less
than 10%.  Another consultant on space management helped the stores
improve their store lay-out and that led to more space for customers to
move around. The rearrangement was done taking into consideration the
mix of products sold by individual stores.

The participating retailers were asked to identify their 50 key
customers so that the data about these selected customers could be tracked
and analyzed separately. A simple CRM module was added to each machine

16

MARKETING DYNAMICS IN EMERGING MARKETS



that conducted purchase basket analysis for their A category customers.
This helped the retailers keep track of the purchases made by them. They
were able to offer free home delivery and other benefits to customers
selectively. These efforts helped the retailers corner an increased share of
the wallet of their key customers. These led to an increase of 6-12% sales
over a 6 months period.

These success stories were publicized through a company
sponsored newsletter. This created a positive image for the product in the
market and the sales went up marginally. There were more retailers willing to
share their data with the company. But the numbers were not enough.

The task force then started looking for other means to improve
value for their customers. The key objective was to look for other revenue
sources that would help the organization subsidize its product. Using market
ecosystem framework, the following different revenue streams were identified
that could be generated by building a network of 50,000 grocery stores in
top 26 Indian cities.

1. Revenue from the sale of raw transaction data.
2. Form Retailer clubs in every city and issue loyalty cards to 50 key

customers of every  retailer so that we could track the purchase
patterns of 2.5 million (50x50000) customers. That data can generate
more revenue.

3. Set up a data mining center that would mine this data and sell out
reports to different subscribers.

4. Create a wholesale distribution company that would   aggregate the
demand from members of the retail clubs and do common sourcing.

5. Start a TVS e-shop with call center facilities where customers could
directly order for grocery.

The resulting ecosystem model is shown in Figure 3. The new
business model required that the firm create a large network that connected
the firm to more than 50,000 retailers, their suppliers, and partners.  It also
required the formation of new companies to mange wholesale supplies to
retailers, a Dot.com Company for sale of groceries on the net, and a data
mining company to handle the large volumes of transaction and customer
data.

Suitable partners had to be found for providing the fiber optic
backbone to interconnect all the retailers, an IT company for database
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management and management of networks and a Market Research/Analytics
firm to mine, model and sell reports. The plan also envisaged the creation of
large grocer cooperatives in each of the cities and the development of
governance structures to manage them. The idea was that the grocer
cooperatives would effectively be able to enjoy the benefits of a large chain
store and provide the personal touch that can be found only in Mom & Pop
stores. All these cost money and the firm had to look at ways and means of
brining these additional investments.

A proper business plan was drawn up that showed that the total
profits that could be earned from this approach would be upwards of $25
million from the third year onwards. It also became apparent that the machine
could not only be distributed free but a fee could be paid to the retailers at
a later date for sharing their transaction data. Apart from generating revenues
for the organization, this approach truly was capable of empowering the
fragmented Indian retailer and enabling them to effectively compete with
large supermarkets.

However the problem was in implementation. It has to be kept in
mind that the firm had no previous experience of working with partners.
This new collaborative approach requires partnering with several firms and
pooling of their core competencies to exploit the gold-mine of opportunities.
Forming and managing such large alliances appeared to be a daunting task.
It was a choice between creating a new business model and its own market
versus competing in markets in the traditional way. In other words, the
company had the option to take the difficult route of building an ecosystem
or follow a more conventional strategy that suggested that they exploit
their core competency, viz. ‘electronic box making’. They eventually chose
the latter approach and they have then added set top boxes for TVs to their
product line and are looking for more electronic boxes.

Implications for Marketing
It has now become a cliché that the models developed for the

industrial economy do not work in the information economy. Consequently
attempts are made to redefine business functions.  Noted Marketing educator
Philip Kotler (1999) once said, “I have had a 38 year romance with marketing
and continue to be intrigued. When we think that finally we understand
marketing, it starts a new dance and we must follow it as best as we can.”
The scope and definition of marketing has undergone several changes in
its 5 to 6 decades of existence. The recent definition of marketing by the
American Marketing Association (2004) goes as follows. “Marketing is an
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organizational function and a set of processes for creating, communicating
and delivering value to customers and for managing customer relationships
in ways that benefit the organization and its stakeholders.” It is very
appropriate that it is focused on customer value creation, customer
relationship and sharing of benefits with organization and its stakeholders.

 The major difference between the approach suggested in this article
and the AMA definition is that we place an extra premium on collaborative
approaches to customer value creation.  An explicit consideration needs to
be given to collaborative approaches to formulating marketing strategies as
we are now well entrenched in a networked world. At every stage, it is
essential that we employ collaborative approaches – collaboration with
other departments, collaboration with customers and collaboration with
partners outside of the organization to achieve maximum efficiencies.

Collaborative Value Creation Model for Strategic Marketing
The approach suggested is different from the value chain approach

as the steps in value creation are conceptualized as a cycle as shown in
Figure 4. The four key stages in the value cycle are collaborative value
discovery, collaborative value design, collaborative value delivery and
collaborative value retention. As there is always a possibility of value
migration from time to time, it is imperative that the process of value creation
should be a continuous one. Organizations should enter a perpetual value
discovery mode to offset and arrest value migration.

Figure - 4
The Marketing Value Cycle
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Value Discovery through collaboration with customers,
intermediaries and even competitors is a well known process. Ramaswamy
and Prahalad (2000) use the term co-opting customer competence to describe
the process of value discovery and design through collaboration with
customers. Several authors (Hippel, 1976; Griffin and Hauser, 1993; Bamforth
and Brookes, 2002) advocate the use of Voice of the customer methodology
to discover and design value.  Collaborative value design through strategic
alliances with partners and competitors is well documented in the
management literature (Fraser et al, 2004; Lamming, 1993; Macbeth and
Ferguson 1994; Hamel et al, 1989). The retail automation case study
discussed earlier highlighted the collaborative value design and delivery
process.  Value retention comprises of two aspects, viz., customer retention
and protecting value through patents, licensing and industry standards.
However innovations outside of the organizational ecosystem having
ramifications for the design and delivery systems of the organization could
induce value migration. Organizations should absolutely remain on top of
the value creation cycle to compensate and minimize value migration.

The new value creation process broadens the boundaries of the
organization to include new players in the team such as the complementors,
competitors and suppliers. The traditional approaches to strategic market
planning attempted to match the competencies of the organization with the
external market opportunities. The new approach tries to exploit market
opportunities by bringing together the competencies of several
organizations that were outside the purview of tradition market planning.

All these point to the fact that the boundaries between marketing
and other functions is getting fuzzy day by day. While marketing function
is responsible for creating value for customers, it has very little authority
over other departments and players outside of the organization who play a
major role in the value creation process. There is no disputing the fact that
customers are at the core of any organization with customer satisfaction as
the number one priority.

Driving innovation and creating value for customers are the two
key tasks of marketing people that will enable the organization to satisfy
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Figure - 5
Actors in Value Creation

and retain its customers. However the marketing people cannot achieve
these results without joining hands with other departments and partners.
The new model requires that the organization join hands with suppliers,
partners, complementors and collaborators to create better value for its
customers as shown in

This puts the customer at the core of the organization with every
function rallying around the customer-value-creation process. The
boundaries of the organization expand to include suppliers, customers,
complementors, partners and even competitors. Marketers are supposed to
come up with strategies to exploit the customer base through cross selling
and up-selling not only the products and services of its own but also that of
the complementors and competitors. The key differences between the
traditional marketing and the collaborative value creation approach are
summarized in table – 1.
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Criteria Traditional
Marketing

Collaborative Value
Creation

Strategic Focus Customer Customer and Corporate
Satisfaction Value Creation

Strategic Unit Marketing Business Ecosystem
(or Boundaries) Department or The that includes the

Organization organization, customers,
suppliers, channel partners,
complementors  and
competitors

Value Management Value Chain - Static Value Cycle – Dynamic
Tool Strategic Gain Competitive Create superior value
Objective advantage through collaboration and

relationship building

Strategic Match Organizational Create New Opportunities
Approach competencies with by assembling the

Environmental competencies of the
Opportunities members of the ecosystem

Pricing Cost to be covered Cross subsidized across the
by the price ecosystem members and

optimized over customer life
time value

Relationship Marketing strategies Market and business
between are a sub set of strategies are synonymous
Marketing and Business strategies.
Business
Strategies

Competition Between Between Ecosystems or
Organizations that Networks
offer similar products
or services
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CEO-CMO Disconnect
Collaborative value creation approach to strategic marketing offers

a new paradigm that requires new thinking and new skill-mix. Interestingly
this has been better understood by the CEOs than the Chief Marketing
Officers (CMOs). In this new model, the role of a CEO is one of an orchestra
conductor who needs to get the team play the ‘customer value maximization’
tune in a harmonious way.  In some sense this new scheme puts marketing
function at a disadvantage as it is seen as one other function that contributes
to customer and corporate value creation. At the same time customers have
come to occupy the center stage in many organizations though marketing is
losing its preeminent position. In order to regain its glory marketing should
take a strategic orientation and work to meet the CEO’s agenda. Collaborative
efforts with R&D, Engineering, Finance, IT and other external partners to
create value for customers will certainly bear fruit.

A new study by the Association of National Advertisers (ANA)
and management consulting firm Booz Allen Hamilton (RTO Online, 2004) of
over 100 companies revealed the increasing importance of marketing and
the challenges it faces. Across all industries, 75% of marketers and non-
marketers agree that marketing is far more important to corporate success
than it was five years ago. However the corporate marketing function is not
aligned with the CEO’s agenda, instead focusing on tactical issues such as
maintaining branding guidelines, sharing best practices, and counseling
divisions. Further, the joint study revealed that the role of the CMO is
poorly defined at an alarming number of companies, and that companies
expect marketing to provide measurable outcomes such as return on
investment (ROI), but current metrics are not up to the task. According to
the Conference Board’s CEO Challenge 2004 report, the top four priorities
for CEOs are: top line growth (52%); speed,  flexibility, adaptability to change
(42%); customer loyalty and retention (41%); and stimulating innovation
(31%). In contrast, marketing is focused more around tactical issues such as
setting and maintaining branding guidelines (83%), counseling divisions
(52%) and sharing best practices (52%) than it is with driving the CEO
agenda (37%) and driving innovation (35%).

It is heartening to note that customer value creation has gradually
moved up to CEO’s agenda for corporate success but the problem is that
CEOs feel that marketing is too serious a function to be left in the hands of
one any one function.  Marketing can gain its rightful place in the organization
only by taking a strategic posture and speaking the language of CEO - value
added.
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Conclusion
As Peter Drucker (1954) once said, “The business Enterprise has

two and only two basic functions: Marketing and Innovation”. The problem
is how we get that spirit back into the organizations. If marketing has to
regain its lost glory, it has to reorient itself to the changed scenario. Though
there is a clear agreement among scholars that a new framework is needed
for marketing, there is no single accepted framework that has been evolved
till date. This article has shown that marketing is emerging as a cross-
functional process that creates value for the customers and the corporation
by building collaborative relationships with customers, partners and even
competitors. It is argued that marketing should adopt `customer value
creation’ framework that ties-in with the ̀ corporate value creation’ framework.
A number of concepts in marketing, such as, closer relationship with
customers, co-creation, brand equity, networks and (service) quality can be
well integrated into the value creation framework.

With the sophistication in the accounting methods, it is now
possible to measure value. As we can measure the contribution of every
activity toward customer value creation, a lot of guess-work can be taken
out of marketing. With every discipline moving towards value creation and
value addition, it makes immense sense for marketing too to speak the
language understood by CEOs.
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Shaping Strategy and Riding the Economic
Slow Down: Opportunities for Challenging

Marketers

Dr. Sanal Kumar Velayudhan

Introduction
Marketing has to respond to the challenges of a changing

environment. The situation faced by the marketer today is similar to a captain
of a ship in un-chartered waters facing a storm. The trends of globalization,
technological changes and empowered customers require strategic approach
to marketing decisions. The economic slowdown requires short term measures
to survive and maintain revenue and if possible growth. This requires that
the marketers examine and modify the strategic approach to meet the short-
term changes in the environment. These two issues are elaborated with the
role of marketers role for the long term discussed first followed by the
immediate issue of the economic slowdown and need for revival of consumer
confidence next.

Marketing Response to the Emerging Trends

What are the trends of interest to marketers? Some of the important
trends that are observed include; the growing markets, growth in information
technology (IT) and technological changes in communication, production
and packaging, globalization of the economy, increasing competitive
environment, and increasingly knowledgeable consumers. The marketing
response to each of these trends is examined and then for each of these
trends the issues that marketers need to address are identified.

Growing Market: The domestic market exhibited continuous growth over
the past few years and is only now experiencing a slowdown because of
worldwide recession. Global economy, however are showing signs of
recovery.

For most of the past 15 years emerging markets-led by Brazil, China,
India and Russia, or the BRIC economies-drove global growth. Emerging
markets accounted for more than half of global GDP growth over that period
as the BRIC economies notched up economic growth rates in double digits.
(Economist, 2013). The global economy grew because of BRIC countries and
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within the BRIC economies it is China and India that exhibited sustained
growth. In India the growth in the service sector and also the manufacturing
sector helped grow the market. The IT professionals with their ability and
also willingness to spend spurred the market for branded garments, personal
care and grooming products, durables, automobiles and for services like
restaurants, beauty parlor and health & fitness service, travel and financial
services. The market for high end products witnessed growth. This resulted
in the entry of high-end brands like the BMW and sale of products like the
corporate jets and private yachts and services like cruise holidays along with
brands for the mid-income younger group of consumers, like the Cafe Coffee
Day and Hillfiger. Products that met the demand for convenience like the
ready to eat foods, branded dosa-mix etc had a demand from the working
couples. The growth in organized retail sector and the shopping malls is part
of the growth in the consumer market. The marketing strategies of firms
competing to serve the growing demand present useful lessons for marketers.

Issues that need marketer attention in the growing market: Some of the
issues that marketing community needs to address as a result of the
opportunities and challenges that result from the growing markets include:

o The need to understand the changes in consumer behavior for
identification of segmentation patterns and to guide marketing
decisions.

o Shopping behavior and effectiveness of the methods used to cross-
sell and upgrade purchase need understanding. Issues of satisfaction
after purchase and use are important for customer retention.

o The research methods used for different consumer segments vary
and there is a need to develop appropriate measures for the purpose.
The ability of consumers to process information varies and these
need to be incorporated in the measures used.

Technological Trends and its Impact on Marketing: The rapid technological
development is taking place is not in doubt though judgment on the pace
may vary, the growth is exponential. According to Kurzweil (2001) “An
analysis of the history of technology shows that technological change is
exponential, contrary to the common-sense “intuitive linear” view. So we
won’t experience 100 years of progress in the 21st century - it will be more
like 20,000 years of progress (at today’s rate)”.

Technological trends are grouped under information technology
(IT) and communication technology and non-IT technology changes.
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IT and the Advances in Communication Technology have Influenced
Marketing to a Great Extent by:

i. Enabling marketers target communication to individual
    consumers.

ii. Access interior markets

Enabling marketers target communication to individual consumers: The
development and use of CRM techniques is a result of this technology.
Customized offering and or communication is made possible by the
availability of data on consumer purchase behavior and methods developed
to make sense of the data for marketing action. An example is of the banking
service where the consumer can transact anywhere in the country. The data
available at the different customer touch points enables tailoring service
and communication according to the requirements and profile of the
customer. This helps in not only effective service but also cross selling
relevant service. The technology has application across different products
and services. The department of posts used to have telegraphic service for
sending emergency message. With advances in communication technology
this is an obsolete technology and died a natural death. The need for sending
such messages still exist and the department of posts does provide the
service to a segment of consumers that need this service. They use the
modern communication tools to transfer information internally and then
physically deliver the message to the intended recipient of the message.
The data generated by users of credit cards and cell phones provides
information that managers use for improved marketing decisions.

Access to interior markets: The access to interior markets through use of
communication and IT technology is demonstrated by some marketers.
Access to markets is improved by reducing the cost of transaction for
interior markets. ITCIBD used internet kiosks for procuring farm products
and to sell farm inputs and also consumer goods (Upton &Fuller, 2003).

Technological Developments in Areas Other Than IT Have Substantial
Influence on Marketing: New methods of production have lowered the
cost of production and therefore price for customized offerings to consumers.
The limits placed on increasing output because of manual methods of
packaging are also removed through availability of better technology. The
use of packing machines helped increase the supply of packaged betel nut
powder and enabled the pioneer to expand beyond a few pockets within a
state to the whole of south India, the market for the product (Velayudhan,
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2005) Packaging of products in sachets helped open up new markets for
branded products among the low income and daily wage consumers both in
urban and the rural areas (Velayudhan, 2007).

Issues that need marketer attention because of the development of new
technology: Marketing issues that need the attention of both scholars and
mangers include:

o Need to examine the effectiveness of CRM techniques by product-
markets. The influence of culture on the practice of CRM may need
to be studied.

o There is a need to develop and improve methods that help managers
to process the large amounts of data on consumer behavior into
meaningful information relevant for marketing decisions.

o Need to understand by consumer profile the perception, willingness
and preference for products and services that require use of new
technologies.

o The understanding of source credibility for communication through
the internet is of importance. Are there opinion leaders in such
networks and are these same as the opinion leader in face-to-face
groups?

o The methods used by organizations to tap this network of consumers
and the type of organizations that use these networks as also their
effectiveness  needs to be studied.

In using IT and communication technologies to access
markets, marketers need to understand the efficiency of the transaction as
compared to transaction through conventional channels. There is a need to
understand the impact of these options on the stake holders including the
existing intermediaries and channels, the sharing of benefits across different
levels in the channel.

Globalization of the Economy: The media expansion and the consequent
increase in consumer awareness of the different products and services create
demand for these products and services. The television and also internet
has created awareness of not only products and service but also the different
lifestyles. In addition to awareness of products and services culture too
gets transferred across the boundaries. The movement towards cultural
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similarities, technology that enables coordinating marketing decisions
across boundaries and the reduction of political barriers to trade has
encouraged globalization. These and other enabling economic factors have
helped movement of products, service and people across boundaries.

An example of the impact of globalization is the dominance of
Gillette brand. It is not only in personal products but also in mobile phones
that there is no local brand that has a reasonable share. In the case of
television sets the Indian Brands have all but disappeared. Brands like LG,
Samsung and Sony dominate the Indian television set market which just a
decade ago used to be ruled by BPL, Onida, and Videocon. It is not as
though the large global brands find it easy all the time. The local brands had
defended their turf admirably in certain product-markets. The ability of TATA
Motors to defend against the Japanese onslaught in the LCV market is an
example. The existing brands need to find ways and means to defend their
turf and the global brands to develop an entry strategy. In the case of the
TATA’s they have taken the fight to the enemy territory with their acquisition
of Jaguar and Land Rover brands. The acquisition of global brands is again
an effort of marketers to get a foothold in the global markets. It is difficult to
judge the results of these strategies and the economic down turn has possibly
created unexpected difficulties. It is however important for marketers to
understand the strategic options available for Indian companies to enter
into global markets.

Issues that need marketer attention in the increasingly globalized world:
The issues include:

o Understanding the consumer perception of brands across
geographical and cultural boundaries

o There is a need to examine the suitability of measures across different
cultures

o Need to understand entry strategies of Indian organizations in
developed markets and also the markets  in other emerging countries

Increasing Competitive Environment: The increased competition because
of the opening up of the economy requires marketers search for competitive
advantages. The increased competition is manifested in the increase in the
number of brands and SKUs across categories. It is observed that over a
twenty year period the number of brands and SKUs doubled across
categories.
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Change in the Number of Brands and SKUs Over Time

Category 1979 1988 1998
Growth

from
79-98(%)

Toilet Soap Number of Brands 63 148 140 122
Number of SKUs 85 197 386 354

Tooth Paste Number of Brands 28 27 76 171
Number of SKUs 105 109 238 127

Talcum Number of Brands 45 65 92 104
Powder Number of SKUs 122 171 354 190
Shampoo Number of Brands 25 35 61 144

Number of SKUs 135 260 558 313
Source : Sengupta, 2008

The increased competition and brand proliferation can manifest in
better products, competitive price, and better availability and service. Ujala
a fabric whitener from an unknown company Jyothi Labs was able to displace
Robin Blue whitener of Reckitt and Benckiser. The consumer perceived
Ujala to have better quality, convenience and value for money. Competing
on price Mohan Meakins gave value for money to a large segment of
consumers seeking lower prices but reasonable quality corn flakes.
Marketers use innovative methods to reach consumers with communication
and products. Amway and DXN have used network marketing for consumer
products. DXN has been able to make an entry into health food supplements,
personal care and also hygiene products by promoting the benefit of health
through its network marketing channel. Network marketing is used not only
in consumer nondurable but also in financial services. Sahara and Peerless
have used network marketing to promote savings to the interior markets.
HUL uses self-help groups to access the interior markets. The enabling
conditions for the success of this concept are something that the marketers
need to understand.

Issues that need marketer attention in the increasingly competitive
environment: Marketing students need to examine in some detail the
following issues:

The need to understand the relationship between the fragmentation
of the markets and the level and type of competition. In the case of new
channels marketers need to study their competitiveness with conventional
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channels on costs and service. The extent of control that can be exercised
in such a channel compared to traditional channel is an important knowledge
for marketers.

Effective marketing response to competition requires that marketing
is practiced by the organization and not limited to the marketing department.
The extent and type of cross functional integration that is required for
marketing effectiveness needs to be examined. There is a need to think in
terms of processes and across disciplines (Brown, 2005), explore
multifunctional and business level issues (Kerin, 2005).

Increasingly Knowledgeable Consumers: The awareness levels of
consumers have increased. The growth of electronic media and the increased
use of internet have contributed to increased awareness.

Customers today are willing to shift to competing products and
service if they perceive that they are not getting the value for money. The
availability of options in financial products and increased awareness has
reduced loyalty levels in banks. The internet savvy consumer just needs to
sit before the computer with an internet connection to get information on
the options available and to also transact. In some product and service
categories there are third party internet sites that help compile the competing
offers. A good example of this is the comparative fares for different flights
for travel by airlines. The information available with the consumer enables
him or her to make an informed choice. Earlier the consumer was dependant
on the travel agent for information and advice. Organizations therefore are
adapting to the meet the needs of the demanding consumers with customized
offerings and communication.

Issues that need marketer attention with increasingly knowledgeable
consumers: The issues that need attention from the marketing community
include:

o The need to understand the consumer preference for type of
information and source of information according to the product or
service.

o The credibility of the different source of information for different
products needs to be identified by type of consumer.

o It is useful to research the role of intermediaries and the use of
conventional media with the availability and use of internet by
consumers.
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The Need for Consumer Confidence

The monetary policy of reducing the CRR and SLR to inject liquidity
has not possibly translated to commercial rates in the present environment
of financial stress. The fiscal stimulus includes the government employees
pay increase, fertilizer subsidy, NREGP, farm loan waiver. These too do not
seem to translate into consumption and demand. Reserve Bank of India
report indicates that the aggregate demand in the Indian economy is primarily
domestic driven. The economic slowdown was primarily driven by a
moderation of consumption growth (RBI, January 26, 2009)

The stimulus package of the Government has put money into the
hands of the consumers but the consumption levels are not getting back to
what used to be before. The consumers appear to be saving a part of the
money and not all of it is spent. The consumer is possibly hedging for the
future and possibly not finding good enough reason to spend. The marketer
has therefore to find ways and means to get the consumer to increase
consumption for maintaining revenues and profits and in turn to help the
economy grow.

Strategy option recommended for stagnating product-markets is
customer retention. This common prescription may not have relevance to
the current situation of the slowing down of the economy. It is possibly not
a solution for either the economy or for the organization. The retention
approach is appropriate in a mature product-market that does not have
many new customers to attract, as the untapped potential consumers left
are few and additional sales can only be through gaining share at the expense
of competition. It is therefore necessary to examine whether the CRM
methods that marketers practice is appropriate in this situation. In the context
of slowing down of the economy and job losses, CRM strategies may not
necessarily be effective. An example of this situation is where a consumer
who is a Finance professional and is facing an uncertain future may not
prefer to splurge in a designer dress even though he or she is satisfied with
the earlier purchase. The CRM software that captures the volumes and
preference behavior may not have the information to assist the manager to
retain this customer. Examining the profile of the consumer and study the
changing priorities of these consumers are important for developing a
meaningful response to the customer priorities. The customer relationship
programs may require a re-examination by both practitioners and academics.

Marketing efforts need to identify and serve unfulfilled needs,
create markets through innovative products and services to meet latent
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needs, identify ways to effectively and efficiently reach and serve markets
difficult to access. These can improve the demand for products and service
and help improve the consumption levels in the market. The framework of
Jaworski et al (2000) of Market-Driven versus Driving Markets is broad
enough for use in the context. The approaches that the marketer can take in
today’s context are three:

a. Identifying and serving the changing needs
b. Search for new markets
c. Effectiveness and efficiency in reaching and serving markets

The first of the three is very similar to the Jaworski et.al.’s “Market-
driven” approach. Search for new markets can also be included under the
Market driven approach but in this context would be appropriate to have a
separate treatment. The “effectiveness and efficiency in reaching and
serving markets” is similar to shaping market structure under driving markets
of Jaworski etal. (2000).

Identifying and Serving the Changing Needs

The consumer in these difficult times is keen to reduce expenditure and
seeks value for money. The consumer is looking for functional products
without much of the frills. This is true for those consumers negatively
impacted by the economic down turn or expect to be adversely affected in
the near future by the slowing down of the economy.  These consumers
would be keen to reduce liabilities and regular payout that will be increasingly
difficult to meet from reduced incomes. The consumers may require some
reworking on the payout from financial companies or may wish to swap
products that reduce their costs of holding the assets or use of assets.
Trade-in (exchange) schemes for high end cars and luxurious apartment to
products and flats that more functional may be the options that some
consumers seek. This is very different from the current practice and form of
trade-in schemes. Many consumers are possibly shifting themselves away
from the market for expensive jewelry and high priced dress. The market for
such products is now possibly for occasions, like marriages or for
anniversary or birthdays etc.  The customers may be different and also the
use occasion for these products may differ even if the consumer is the
same. The frame work for segmenting the market in such a case possibly
shifts from social class and lifestyle to behavioral segmentation.

The lifestyle and social class basis of segmentation is still a relevant
base of segmentation. The reason is that there is still a segment of consumers
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who have income levels which are high and the expenditure on many of the
goods is a small fraction of their income and the impact on their income is
unlikely to impact the expenditure or consumption pattern of these high
income consumers.

In an article on the options for marketing response to the situation
of slowing down of the economy, the authors identify the consumer needs
that arise because of the downturn in the economy. They identify the need
for security and safety, the need for trust, the need to escape, the need to
celebrate and the need to win (Bhat and Mitra, 2009). These needs arise
because of the increasing stress and insecurity created by the economic
situation. The options identified by these authors suggest that the marketer
needs to explore the potential opportunities in the market because of the
changes in context influencing changes in needs and behavior of consumers.

Aspects that Need the Attention of Academics: The researcher is provided
with a challenge to understand rapidly changing consumer behavior. The
understanding of the market behavior and influences on behavior is a useful
input for the practitioner in segmenting the markets and targeting efforts to
get consumers to spend. The researcher also has an opportunity to examine
the changes in consumer behavior in situation of economic slow down.
This can be used for building and testing theory.

Search for New Markets
The public expenditure of the Indian Government though on a

much lower scale compared to the Chinese package of $600 billion, it still
puts money into the hands of the consumers in rural areas and government
employees.  Government increased the salaries to the Government employees
and the arrears payout also was substantial. The government employees
not only have a steady income but received a hike in their salary. This is a
big market that has potential to be tapped. Government employees are a
familiar set of consumers for most marketers though some may not have
targeted them earlier and so possibly need to develop strategies to tap this
segment.

The increased income in the hands of rural consumers is both an
opportunity and a challenge. The marketer needs to improve understanding
of the market and develop strategies to persuade these consumers to spend.
This is a challenge to marketers as the rural consumer have lower propensity
to spend on non-food items compared to the urban consumers. The
opportunity in rural markets even for marketers of food products is not
without challenges.
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Aspects that Need the Attention of Academics: The willingness of the rural
consumers to pay for branded products is to be examined. The price point
at which the rural consumer is willing to shift for the value offered by the
branded product is to be understood. The researchers’ contribution to the
understanding of the rural markets and the influences on the rural consumer
is required to tap this market.

Effectiveness and Efficiency in Reaching and Serving Markets
The consumers search for value for money is expected to encourage

competitive promotions at the retail store. The channels that have lower
costs of operations are likely to succeed in retaining the consumers in a
shrinking market. Their dominance and need for effectively competing on
price will result in seeking greater discounts from manufacturers. The marketer
needs to examine the channel options to effectively reach and serve the
consumers and also manage the channel demands and conflicts. The search
for channel options may require use of innovative methods including the
use of technology. Transacting on the internet for information based services,
e.g. Banking, travel planning and booking or matrimonial services has a
significant influence on the competitive capabilities of the players in the
industry.

Channel options are all the more critical for the geographically
dispersed rural markets. Marketers have used different methods to reach
rural markets with their message and products. The conventional distributor,
wholesale and retail channel was not effective though efficient. To ensure
better service some of the large marketing companies used vans to reach
the retailers but the costs are high. Methods that marketers experimented
with to reach rural markets include the use of weekly markets, use of self-
help groups, use of internet kiosks managed by a local resident, use of
network marketing and also the rural variant of a supermarket. Marketers
used both the mass media and the traditional media available in the villages
like puppets etc to promote to rural consumers. The challenge for the
marketing decision maker is to identify media and channel that is effective
and viable to serve rural markets.

Aspects that Need the Attention of Academics: The researcher will find it
useful to understand the retail shopping behavior of urban consumers by
segments and by products.

Understanding of the behavior of consumers in rural markets is
also important for channel decisions. The daily wage earners and those
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with less income purchase products from the periodic markets while higher
income consumers in rural areas prefer the retail shops in the village itself or
the ones in the feeder markets. The research issues on media and the variables
influencing these are not only exciting but also challenging and of great
relevance to the practitioners.

Marketers needs to be alert to the changing trends in the environment-
growing markets, technology innovations, globalization, increasingly
competitive environment and increasingly knowledgeable consumers – all
of which will  have an impact on marketing action and for marketing academics
in terms of understanding of the trends to define a long term agenda for
research. The downturn in the economy requires the marketing community
to face up to the challenge by requiring an early and effective response and
from academics to contribute to developing creative solutions to meet the
challenge.
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Marketing Theory in Search of an Inclusive
Definition of the Customer

Dr.  Antony Gregory

Introduction
Critical thinking in marketing is a recent phenomenon (Morgan,

1996; Mark and Ginnis, 2007; Ardley, 2008; Burton, 2001; Carson, Gilmore
and Maclaran 1998; November, 2008). While marketing text books continue
to uphold as sacred the core principles such as the marketing concept, the
four Ps and the S-T-P (segmentation, targeting and positioning) strategy,
recent decades have seen an array of journal articles by prominent marketing
academics that call into question the relevance of these fundamental
concepts. In particular, the relationship marketing school and the postmodern
marketing thinkers have raised serious challenges. Some marketing
academics have opened another frontier of attack, defying the global
relevance of the ‘marketing made in USA.’

Further, the paradigm shift in multinational business strategy
initiated by Prahalad’s ‘Fortune at the Bottom of the Pyramid’ comes as a
stark reminder of the marketing discipline’s myopic definition of its core
constituency – the market or the customer. For too long, two third of
humanity – over four billion people at the bottom of the pyramid - have
been excluded from the definition of the market or customer.

Size of the market has always been a serious constraint for industrial
expansion in the developed countries. However, marketing theory, despite
its focus on customer orientation, continues to ignore customers at the
bottom of the pyramid. These are the four billion customers in the developing
countries. When the basic concepts in marketing were developed, many of
these countries were still under colonial rule, and were too poor to be
included in the domain of the market.

In the early stages of evolution of the marketing discipline there
was a concern for social issues in marketing. During the decades of
managerial marketing, social issues were largely ignored. Renewed interest
on the impact of marketing on society arose in the last decade. However, the
social concerns that found expression in marketing were not directed at the
larger issues of economic and social development, particularly in developing
countries. A historical review of the major trends in marketing thought,
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undertaken in this study, reveals that there has been little discussion in
marketing literature on the need for broadening or deepening the marketing
concept to include the man at the bottom of the pyramid into the definition
of the customer.

Marketing and the Poor at the Bottom of the Pyramid
The new Millennium has brought in its stride a new concept into

marketing, without the awareness or involvement of the marketing fraternity:
the world’s most exciting and fastest growing market for multinationals is at
the bottom of the pyramid.  Despite the half a century old corporate struggle
to find opportunities for market expansion, the proposition has come from
outside the marketing discipline.

Prahalad (2004) in his illustrious book - The Fortune at the Bottom
of the Pyramid: Eradicating Poverty through Profits - postulates that if
corporations stop thinking of the poor as victims or as a burden and start
recognising them as resilient and creative entrepreneurs and value-
conscious consumers, a whole new world of opportunity will open up. The
phrase ‘bottom of the pyramid’ (BOP) refers to the poorest socio-economic
group. These are the four billion people who live on less than $2 per day,
typically in developing countries. Together, they have immense untapped
buying power. They represent a massive market opportunity for
multinationals.

Prahalad and Hart (2002) identified four consumer tiers in the
structure of the world economic pyramid. At the top pyramid are 75 to 100
million affluent Tier 1 consumers from around the world, consisting of
middle- and upper-income people in developed countries and the rich elites
from the developing world. Tiers 2 and 3 occupy positions in the middle of
the pyramid and they consist of the poor customers in developed nations
and the growing middle classes in developing countries.  The MNCs’
emerging-market strategies had been targeted at these groups in the past.
At the bottom of the pyramid are the four billion people of Tier 4 - two-thirds
of the world’s population. The BOP market potential is enormous: four billion
underserved people and an economy of more than $13 trillion.

The four billion poor, as a market, provides a new growth
opportunity for the private sector and they will form the engine of the next
round of global trade and prosperity. By serving these markets, the large
corporations can make massive profits, and at the same time, reduce poverty.
However, this is possible if the BOP markets becomes an integral part of the
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Marketing Theory in...

work of the corporate sector and is accepted as part of the firms’ core
businesses.

The market at the top of the pyramid is already saturated. The
potential source for market expansion is not the wealthy few in the
developing countries, or even the emerging middle income consumers.
Prahalad and Hart (2002) asserts that source of market promise is the billions
of aspiring poor who are joining the market economy for the first time. The
BOP represents a “latent market” for goods and services.

However, the corporate sector, the MNCs in particular, suffers from
a deeply entrenched dominant logic of their own, which restricts their ability
to see a vibrant market opportunity at the BOP. The MNCs’ views of business
are conditioned by their knowledge of and familiarity with the top of the
pyramid customers. The MNCs dismiss the bottom of the pyramid market
as unviable. They judge the market based on a set of core assumptions or
widely shared orthodoxies (Prahalad and Hart, 2002). The poor are not their
target consumers because with their high cost structures, they cannot
profitably compete for that market; they do not need, nor can they afford
the products and services sold in developed markets; only developed
markets appreciate and are ready to pay for new technology. Nor are their
managers excited by business challenges that have a humanitarian
dimension. Finally, the MNCs consider that the bottom of the pyramid is
not important to the long-term viability of their business.

Such assumptions obscure the potential at the bottom of the
pyramid. Prahalad (2004) presents twelve in-depth case success stories
from India, Peru, Mexico, Brazil, and Venezuela. These case studies illustrate
that the BOP market is viable and that several multinationals are already
doing business at the bottom of the pyramid. However, doing business
with the world’s poor will require radical innovations in business models
and marketing practices.

Prahalad’s (2004) concept of the fortune at the bottom of the pyramid
has provided the initial conceptualization that had been missing in marketing
thought. His book succeeded in planting the perception that consumers
with low levels of income could be profitable customers. By citing corporate
examples of successful attempts to empower the poor and share in global
wealth, he kindled the imagination of the corporate world (Jaiswal, 2007).
Prahalad’s ideas created a wave of enthusiasm and a rapidly emerging
community of scholars, business leaders, policy makers and development
practitioners. The BOP proposition opened up a space for debate and
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challenges conventional perceptions of poor people and their purchasing
power (Warnholz, 2007). His proposition has been tremendously appealing:
“low-income markets present a prodigious opportunity for the world’s
wealthiest companies – to seek their fortunes and bring prosperity to the
aspiring poor” (Prahalad and Hart, 2002). Wood, Pitta and Franzak (2008)
have a pertinent point: “By focusing attention on the BOP, Prahalad
educated marketers about the needs, wants, and collective wealth of the
very poor.”

History of Marketing Thought – A Review

Early Focus on Marketing and society
After establishing itself as a separate field of study early in the

twentieth century, marketing has developed an impressive body of literature,
become a discipline, and has undergone substantial shifts in the focus of
its knowledge acquisition (Hill and McGinnis, 2007). However, a pertinent
question remains: to what extent has marketing addressed the larger issues
pertaining to society? An attempt is made here to review the degree of
concern for social issues in marketing theory at various stages of its
evolution during the last hundred years.

Bartels (1976) who made a pioneering effort to trace the historical
evolution of marketing in the United States, narrates the early dominance of
social issues in marketing literature and their subsequent decline as the
discipline began to mature. Bartels begins his narration crediting marketing
with a revolutionary contribution to the development of the US economy: a
market economy was established in the country when business
revolutionized the economy and that revolutionary element was identified
by the term ‘marketing’ (Bartels, 1976). He asserts that marketing must be
regarded not merely as a business practice, but as a social institution and
that marketing is essentially a means of meeting and satisfying the needs of
people - a social system supplying society’s material needs. From the very
outset, the paramount importance of consumption has been fundamental to
marketing thought. Throughout the history of marketing, interest not only
in consumption but in consumers has continually increased (Bartels, 1976).

Wilkie and Moore (2003) have divided thought development in
marketing into “four eras.” During the first two decades of the twentieth
century ( Era I ; 1900- 1920 : Founding the Field), marketing grew out of
economics into a discipline in its own right when universities began to offer
new courses focusing on distribution and the operation of markets. In Era
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Marketing Theory in...

II, (1920–1950: Formalizing the Field) lasting until 1950, was characterized
by the development of generally accepted principles and concepts, as well
as an infrastructure of associations and professional journals. Era III, the
period from the 1950s to the 1980s (A Paradigm Shift), was a period of
growth boom in U.S. mass market and marketing body of thought. The
young discipline moved towards a managerial problem-solving perspective
grounded in the behavioral and quantitative sciences. Era IV, from the 1980s
till the dawn of the new millennium, has been a period of ‘Fragmentation of
the Mainstream.’ The business world has been facing new challenges: short-
term financial focus, downsizing, globalisation, and reengineering. Dominant
perspectives are being questioned, academics are confronted with the
pressure of publish or perish, and the knowledge infrastructure in marketing
expands and diversifies into specialized interest areas.

In their historical analysis, Wilkie and Moore (2003) address the
issue of ‘marketing’s contributions to society.’ During Era I, the societal
domain was an implicit issue in the body of marketing thought. The thought
leaders of Era I were quite willing to use economic efficiency criteria to
express negative as well as positive judgments about marketing, advertising,
and selling performance and potentials.

At the start of Era II, in 1920, marketing was an ill-formed, nascent
field. By 1950, at the end of the era, it was a flourishing, vibrant academic
field. Mass production capabilities required more complex and varied
distribution systems and a more sophisticated understanding of tools to
influence mass consumer demand. Technological developments led to the
introduction of a vast array of new products.

Marketing was subjected critical review as a social instrument, not
as a means for garnering profits for individuals. In the larger, more vital
sense, marketing was considered as an economic instrument used to
accomplish indispensable social ends. Such a perspective was evident in
both textbooks and the journals. (Journal of Retailing was established in
1925 and Journal of Marketing in 1936.) Issues such as the ‘economic value
of advertising’ and ‘cost of distribution’ were critically anlysed. Agriculture
was an import part of the US economy and marketing of farm products
received particular attention. This question of distribution efficiency was
stimulated by the importance of the agricultural sector and the recognition
that farmers were receiving only a low proportion of the final prices paid by
consumers for their food products. In particular, distribution had long been
regarded as more or less parasitic, and trade was seen as adding costs
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rather than value to the products (Bartels, 1976). Much of the earliest work
in marketing was aimed at amending this picture (Lagrosen and Svensson,
2006).

Looking back over the field in the second era, Wilkie and Moore
(2003) conclude that marketing academics had a very different orientation
to the study of marketing than we do today. Their approach was much more
descriptive of marketing operations and less oriented toward solving
managerial problems. The textbooks and journals of the period reveal a
willingness to ask important economic, social, and political questions about
marketing’s impacts on society. Critical appraisals of the performance of the
marketing system are evident in the many discussions about the costs of
distribution, value of advertising, and pricing policies.

Era III was a period of great change and growth. The world of
marketing was now dealing with an exploding mass market. This was driven
by pent-up demand from the war years’ restrictions on supplies of consumer
goods, as well as an explosive growth in population. The domain of marketing
thought was expanding considerably during this time.

The period after 1950, marked a watershed in the history of
marketing thought. The mainstream marketing, with its managerial
orientation, was formed during the 1950s and early 1960s. The managerial
perspective signifies the belief that the major purpose for academic work is
to enhance the effectiveness of managers’ marketing decisions. Many of
the core concepts in marketing were introduced during this time: the marketing
concept (John McKitterick 1957); market segmentation as a managerial
strategy (Wendell Smith 1956); the 4 P’s (E. Jerome McCarthy 1960); the
marketing mix (Neil Borden 1964); brand image (Burleigh Gardner and Sidney
Levy 1955); the hierarchy of effects (Robert Lavidge and Gary Steiner 1961);
marketing myopia (Theodore Levitt 1960); and the wheel of retailing (Stanley
Hollander 1960; Malcolm McNair 1958) marketing management as analysis,
planning, and control (Philip Kotler 1967).

The shift toward the managerial perspective of marketing was much
enhanced by several key textbooks; in particular: Wroe Alderson’s (1957)
Marketing Behavior and Executive Action, John Howard’s (1957) Marketing
Management: Analysis and Planning, and E. Jerome McCarthy’s (1960) Basic
Marketing: A Managerial Approach, in addition to Eugene Kelley and William
Lazer’s (1958) edited volume, Managerial Marketing: Perspectives and
Viewpoints.
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Lichtenthal and Beik (1984, p. 147) in their historical overview of
marketing thought, comments on Howard’s book: “In effect, John Howard’s
text hallmarks the arrival of the marketing management era.” McCarthy’s
seminal work draws the following comment: “Eugene J. McCarthy, in his
classic text ... explains the manager’s job ... [using] an essentially new unique
concept, the four P’s.”

A yearlong academic programme sponsored by the Ford
Foundation (and conducted at  Harvard and MIT) to introduce scientific
and quantitative methods in marketing contributed significantly to the
emergence of a new frontier in marketing, and the list of participants include
the ‘Who is Who’ in marketing - Philip Kotler, E. Jerome McCarthy, William
Lazer, Robert Buzzell and so on.

Declining Concern for Society
Attention to marketing and society during Era III was rather low.

The first half of Era III, with its thrusts on scientific perspective and a
managerial view, was largely indifferent to the study of marketing and society,
but the period after the mid 1960s saw some attention paid to these issues
(Wilkie and Moore, 2003).  The proportion of marketing and society articles
in JM for example, declined during the 1950s, reflecting the field’s strong
turn to new managerial and quantitative topics. The early 1960s experienced
a continuation of the shift toward the managerial perspective.

However in the second half of Era III, new interest in marketing
and society began to emerge. Social unrest was spreading across the US on
issues such as civil rights and the war in Vietnam. One such area of emphasis
in marketing thought reflected “social responsibility of business” issues.
Journal of Marketing published the special issue “Marketing’s Changing
Social/Environmental Role” (July 1971), which featured articles on such
topics as planned social change; population problems; recycling solid
wastes; food prices and vulnerable groups; self-regulation; and ecology,
air pollution, and marketing strategy.

Some marketing thinkers focused on extending historical emphasis
on issues related to performance of the marketing system, a focus that has
come to be known as macro marketing. Kotler and Levy (1969) attempted to
‘broadening the concept of marketing,’ raising the question: is marketing
primarily a business topic, driven by the profit motive, or is it something
broader- a body of knowledge that can be applied to social problems. A
debate was initiated (Luck 1969).
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The marketing and society stream of work continued to throughout
the 1970s until the end of Era III. Some interest was also shown in social
marketing, an area that would focus on the work of not-for-profit groups
and government agencies concerned with effective intervention into social
problems such as the marketing of healthcare and education. Attention was
turned to study of public policy and the work of regulatory agencies on a
range of consumerism issues, including deceptive advertising, consumer
complaints, warranties, product safety, and management of consumer
protection activities. On the whole, however, Wilkie and Moore (2003)
conclude that the proportional representation of marketing and society
articles was lower during Era III.

Shrinking Attention to Marketing and Society
Era IV saw marketing losing its preeminent position within the

corporation. However, the managerial perspective continues to maintain a
preeminent position in the field. Leveraged buyouts and related financial
strategies altered the domestic business landscape of the 1980s and 1990s,
placing priority on the attainment of short-term profit. The new and associated
forces had important negative impacts on marketing’s role within corporations,
causing the role of marketing to shrink (Day 1996; Webster 2002).

Era IV has experienced a paradoxical evolution of interest and
coverage of marketing and society. First, this era has brought the most
significant decline in mainstream interest in this topic during the entire
history (nearly a century) of marketing thought. It is fair to say that most
marketing thinkers’ attention has been directed elsewhere and that many
have given virtually no research thought to this question during the entire
Era IV. For most marketing strategists and most marketing scientists,
adopting the managerial perspective means focusing on the firm. Analyses
of the Aggregate Marketing System are actually dysfunctional for solving
firm-level problems (Wilkie and Moore , 2003). The paradox is that during
the second half of Era IV, there has been an active subset of marketing
thinkers who have built an infrastructure to encourage thought development
and have continued research on some of these issues.

Based on the analysis of the evolution of marketing thought during
the four eras that span over a century, Wilkie and Moore (2003) reach some
general conclusions. The fundamental relationship between marketing and
society, as conceived by the thought leaders of the marketing field, has
changed. In contrast to early treatments of marketing as an economic system
distributing goods and services, there now is much more attention given to
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strategies and practices involved in effectively managing the marketing
functions. The marketing and society area has been treated with “benign
neglect” by the new academic mainstream of research in marketing.

The “marketing and society” area today is itself fragmented. There
are at least six subgroups at work on research dealing with marketing and
society issues. Among the six groups, there are researchers focusing on
social marketing, marketing ethics, macro marketing, public policy and
marketing, international consumer policy and consumer interest economics.
Wilkie and Moore (2003) concludes: “There is no question that the body of
[marketing] thought has been impressively advanced…. At the same time,
we cannot escape the impression that in our field’s advance much has also
been left behind; the questions, insights, principles, and discoveries that
constitute marketing and society should not be left out of the minds of
future marketing thought leaders.”

Well, the “marketing and society” stream of research that exists
today does not concern itself with the larger issues of the social or economic
development. Most of them deal with relatively peripheral issues such as
consumer protection and corporate ethics. Macro marketing is an area that
had raised much expectation. The initial perspective was to concentrate on
core issues relating to the study of the impact of marketing on society and
society on marketing. However the hope has been betrayed. Pertinent issues
relating to the consumption needs of the poor and the role of marketing in
satisfying the needs and wants of the vulnerable do not find expression in
any of the six streams of the “marketing and society” research area.

Marketing Concept – A God that Failed?
The marketing concept offers a philosophical foundation for the marketing
discipline. The marketing concept holds that the customer and the customers'
needs and wants should be the focus of any business activity and marketing
process. A review of the literature on “market orientation” may perhaps
reveal how inclusive is the marketing concept and to what extent it has
addressed the issues of satisfying the needs of the poor – the bottom of the
pyramid customers.

The earliest recorded identification of the “marketing concept”
was put forth in the 1700s by Adam Smith. He endorsed making the customer
the focus of a business. Reintroduced in the 1950s, the marketing concept
has become the philosophical foundation for marketing academics and
practitioners alike (Heiens, 2000). At the end of the 1940s, production
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efficiencies were regarded as essential for achieving successful business
operations in the marketplace. In the mid 1950s, marketing scholars began
to argue that corporations should pay more attention to the customers’
needs and wants (McKitterick, 1957). This basic approach is often referred
to as “the marketing concept”( Lagrosen and Svensson, 2006)

The marketing concept is one of the fundamental concepts ever
developed in marketing literature. Proponents of the marketing concept
have long argued that creating a satisfied customer should be the primary
objective of business (Heiens, 2000). Drucker(1954, p. 37) emphasized: “There
is only one valid definition of business purpose: to create a satisfied
customer. It is the customer who determines what the business is.”
McKitterick, (1957) argued: “. . . the principal task of the marketing function
in a management concept is not so much to be skillful in making the customer
do what suits the interests of the business as to be skillful in conceiving
and then making the business do what suits the interests of the customer.”

The shift in focus from production orientation to marketing
orientation was expressed by Keith (1960, p. 35): “Our attention has shifted
from problems of production to problems of marketing, from the product we
can make to the product the consumer wants us to make, from the company
itself to the marketplace.” Raymond and Barksdale (1989) offer a definition
of the marketing concept which is applied in nature:  “the marketing concept
[provides] a single prescription for running a business successfully.” The
consumer must be recognized and accepted as the focal point for all business
activities, and knowledge of customer needs and wants should be the
starting point for all major business decisions (Morgan, 1996).

The significance of the marketing concept has been of substantial
importance for several decades in marketing literature. According to Kohli
and Jaworski (1990), the marketing concept is a business philosophy and
the term market orientation refers to the actual implementation of the
marketing concept. Some argue that there is no clear distinction between
customer orientation and market orientation and that the terms are used
interchangeably (Webster 1988, Shapiro 1988). Customer orientation stems
from the firm’s adoption and implementation of the marketing concept and
implies that the success of any firm depends above all on the consumer
(Foxall and Goldsmith 1994, Carson, Gilmore and Maclaran 1998). Narver
and Slater (1990) propose that customer orientation is one of the behavioral
components of market orientation. Its fundamental thrust remains the goal
of putting customers at the center of strategic focus – a major plank of the
marketing concept (McGee and Spiro, 1988).
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These are widely accepted concepts and remain influential
ingredients in today’s marketing literature and marketing thought. However,
it has been alleged that over the past five decades, the marketing concept
has been more an article of faith than a practical basis for managing a
business (Heiens 2000, Day 1994). Further, it is doubtful if this crucial
knowledge, transmitted through the marketing concept, has been generally
applied in the theory building, the modeling, or the development of
conceptual frameworks in the academic field of marketing (Svensson, 2001).
As a result, academics in recent years have begun to develop a body of
research on “market orientation”,  related to the antecedents and performance
consequences of the marketing concept (Morgan 1996, Lagrosen and
Svensson 2006, Jaworski and Kohli 1993, Narver and Slater 1990, Deshpande
and Webster 1989).

Limitations of the Marketing Concept
The marketing concept has existed now for some half-century and

has proved a remarkably robust edifice. Yet, neither its supremacy nor its
efficacy has remained unchallenged (Woodall, 2007). Some studies have
shown that a customer orientation is critical to business profitability (Narver
and Slater, 1990), a hallmark of successful business (Hall, 1992) and a
necessary antecedent of competitive advantage (Williamson 1991, Ganesan
1994). Consequently, probing the factors which could facilitate this
orientation and how it could be measured in organizations has continued to
engage the attention of researchers ( Kotler 1977, Payne 1988, Kohli 1993).

During the 1960s, the marketing concept was considered as the
saviour of companies (Keith, 1960). In the 1970s, the marketing concept was
challenged because it was unresponsive to greater societal issues (Bell and
Emory 1971, Davis 1975, Feldman 1971). During the 1980s, it caused
discontent by over-segmenting markets (Levitt, 1984) and exaggerating the
value of consumers’ expressed needs (Bennett and Cooper 1981, Houston
1986 ). Responses to such condemnation of the marketing concept have
been many and varied (Morgan, 1996). In an effort to make it more relevant,
the marketing concept has been broadened (Kotler and Levy 1969, Kotler
1972), deepened (Enis, 1973), extended (Foxall,1989), redefined (Grönroos,
1990) and repositioned (Dixon and Diehn1992).

Despite such efforts, the marketing concept has been portrayed in
recent times as a god that failed.  One reason for a customer focus becoming
the recognised philosophy may be because it is an acceptable means of
trying to compete on the moral high ground against the competition (Carson,
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Gilmore and Maclaran, 1998). Historical evidence suggests that marketing
has been portrayed as the most crucial management perspective within the
firm (Houston 1986, Austen 1983). However, insufficient understanding of
customer orientation often leads to problems such as superficial changes in
organizational practice. Such changes contribute little to the organization’s
strategic development but rather endanger it by creating an illusion of
proactivity which leads to organizational smugness and strategic drift
(Nwankwo, 1995).  An exaggerated emphasis on the marketing concept within
organizations has been blamed for a decline in productivity, competitiveness
and the ability to successfully innovate (Hovell1977, Bennett and Cooper
1981, Kiel 1984).

Examples of poor implementation are many, indicating a divorce
between the rhetoric of the marketing concept and the reality of marketing
practice (Bernard 1987, Doyle Lynch and Shepherd1990, Hooley 1992). The
central focus of marketing theory in many cases may be incompatible with
the central focus of the marketing practitioner which is that of profit (Carson,
Gilmore and Maclaran, 1998). According to Wind and Robertson (1983), a
major indicator to point to the demise of marketing was that production and
sales orientations typically dominated organizational decision making.

The widely reported reverses in the fortunes of “excellent”
companies serve as a reminder that a customer orientation is essential but
difficult to sustain (Capon et al., 1991). Despite the importance of a customer
orientation, there is little literature dealing with how to develop such an
orientation, either through general description or through case-study
illustrations (Nwankwo, 1995)

“Market orientation,” may actually encompass several different
approaches to the strategic alignment of the organization with the external
environment. Firms that fail to orient their strategic decision making to the
market environment may appropriately be labeled as “strategically inept”.
Some researchers have begun to embrace a broader perspective on the
market orientation construct by including exogenous factors that influence
customer needs, such as competitors and even government regulation
(Heiens, 2000). Despite the academic emphasis on customer orientation,
practitioners may be influenced to operate with a strong focus on
competitors.

Gummesson (1987) challenged the domination and relevance of a
hitherto US-formulated body of marketing knowledge. He noted its fixation
with manipulation, mass markets and the 4 Ps, and suggested that the “old
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marketing concept” should be abandoned and new ideas should be
embraced.

From the perspective of the inclusiveness of the marketing concept
in defining the customer, a survey of the marketing literature gives
disappointing results. In deed there is a passing reference to the moral
dimension of the issue. A major critique of the marketing concept in the
literature is that it does not sufficiently recognize the responsibility of the
corporation to society (Kotler, 1991) and to the consumer (McGee and
Spiro1988). The literature does not give even a passing reference to the
nature or profile of the customer. Any special attention to satisfying the
needs and wants of the poor and the vulnerable customer is not apparently
a matter of concern in the marketing concept literature.  Nor does the literature
attempt to identify the viability of the emerging markets either beyond the
national borders or at the bottom of the pyramid.

Theory for a Stagnant Market?
The existential dilemma of the corporation, plagued by limited

market, finds its expressions in several marketing postulates. Many of the
concepts that developed in marketing presuppose a market that is limited,
with no growth opportunities. The product life cycle concept, with its
imageries of product maturity and declining stages and the death and burial
of products, reminds us of a stagnant market. The theories of brand
positioning, which draw heavily from military strategy, are the tactics
contributed by marketing to win the marketing war in a bounded market
with no further growth. The concept of brand repositioning, with its new
metaphor for the product, signifies the metaphysical effort to prolong the
product’s life span within a limited market.

Concepts related to competitive strategies, core competence and
competitive advantage, discussed extensively in marketing literature; further
illustrate the consequences of the limited market. Businesses succeed or
fail based on competitive advantage (Johnson and Busbin, 2000). It is
imperative to develop marketing techniques to gain competitive advantages.
Using theories of business and marketing strategy requires that managers
understand the nature of competition. “Alternatively stated, theories of
business and marketing strategy must be grounded in a theory of
competition” (Hunt and Derozier, 2004). Michael Porter, whose “five forces”
model of competition has shaped a generation of academic research and
business practice, finally concedes (Porter, 1996) that today’s dynamic
markets and technologies have called into question the sustainability of
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competitive advantage; despite operational improvements, rarely have these
gains translated into sustainable profitability. Competition for the available
market had intensified to such an extent since the 1970s that Michael Porter,
the apostle of the ‘free market,’ was forced to advise the large corporations:
‘don’t compete – collaborate’ (Porter, 1980), obviously through mergers
and acquisitions, the implication being the formation of cartels.

Multilateral Institutions for Market Expansion
For many MNCs, corporate profitability, limited as it is to the extent

of the market, has been seriously eroded. The stagnant markets in the
developed world posed serious constraint for corporate growth and
expansion (Emmons, 2007). Despite demand constraints and unutilized
capacities that plague the bottom lines of large corporations, the corporate
sector persists with the marketing myopia of focusing on the ‘top of the
economic pyramid.’ The marketing discipline, in spite of its sacred gospel of
‘customer orientation,’ continues to limit its definition the ‘customer’ to the
affluent few. Marketing theory has seldom addressed the issue of expanding
the market size, despite its strong commitment to corporate profitability.
This has led the large corporations to fight the multilateral battle to open up
the markets beyond their national boundaries: first in other developed
countries and later in the developing countries.

Market expansion has ever remained a necessary condition for
economic growth and industrial expansion. The enormous efforts taken by
nations to establish multilateral institutions such as GATT and WTO
illustrate the urgency. To sustain the economic growth and industrial
expansion during the post war period, market expansion was imperative.
Demand constraints in the post war America had resulted in serious business
collapse. Between the two World Wars, most developed countries had
virtually closed their domestic markets to foreign goods. With the collapse
of colonialism after World War II, free entry to colonial markets also came to
a halt. Domestic markets were slow to develop and industrial expansion and
economic growth in the post war era, therefore, depended on market
expansion beyond national boundaries.

Marketing theory, as we know it today, was at its infancy. The task
of market expansion was left to the big hand of the government. The Unites
States and governments of the war torn European countries took the initiative
to establish a multilateral trading system with a view to secure for their
corporations markets outside their home countries.
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The post war US efforts to establish an ITO (International Trade
Organisation) was aborted when the United Kingdom, on behalf of its former
colonies, insisted on having provisions for protection of small local firms
(Gregory, 2005). As an alternative, the GATT was launched - a temporary
measure to open up world markets by reducing tariff and nontariff barriers.
The initial effort was to secure overseas markets in other developed
countries. However, the focus shifted to developing countries, as the markets
in developed nations were getting saturated by the 1970s, and new markets
were opening up in developing countries. Developing nations were initially
unwilling to open up their markets for foreign goods. Declining profits of
the large corporations during the 1980s and pressure from the corporate
sector to open up world markets finally led the transformation in 1995 of
the GATT treaty into WTO (Gregory, 2005). While GATT was an
intergovernmental treaty with hardly any enforcement mechanism, WTO is
an international organisation with its enforcement mechanism and sanctions.
The work of these organizations pushed the extent of the market beyond
national borders.

Globalisation was another governmental measure initiated by the
developed country governments to secure global markets for their
corporations. The neoliberal economic doctrines formed the core of
globalisation (Chernomas,2002). Economic liberalisation, free trade,
reduction in the welfare and regulatory roles of the government and primacy
for the private sector were among the major policies under the neoliberal
regime. Two multilateral organisations - the World Bank and the International
Monetary Fund (IMF) - were entrusted with the implantation of these free
market policies. The Structural Adjustment Programme (SAP) formulated
by the World Bank and implemented jointly by the IMF and World Bank
was the core programme meant to implement the globalisation policies.
During the debt crisis of the 1980s and after, IMF and World Bank rigorously
implemented these programmes among developing countries as conditions
for obtaining loans. These organisations had a gate keeper role in respect
of foreign loans and aid fund. It became impossible for developing countries
to obtain any loan or aid without implementing the neoliberal economic
policies (Stiglitz, 2002).  Among the many factors that facilitated globalisation,
the intervention by international financial institutions and developed
country governments played a key role in opening up world markets for
corporations.

The prime motive behind globalisation and the neoliberal ideology
was market expansion opportunities for multinational corporations. All
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through the decades of multilateral interventions, marketing managers and
academics have been focusing on the ‘top of the pyramid’ market, both in
developed and developing countries. The wonderland at the bottom of the
pyramid has been alien to them. Finally when the global market was opened
up, with the huge unserved markets in the developing countries now
available for the world’s large corporations, the hope was betrayed. The
marketing models that were successful in developed countries were found
inadequate to take advantage of the new markets. The concepts and
techniques relevant to the developed country markets need to be ‘localized’
or rather ‘glocalized” (Vignali, 2001). It is an irony that while the multilateral
institutions such as WTO, World Bank and IMF have been involved in
opening up the world market for global corporations, the marketing thought
leaders remained oblivious of the need for developing concepts to exploit
the new opportunity.

Critical Marketing Theory
Marketing theory has been facing a crisis of confidence in recent

decades. Critics allege that many of the basic concepts are untenable and
that even if the concepts are valid, they are valid only to the US market.
Rarely has marketing taken a perspective beyond the issues of the US mass
market and its dynamics. During the 1980s the Americanization of marketing
thought also began to be questioned by a group of US critical theorists
(Morgan, 1996). Dholakia et al. (1980) argued that the US dominance of
marketing theory had a number of undesirable effects. The objection was
mainly on account of the fact that marketing concepts are a product of and
contextually bound by the US industrial system, and as a result the validity
of marketing concepts across time and space are extremely limited. Many of
the UK’s leading marketing scholars also challenge the validity of the US
mainstream marketing theory (Brownlie et al., 1999; Brown, 1995a)

It has been argued that the knowledge base of marketing is in fact
always contingent and tentative, rather than permanent and overarching
(Ardley, 2008). Therefore the search for and belief in a general theory of
marketing is illusory. At a practitioner level, Clancy (1992) talks of “death-
wish marketing” and marketing plans based on mythology rather than
knowledge and facts. Gummesson (1987) and Grönroos (1994) see the 4Ps
as conceptually limiting. Bennett and Cooper (1981) accuse segmentation,
targeting and positioning of reinforcing managers’ preoccupation with
existing product and service offerings and stifling innovation. Brownlie
and Saren (1992) and Nilson (1992) call for a revision of the marketing
concept.
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November (2008) argues that the marketing academics have fallen
into the trap that Levitt (1960) so convincingly describes in his famous
Marketing Myopia, of focusing on the product and how it is produced,
rather than on the needs of the customer. The marketing scholars have
become myopic. “Although we preach the importance of understanding
customers and responding with products that they need, in our main
business of knowledge creation and dissemination, we have become
excessively production oriented” (November, 2008).

Tucker (1974) raised the issue of whether traditional forms of
marketing theory and practice could be simply transferred over without
adequately theorising on the well-being of the consumer or of the society.
The positive effects of marketing in society were questioned by social
scientists, who viewed marketing as the handmaiden of capitalist enterprise
rather than being capable of generating real, tangible use or benefit to
society (Gist, 1974). Perhaps the most significant criticism of existing
marketing discourse is that it does not reflect social reality and is little more
than hype at the hands of capitalist enterprise (Willmott, 1999).

Baker (1993) has positioned marketing, the business discipline, as
being in the growth phase of its life cycle. However, the growing
disillusionment suggests that certain marketing fundamentals have reached
the maturity stage of their life cycle and if they are not to enter the decline
stage, are in need of rethinking, or at least corrective action. Carson, Gilmore
and Maclaran (1998),

Market Definition in Emerging Markets
There is growing recognition that markets in the developed economies are
experiencing slow growth (Emmons, 2007). Emerging markets have become
the destinations of choice for multinational companies. Over the last decade,
dynamic growth markets emerged in India, China, Russia and other emerging
economies. The Indian example illustrates the point: almost every single
Fortune 500 company has some form of operation today in India (Inkpen
and Ramaswamy, 2007).

As the cross border flow of people, knowledge, ideas, products,
services, and management practices accelerates, the notion of home-based
advantage is becoming weaker. As the cross border flow of people,
knowledge, ideas, products, services, and management practices accelerates,
the notion of home-based advantage is becoming weaker (Inkpen and
Ramaswamy, 2007). Slywotzky et. al., (2006) notes that globalization involves
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greater heterogeneity, characterised by different income pyramids,
behaviors, and customer priorities in each geography; plus greater complexity
with growing infrastructure such as telecommunications networks, highways,
and distribution channels; multiplied over many more customer segments.
Playing global growth is a new game with new rules. Until now, MNC business
managers have lacked a comprehensive framework for profitably addressing
BOP consumers in developing countries. (Anderson and Billou 2007).

The emerging markets of today require a radical rethinking of
conventional wisdom that has guided MNC strategy for several decades
(Inkpen and Ramaswamy, 2007). The “top of the pyramid” (TOP) approach
is at the heart of Western business practice (Pitta, Guesalaga and Marshall
2008). MNCs seeking to build a tangible and meaningful presence in the
emerging markets must transcend the limitations imposed by a focus that is
restricted to the wealthy few.

In an article titled “End of the Multinational,” Inkpen and
Ramaswamy, (2007) points out that many of the fundamental assumptions
underlying the creation of multinational corporation (MNC) strategy have
undergone radical change. The emergence of economic powerhouses among
the developing countries has presented a new set of challenges that threaten
the continued dominance of the traditional MNCs in global competition.
The business models traditionally followed by the MNCs have become
untenable. The large MNCs have typically been orchestrated from
headquarter locations in the rich countries. They have focused on leveraging
strengths rooted in their home countries and transplanting the skills to
smaller ‘‘cloned’’ operations across the globe. (Birkenshaw, 2001). The
success of multinational corporations in penetrating the low-income
customers in emerging markets has been patchy at best, with most companies
based in the developed world choosing to focus on the middle and upper
income segments of the developing world (Anderson and Billou 2007).

These approaches to global competition have become obsolete
today. The convergence of several competitive forces has radically redefined
the global strategy landscape. Successful organizations need to balance
the benefits that accompany a multi-domestic, country-by-country approach,
with the economic and competitive benefits of an integrated global strategy
(Inkpen and Ramaswamy, 2007).

A cursory review of the popular business press makes clear the
demands that stockholders have placed on management for ever-increasing
levels of profitable growth (Forlani and Parthasarathy, 2003). Such a rigorous
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mandate and the stagnant market conditions that gives rise to fierce
competition in the domestic markets (Dickson, 1992; Jacobson, 1992), have
forced many firms to seek expansion opportunities in uncharted international
markets. For these international growth strategies to generate the profit
objectives sought by management, the strategies must reflect a clear
understanding of the market being entered, as “effective strategy analysis
hinges on the proper definition of the market” (Day, 1981, p. 291). The
premise that market definition is critical to developing effective and efficient
market entry strategies shows that current approaches to market definition
are unable to meet these challenges (Forlani and Parthasarathy, 2003).

Conclusion
During the 1950s when the marketing concept and other theories

evolved, many of the third world countries were either newly independent
nations or were still under colonial rule. They were too poor to be counted
as customers for the goods and services made in USA or other developed
countries. ‘Infant industry protection’ was the norm in most countries and
therefore market meant domestic market. The marketing ideas that developed
during the 1950s and 1960s directly addressed the issues of the mass market
that developed in the United States. Despite the many changes in the socio-
economic and political environment during the past several decades,
marketing theory has remained by and large oblivious of the environmental
changes and the emerging markets beyond national borders. In a liberalized
global market, with stagnant markets in developed nations and growing
markets in developing countries, the concept of the customer needs to be
redefined to make it more inclusive. Limiting the definition of the customer
to the top of the pyramid is the real marketing myopia. The marketing concept
has to be broadened, deepened and repositioned to include the customers
at the bottom of the pyramid.
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Archetypal Brand Building based on Demeter:
Conceptualization, Development and

Implementation

Sarah Mirzee and Babu P. George

Introduction
Managing a brand has been an odd concept, at least partially due

to the abuse of the term brand management. A lot of companies started to
rechristen their brand managers to brand advocates. In today’s world, brands
are the basis of reputation and are also some of the greatest assets of
companies. They are more in connection with consumers, not the sales force
or other departments. Many companies still segment their target markets
based on demographics or psychographics patterns while the potential of
archetype based branding has not been exploited to the fullest extent. Studies
show that deeply meaningful bonding can be created with archetypes in the
minds of consumers - irrespective of their nationality, their age, their social
grade, and so on.

Recently, there has been an increased interest in using archetypes
to help build, maintain, optimize and understand brands. Archetypes reflect
the human condition – they emerge from our soul. And as we journey through
life we embrace different archetypes - warrior, caretaker, lover, mother/father
etc. Each archetype brings with it different worldviews and values. There
seems to be an endless array of different archetypes – as many as the
human spirit can come up with.

The archetypes we choose are, to a large extent, dependent on the
brands and/or personalities that we are exploring. According to Gardner
(1955) a brand image has both a direct effect on sales and a moderating
effect on the relationship between product life cycle (PLC) strategies
and sales. It is not a perceptual phenomenon affected by the firm’s
communication activities alone, while it is the understanding consumers
derive from the total set of brand-related activities engaged in by the firm.
Unfortunately, positioning/repositioning statements do incorporate what
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the brand image should be but they do not indicate how the image can be
managed over time. Instead, short-term market driven factors such as current
consumer needs and competitors are used as a basis for managing the
brand’s image/position and there is no strategic orientation. (Aaker, 1982).

In order to review the real effect of archetypes in building a brand
image and making a better connection with consumers, research should be
conducted to show how archetypes connect with the consumers. Based on
this information, companies can develop a better brand positioning. The
present research opens a new angle in the marketing world for companies to
know their consumers more deeply and get their archetypes, as well as
creating related brands or revitalizing/repositioning current brands based
on consumers’ needs. Companies should change their view from their
engineer’s and marketer’s eyes to a consumer’s eyes.

Archetypes as the Driving Forces of Brand Consciousness
Walshe and Brown (2009) stated that all products, such as powder,

rice, mobile phones and banks, are recognizable by consumers such as
powder, rice, mobile phones, and banks, but few of them introduce as a
‘story’. By ‘story’ of a product, they mean the accumulation of experience
and emotions towards the brand and in most of these stories there is a main
character.

According to Batu (2011), an archetype can be said to express the
presence of a divine force within the human soul that manifests itself in all
of the typically human patterns of thought, feeling, imagery, and behavior.
Human instincts are but one of its manifestations and the meanings about
archetypes are communicated via stories.  According to Shinoda Bolen
who wrote, Goddesses in Every Woman and Gods in Every Man - but
presumably not the obvious sequel, Demons in Every Child, the ancient
Greeks used a deity to mirror every state and capacity, every mood, thought,
act and experience of the human being.  

Such  an exercise can be psychologically helpful, even if the Gods
and Goddesses so used turn out to be more than Mythology, and in fact,
were living, mortal beings.  In the latter case, it might be wiser to think of the
immortal archetypes as mortal mentors, the latter deserving of a substantial
amount of respect.  Such respect can be demonstrated most effectively by
fashioning one’s life after the characteristics of one’s selected deity.

68

MARKETING DYNAMICS IN EMERGING MARKETS



Archetypal Brand Building...

Stories, Myths, and Archetypes
Randazzo (2011) worked seriously on Archetypes, Myths and stories. He
believed that recently most of the communication and marketing people
have become interested in story, myth and archetypes to help them build
and maintain strong enduring brands. At the same time, there also seems to
be some confusion about how and why story, myth and archetypes can be
used.

Myths are essentially stories – some are true and some are not.
Some of the myths are enduring stories that are handed down and become
part of the folklore and mythology. In mythology, myths are often heroic
stories that are larger than life, legendary stories that are handed down
through generations.

Joseph Campbell described myths as “the world’s dreams.”
Madison Avenue has long been said to be in the business of “selling
dreams.’ Advertisers have learned they can make their sales pitch more
effective if they wrap their products in our dreams and fantasies - not our
individual dreams, but our collective dreams, America’s dreams, humanity’s
dreams. And this is the realm of mythology. In pre-technological cultures,
mythmaking was the purview of the shaman, witch doctor or medicine man,
which Campbell describes as: …making visible and public the systems of
symbolic fantasy that are present in the psyche of every adult member of
society (Randazzo, 2011)

In the contemporary world of mass communications, this is the
role of the artist. And because advertising has become a dominant art form
- the role of the adman. Like Hollywood, Madison Avenue has come to play
an important role in creating and sustaining the myths that reflect and
sustain the ethos or guiding beliefs of our society. Mythical stories about
ancient gods and warriors are more than engaging little stories. Projected in
those ancient tales are humankind’s instinctual fears and longings. In a
mass consumer culture, brands have in a very real sense come to serve a
similar function as the ancient gods and heroes: brands are projection
holders into which we project our dreams and fantasies.

Life is an archetypal journey. We begin life as an ‘innocent,’ the
archetype that represents the child - pure, full of hope and becoming. But
soon we must leave the world of innocence and the protective sphere of our
parents and enter the adult world where we become seekers, travelers along
the uncertain road of life and as we journey through life we embrace different
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archetypes - warrior, caretaker, lover, mother/father etc. Each archetype brings
with a different worldview and values. There are times when we must be
warriors like Odysseus and Sundial - when we must be willing to fight,
perhaps even die, for what we believe. (Randazzo, 2011)

Randazzo stated that by using story to connect emotionally with
our audience, not only makes our communication more persuasive, it also
makes it more memorable. Numerous studies, including “advertising recall
tests” have found that using the story format increases the likelihood that
the message and the commercial will be remembered. Learning theorists
concur. They have found that stories, especially those rich in detail, are
more memorable because they allow for “multiple indexing,” e.g., more places
to connect in our brain. He also mentioned that Like the aforementioned
ancient mythical warriors Odysseus and Maghan Sundiata, the Marlboro
Man is a terrific, albeit controversial, example of a mythical advertising
character based on the warrior archetype - a uniquely American articulation
of the cowboy.

The cowboy is a symbol of America’s pioneering spirit and rugged
individualism. It doesn’t matter that there are very few real cowboys. The
cowboy is a mythic image that lives in our psyche and the mytho-symbolic
world of the Wild West: the world of the pioneer, the hard-working cowboy
and the Gunfighter-Warrior that has become an American icon. We can still
see and feel the power of the mytho-symbolic worlds of the Wild West
through movies, books, and TV re-runs that continue to haunt the American
psyche.

With his unfeeling, unflinching, steely-eyed squint, the Marlboro
Man is reminiscent of the Gunfighter - the wild-west warrior who haunts our
dreams and shapes our sensibilities. Like all warriors, the gunfighter is
committed to “slaying dragons.” But who is this guy - really?  He is a loner,
a saddle tramp, armed and dangerous, with no home, no sense of community,
and no long-term commitments. Marlboro has leveraged the incredible
archetypal power of the Gunfighter-Wild West Warrior-Hero, a killer image,
to create one of the most powerful and recognizable brands in the world.

And at the core of all of these stories we find universal archetypal
images. The warrior archetype represents strength, courage and
independence. As we have seen, this image may find many expressions -
Odysseus, Sundiata, Bran, The Marlboro Man etc. There are numerous
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archetypal images: trickster, fool, warrior, magician, shaman etc. (Randazzo,
2011)

Consumer Behavior and Archetypes
Walshe and Brown (2009) highlighted the bonding of consumer

behavior and archetypes as something inside human being. Human
behavior is widely accepted because it is considerably driven by
unconscious reasoning. Most human beings prefer not to notice these
influences. They attempt to explain their behavior often on justification
rather than real knowledge of such causes. Vital experiences, situations and
conflicts, according to psychologists such as Jung, can connect at a
subconscious level with the human being’s genetic predisposition to
represent them in a fantastical or mythological way. This is the Archetype.
Jung insists that it is not the archetype itself that is conscious, but rather its
materialization in myths, stories and narrations.

They mentioned that the Archetype can be considered as a model
of a person, personality or behavior. It is essentially part of the brand ‘story’
represented in one mythic or fantastical ‘character’.

Knowing these archetypes helps us understand human behavior,
how we are living and leads to an understanding of our needs as consumers.
These lead to the researcher’s ability to provide clients with insight and
appropriate, strategic brand recommendations.

Table 2-1 Archetypes and their primary function in people's live

Archetypal Brand Building...
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Different archetype and their role in people lives with relative brands in
each category all summarized in mentioned table.

The Benefits of Archetypal Branding
According to research and studies brand solution groups have been done
in 2009 archetypal branding:

• Gives the brand a human identity, a persona, a face, and a clear,
authentic brand personality.

• Provides a guideline for how the brand should act, look and talk,
both in marketing Communications and also in the actual brand
experience. For example, if a product has an Innocent brand archetype,
then the marketing communications would look and feel, and
represent, “wholesome, honest and optimistic.”

•  Brand archetypes are very valuable tools for creating logos, color
palettes, web sites, copy, design concepts and overall advertising
campaigns.

• The Brand Archetype is based on values. These values represent
the standards of conduct that will resonate on a deep psychological
level with employees and customers. Shared values are the basis of
trust. The top-ranked values for a brand should be used to guide
how employees and the brand itself should act and behave. Knowing
the brand archetype and shared values of the brand, a company can
hire customer service representatives that are genuine ambassadors
of the brand, ensuring a consistent brand experience and thereby
increase brand loyalty among customers.

• A trusted brand identity, based on shared values and manifested in
the corresponding brand archetype, that is linked to operations will
increase the brand’s perceived value and consequently increase sales.
If the brand strategy is publicized, research shows that the stock
price will increase.

Research by Dr. Paul Riedesel of Action Marketing Research
unearths an interesting way to incorporate archetypes into brands. Rather
than segmenting audiences according to demographics, he argues they
can also be segmented according to archetypal personas:

When consumers encounter advertising directed at archetypes
rather than semi fictional segment averages, they will be more likely to
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recognize the objects of the advertising. It is true that most consumers are
mixtures of several archetypes, but many will be dominated by a given
archetype (a statistic which can be calculated) and in any case the type of
consumer evoked in such advertising will ring true (advertising verité?).

Indeed, Riedesel even links us to a method for quantitatively
measuring and comparing archetypes. The implication of this idea is a
powerful one: With archetype segmentation, the goal should be to aim
messages at what consumers want to be, not what they are.  ( Blanchard,
2009)
Conversational Brand Archetypes

Archetypes have traditionally been incorporated through visual
advertising. A few years back, Olivier Blanchard of The Brand Builder argued
that messaging isn’t even important for strong brands that use them: Does
Apple need a tagline? Does iPod need messaging? Does Starbucks? Does
Nike? Does Porsche? Does Halliburton? Does Power Bar? Does Disney?
Ben & Jerry?  Staples?  Ferrari? Cartier? Target?  Heineken? PR pros will
argue that they do. The reality is that they don’t. If the brand you create is
powerful enough – inside and out – then messaging is barely frosting on
the cake. Heck, it’s little more than the colored sprinkles on the edges. The
messaging is nice and it dresses things up a little, but… if you create a
power brand or a love brand, it might as well be an afterthought.

Perhaps this is true to a certain extent. But since the time that
article was published, brands have become far more conversational.
Messaging thus plays a larger and more organic role in brand building, and
there is opportunity for archetypes to find their way into these brand
messages.

Brand personas now come alive and engage with us via social
media, brand advocates and spokespeople. Here are some possible ways to
fuse archetypes and messaging:

1. Focus on what consumers want to be. Most people have in mind and
archetypal character that, on some level, they strive to become. Messaging
can provide assurance of that goal.

2. Choose advocates that are embody an archetype that’s in-line with your
brand image. If you’re brand is a “hero,” then find yourself a modern-day
Odysseus.
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3. Use a brand persona that reflects your brand’s archetype. If you have a
persona constructed with archetypes in mind, archetypal messaging will
naturally follow.  (Blanchard, 2009)

The Demeter Archetype
Lee (2008) described completely the Ancient Gods and Goddess.

He imaged Demeter as an archetype who represent the pure and the hope
for rebirth and thus represents the light.

The Demeter archetype represent motherhood, it is an earth-mother
goddess, becoming the goddess of vegetation and fruitfulness, especially
corn. She represented the products of soils and seasons, and the generative
forces that directed their abundance.

Lee highlighted the Demeter role that how this archetype had an
important role in teaching men how to grow crops. Traditionally, the first
loaf of bread of the season was sacrificed to Demeter. Demeter lived in the
mountainous island of Sicily and was known as the protector of the fields.
Demeter was also known as, “the fair haired earth goddess who blesses all
phases of the harvest”. She walks the furrowed fields dressed in green and
displays her moods with feast and famine. According to ancient stories this
archetype had a very close bond with her daughter Persephone. And in this
myth it mentioned how Demeter became depressed when Hades abducted
Persephone.

Lee described this archetype as an altruistic, motivated by a desire
to help others and protect them from harm. Personal examples include Mother
Teresa, Florence Nightingale and a caring mother or father. Johnson &
Johnson, the healthcare company, evokes this archetype, as do private
healthcare. Organizations such as BUPA. Doctors, nurses and social workers
often evoke the Demeter (Lee, 2008).

Cawthrone (2009) described Demeter archetype as one of the most
powerful and positive archetypes, it is an altruist moved by compassion,
generosity and a desire to help others. Its fear instability and difficulty not
so much for herself but for her impact on people who are less fortunate or
resilient. She mentioned all brands positioned based on Demeter archetype
hold out the promise of innocence. Demeter is pure, natural and gentle.
There is nothing harsh or aggressive about this archetype. It reflects the
essentials qualities of the care giving relationship, empathy, communication,
consistency and trust.
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According To Rezaee (2010) Demeter archetype creates the most
fundamental archetypal bond of all the mythic figures. This archetype is the
kindest and the most caring one comparing to others. She is warm, nurturing
source of life and a symbol of bounty of nature. She is the epitome of caring
and an effective antidote to an increasingly mechanical and engineered
world. The bond with this archetype is part of our universal instincts; it is
something inside us as mother and child Love.

Rezaee emphasized that it is the archetype of Motherhood and
caring. Her role is devotion, patience and unconditional love. The ability to
forgive and provide for her children and put them before herself is the
essence of a good mother. And exactly in opposite in her shadow aspect the
Mother can be devouring, abusive and abandoning. The shadow Mother
can also make her children feel guilty about becoming independent and
leaving her.

It is not necessary to be a biological mother to have this Archetype.
It can refer to anyone who has a lifelong pattern of nurturing and devotion
to living things. It should be an over protective mother always smiling to its
children. One who encourages independence and allows children to make
mistakes but be available to give care and advice when it’s needed. Rezaee
mentioned that Demeter was possibly the oldest of goddesses according to
different sources. She is connected with the perpetuation of the food supply
for large populations. Demeter goddess pre-dates the Greeks.-she was the
ancient Earth Mother. (Rezaee, 2010)

Ward (2003) described on Demeter character and its especial
features. Demeter is relationship-oriented and it is dependent to others.  He
highlighted the most significant characteristic of this archetype which is
her need for affiliation. She is  the epitome of the maternal, an instinct
fulfilled through pregnancy or through providing physical, psychological,
or spiritual nourishment to others, the provider  of food and spiritual
substance, nurturing, it has Mother Nature in its core. The other characteristic
of this archetype are  dependable, fertile, long-suffering, unconcerned with
status, envious or jealous only with respect to children,  relied on women
friends for emotional support (versus her husband), huggy, preferred
breastfeeding to intercourse, and tried to be indispensable

He determined clearly that the real need of this archetype is giving
Love. This archetype is concerned with staying close to the people,
surroundings and activities you love. Demeter not only represented the
fertility of the land but as a Mother Goddess she was worshipped by woman
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hoping to have a child. Her struggle to save her daughter, Persephone from
the underworld led to the creation of the seasons. Sewell Ward mentioned
of this archetype Strengths and weaknesses which are as follow:

Strengths: Loving mother, persistence and empathic.
Weaknesses: Depression lived her life through her daughter.
(Dan Sewell Ward, 2003, Library of Halexandria)

Nancy (2011) made a complete view of different archetypes but as
a woman she emphasized more on Demeter. She expressed this archetype as
the one who always seeks attention and needs of her family members for
help and nourishing. Her responsibility is not only giving birth and nurturing
but something more, servicing to her family all the time as an angle for her
family who is there to save their lives. A woman who is more than merely
physical mothering, it is expressed in her instinctively obliging caring for
any and all who are in need, particularly the young, needy and helpless.

From psychological aspect Demeter belongs to “Vulnerable”
goddess. She was raped by Zeus. Her young daughter, Persephone, was
abducted—taken from her to be Hades’ consort. Demeter was powerless,
initially, to affect her daughter’s return. Demeter’s consciousness is diffuse.

In this weblog she completely described this archetype historical image.

Mythological history:
o To the Romans Demeter was known as Ceres
o Demeter was the second child born to Rhea and Cronos (also

swallowed by him)
o She is known as the sorrowful mother whose daughter, Persephone

was stolen from her—abducted by Hades and kidnapped to the
underworld to be his queen.

o In her rage and grief at the abduction, Demeter forbade the earth to
bring forth plants—nothing could grown, nothing could be born—
until her daughter  was returned

o Demeter restored fertility and growing on the earth; she offered the
Eleusinian Mysteries through which the people gained insight into a
reason to live in joy and to be able to face death without fear

o She is celebrated with the Eleusinian mysteries in early autumn and
toward the end of winter coinciding with the loss and the return of
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her daughter. This celebration/ festival/ritual is more ancient than
the Greek myths-possibly from 4000 - 1000 B.C.E.

o She is the goddess of fecundity, fertility and regeneration.

o Demeter symbolizes the dynamic cycles of nature that occur within
the body of the Earth-death and rebirth-and within the body of every
woman

o She has a shared mystical identity with her underworld daughter,
Queen of the Dead - and, in fact, is said to be one and the same
goddess.

o Known also as Terrible Mother and goddess of Death, she carries
the opposite and complementary sides of Demeter-all Loving
Mother

o Demeter represents the archetype of childbearing, mothering,
nurturing, growing and the mystery of planting the seed. (Nancy,
2011)

The personality of Demeter
Nanacy (2011) stated Demeter archetype in different stage of her lives, how
she acts in childhood, as an adult woman.

As a child & adolescent:
• She likes to act exactly like her mother, as a young girl identifies with

her mother. She likes playing with her dolls and nourishing them
same as her mother. In childhood, Demeter types have a sweet and
unassuming nature.

• When she grows up she likes to do babysit for relatives or neighbors.

• Young Demeter types are typically not motivated to experience sex
for sex sake. She may want to marry early so as to begin creating her
own family. If she chooses college she will most likely prepare herself
for a helping profession.

As an adult woman:
• She has a main responsibility and that is giving birth.

• Saying ‘no’ is the most difficult word for her. She can’t make other
sad and disappointed.
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• Most of the Demeter types are so generous and they are loyal to
their families and friends. She is very warm, kind and mostly outer
directed.

• This archetype is exactly the opposite side of “Aphrodite” who is
living for love and is a flirting type of woman. Both of them are ruled
by love but Demeter love is from her children, friends and the innocent
love of her husband.

• If she learns something it is for servicing others and making others
happy. She loves finding new recipes to cook for others. She does
not enjoy cooking for herself, alone.

• In relation to her children she is endlessly resourceful, tolerant, and
selfless. She love to have children if her financial circumstances let
her but she doesn’t like to sacrifices others children right.

The Study
Brand archetypes are part of brand personality. They help us define

what a brand is, what it stands for, and the relationship it has with its
consumers. Every brand has the germ of an archetype embedded within it.
By locking onto that archetype, it begins to resonate with consumers. Its
meaning and purpose are strengthened and it is clearly positioned in
consumers’ minds. Archetypes provide an intuitive, accessible language to
describe and discuss a brand’s essence. Effective marketing means linking
the deepest motivations of consumers with product meaning. And this link
comes from an understanding of archetypes. An archetypal product identity
when created speaks directly to the psyche of the consumer sparking a
meaning.

To test how it does work, a branding experiment was conducted
around the Demeter archetype. The aim of the study is to examine how, with
this archetype, the developed brand image can communicate with consumers
and also to know if it can make a better emotional bonding with consumers.
The proposition that is formally examined is: Using an archetype model
helps to build a better brand image and stronger connection with
consumers.

Sample and Method
The study adopted a two-stage mixed method design.
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Qualitative research component:
• Consumer focus groups
• In-depth interview with managers

Quantitative research component:
• 700 mothers interview and questionnaire filling out and data collection

Focus groups:
4 focus groups as follow:

Age band
Consumers/
Mothers

Non Consumers/Married
no children yet

20-25 8 8

25-35 8
35-45 8

10 in-depth interviews with managers in following industries:
• Baby Diapers
• Baby cream and powder
• Baby store (a famous chain store in Iran)

Each interview with brand managers took approximately 45-60
minutes and focus groups around 2 hours and all were digitally recorded to
make sure that participants’ perspectives were captured accurately. The
interviews took place in a departmental conference room.

The interview involved an informal, interactive process and utilized
open-ended comments and questions. A general interview protocol listing
main questions and issues that should be covered was used during
interviews.  Although I developed a series of questions aimed at evoking a
comprehensive account of the participant’s experience of the subject, these
were varied, altered, or not used at all when the participant shared the full
story of her experience. I conducted all the interviews and then transcribed
all interviews within a few days of each interview. They were then analyzed
after collection and several reviews and analysis of participants. In
quantitative research, data was collected from random interviewees in
selected shopping malls, hospitals, sport clubs and beauty salons by using
the mentioned questionnaire. Questionnaires were filled out by the
interviewer. They asked all the questions and they filled it out by themselves.
The sample size has been purposefully kept large in order to minimize
sampling errors.
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Analysis and Findings
In the Iranian market, all brands focus on babies. The main decision

maker of baby items is mothers. They are who are worried about their baby’s
safety, immunity, health, as well as the convenience of the diaper. They are
who get advice from a physician, their mother and friends in order to get the
best for their babies. All companies in Iran have focused on babies in their
communication campaigns and in their packaging. Demeter wants to change
the playing formula. Demeter focuses on Mothers and plans to focus
emotionally on mothers who look for the best stuff for their babies.

Brands Target
Market Product Price Placement Promotion Market

Share

Huggies
A, A+

High quality,
good
packing

Too
expensive

Nitch market,
some special
places

Nothing Less than
0.5% in 7
large cities

Pampers
A

High quality,
not very
attractive
packaging
to Iranian
market

Expensive
In luxury drug
stores and
supermarkets

Some POS
materials
in drug
stores

Less than
5% only in
7 large cities

Molfix

A, B

Good quality,
not very
attractive
packaging

affordable

In most
supermarkets
but not
drugstores yet

TVC,
salellite,
magazine &
POSM

Less than
5% only in
Tehran

Evy Baby

B, C1

Medium
quality,
attractive
packaging

Good

In most
supermarkets
and drug
stores

salellite,
magazine

~ 10%
across Iran

My Baby
B, C1,

C2

Colourful
packaging,
medium
quality

Good

In all
supermarkets &
drugstores and
baby shopes

TVC,
magazine,
POSM

More than
40% across
Iran

Panberes

C1, C2
Weak quality,
not attractive
packaging

Low

In all
supermarkets
and some
drugstores

magazine,
TVC

~ 7%
across Iran
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Qualitative Summary
Three groups of participants took part in our focus group

discussions: The participants ranged from trendy, somehow traditional, and
doubters. One of them was too optimistic, modern and ready to test all new
things.

• Almost half of the female respondents had either full or part time
jobs, with the rest being housewives. They did not have much leisure
time for themselves and were mostly preoccupied with household
chores and taking care of kids.

• Trendy consumers were modern in their life style and consumption
patterns; this group was included in most consumer groups. Their
hobbies showed more sophistication.

• Traditional respondents were those that mostly belonged in the age
band of 35-40. This group is highly family oriented and not very
sophisticated in its social connections; their general brand awareness
on baby diaper categories was also limited compared to the other
groups, even among educated ones.

• All groups believed in the important role of mothers in shopping for
babies. They are sensitive to their babies stuff. They don’t trust
Iranian companies in general and they believe that recent sanctions
forced Iranian manufactures to produce bad products with low quality.
Buying diapers is a routine need, at least for 3 years, and they like to
have a good trusted choice that’s also affordable.

• All groups were surprised by the Demeter logo design and packaging.
What was interesting to them was the presence of the Mother. They
were surprised that a company finally appreciated the role of the
mother as the main decision maker in this category.

What should be Demeter’s Logo?
Designing Demeter logo we should consider the hidden meaning

of Demeter, so we should see how we can covey motherhood in our logo
and designing an attractive meaningful logo, more than 18 different logos &
logo types have been designed and they have filtered by 5 famous and
reliable designers to 4 logos and following mentioned ones tested in
research.
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Logo # 1 Logo # 2

Logo # 3 Logo # 4

Figure 3-7 Demeter designed logos (four different designs)

Packaging design using Demeter
Before designing diapers packages, all competitors packages have

been reviewed well which focused on babies not mothers as the main decision
makers. Our main objective is transferring “Demeter positioning” to
consumers, to communicate something new and affect them emotionally,
not focusing on babies and using a lovely baby face, but showing the
strong bonding of mother and baby. Again, so many different designs were
created and, through the advice of 5 designers, it filtered to 4 different
designs.

The first theme was like the competitors, using babies in packaging design
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The second theme was a visualization of "mother and baby" birds

The third theme was the real feeling of mother and baby. It will be developed
in some more attractive colours, too. It had the highest rating in our research.

Figure 3-8 Different packaging designs

Website Design Using Demeter
Different designs for websites have been done but four of them

have been short-listed for the analysis of consumer perceptions. Incidentally,
the domain www.Demeter.ir has been registered, as the first step for taking
the identified design online.

Design # 1 Design # 2
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Design # 3 Design # 4

Figure 3-9 Different website designs

In all questions it shows clearly that the one which convey
Mother’s love and motherhood and the emotional bonding between mother
& baby has got the highest fans. This proves that all respondents who
were married and with at least one child could get the message of Demeter
and could communicate greatly with this new brand. They got the message
of motherhood and caring and in all communication tools they prefer to
have a sign of mother and baby together. They were impressed and rejected
other competitors’ strategies that have foci on babies instead of mothers.
Not only the majority of selected ladies could make a strong bonding with
Demeter and all developed contact points of the brand bust also they could
easily grasp the message of this brand and they have impressed by Demeter
brand image and positioning and finally two hypothesis have been tested
successfully and it gives tiding of a reliable launch of this brand in Iran. The
result of done researches proved Carl Jung beliefs that archetypal branding
provides the missing link and generates an emotional connect with the
audience in a psychologically compelling way and it acts as a potent tool to
move beyond the conscious and rational into the subconscious. And in
this study we see how selected people could personify Demeter and how it
was persuasive to them. Demeter could share meaning and values across
cultures which signify trust.

Mothers are the main decision makers in selecting baby diapers.
Product quality and company support are the main reason to select a brand.
More than 75% of women participated in the study were ready to try a new
brand. They know meanings of Demeter like “Venus” which is the Goddess
of beauty, Hero as the God of Power, and they know Demeter as the Goddess
of kindness and caring. They selected “Sense of Mother Love” as a great
slogan for the Demeter brand. They selected logo # 3 and packaging # 3 as
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the best design. They selected “Pampering you as well as your mother” for
the baby diaper campaign. Design #3 has been selected as the best one
among others for the website. There are not serious loyalties to existed
brands. Pampers is the best one among the A and B groups, and Joyful,
Molfix and Evybaby among new Turkish brands and My baby among Iranian
brands. They don’t rely on shopkeepers but prefer to have advice from
their own doctors, mothers or sisters in order to choose a good diaper for
their babies.

They do not rely on advertising unless they check the diaper first
and make sure of its quality. Quality and the brand strength are two main
criteria to buy a baby diaper. Contemporary ladies like to try new brands if
they are well-informed about the brand. This proves that communicating
with the gynecologist and pediatricians of pregnant mothers can be a useful
way to advise them.

Limitations of the study
This research project in its current form has certain limitations. The
study and selected samples are Iranian women and it may differ in other
geographical and cultural contexts. Motherhood and Maternity feelings
are not necessarily the same feelings across the world. Mothers happily
sacrifice themselves for their children in Iran but in different cultures it
may differ. The emotional bonding between the mother and the child
may be strong or weak in different nations. It would be better to replicate
the present study in some other countries before considering it as a
universal concept.

Conclusion
This research showed how it is possible to create a brand and by

building a good positioning and a good image a great reliable bonding can
be made with consumers. The selected archetype was “Demeter” which is
the Goddess of motherhood and caring and we wanted to pose it as a new
brand in Iran market with exactly this message. The category on this brand
portfolio should be mother’s concern for their babies (it could be babies
food and also all hygienic products). Baby diapers selected as the first
product under this brand umbrella and all related design of logo, packaging,
slogan, creative campaign developed and have been tested to ensure if
consumers can communicate with this new brand or not?
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A combination of primary and secondary research approaches has
been used for the purpose of this study. This study has also used qualitative
(focus groups, in-depth interview), and quantitative research, as well as
mystery shopping to test consumers’ buying behaviors at the shopping
time. Qualitative research method has been used to describe the important
findings and the hidden insights of the consumers, which can’t be found
through quantitative method. Reliability and validity of the findings
have been tested as well. Research was done among 4 recruited groups
and 10 brand managers. Also, 700 interviews were completed with random
ladies and more than 10 mystery shopping.

In all mentioned research the developed positioning for “Demeter” and
all developed designs for logo, packaging and also website have been
tested to find out if it can easily transfer the motherhood caring and
kindness and “Demeter” archetype as the caring archetype or not and in
next chapter all findings will be described completely.

In all questions it shows clearly that the one which convey
Mother’s love and motherhood and the emotional bonding between mother
& baby has the highest fans and it proves that all respondents who were
married and with at least one child could get the message of Demeter and
could communicate greatly with this new brand, they got the message of
motherhood and caring and in all communication tools they prefer to have
a sign of mother and baby together and they were impressed and rejected
other competitors’ strategy which their focus is on babies instead of mother
and babies.

Mothers are the main decision makers in selecting their baby’s
diapers. The quality and company supports are the main reason to select a
brand. More than 75% of women are ready to try a new brand. They know
meanings of Demeter like “Venus” which is the Goddess of beauty, Hero as
the God of Power, and they know Demeter as the Goddess of kindness and
caring. They selected “Sense of Mother Love” as a great slogan for the
Demeter brand. They selected logo # 3 and packaging # 3 as the best design.
They selected” Pampering you as well as your mother” for the baby diaper
campaign. Design #3 has been selected as the best one among others for the
website. Demeter as a new brand in Iran should be launched creatively too so
to make a complete and valuable job the communication strategy from creative
and media sides also have been developed and proposed as follow

Iran is fast becoming a highly competitive market. For companies
to compete successfully they need access to high quality information, as
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well as strategic advice in brand building and their brand communication. In
today’s competitive world, passively repeating strategies that worked in
the past don’t work. Companies will be successful if they can identify the
hidden need of their customers and find higher order ways to deeply
communicate to them.

Archetypes theory is pretty old, but new in marketing applications,
especially in the context of developing countries. Translation of “Building
brands and believers” in Farsi opened a new approach and encouraged me
to work more on this attractive subject and help Iranian companies to know
this new subject. This project drew the attention of some brand managers
and they asked to sell this project to their companies. I wish I had enough
investment to grow the child I gave birth; I do hope to support the further
development of Demeter as this company’s consultant and see her growth
in Iran and Middle East market.
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Adoption of Internet Banking Services in
Developing Countries: An Exploration of the

Extant Literature

Prof. Sunil Sahadev and Prof. Keyoor Purani

Introduction
With the rapid penetration of Internet in the developing countries,

a plethora of services are delivered through this medium. According to
James (2009), the ‘digital divide’ or the differences in penetration rate of the
Internet in developing versus the developed countries have fallen in the
first half of the last decade and hence more and more self-service technologies
are delivered through the Internet. The availability of banking services is a
case in point. According to Bhattacharjee (2001), “Internet banking is a
banking channel that allows consumers to perform a wide range of financial
and non-financial services through a bank’s website”.  Rapid adoption of
Internet banking services can positively benefit not only the customer, but
also the society at large. First of all, Internet banking services could improve
efficiency and reach of the banking services. At the macro-level Internet
banking has the potential to transform the way commercial transaction
happen in a society and can also immensely improve such economic sectors
like e-retailing, e-booking etc. A society where Internet banking is very
prevalent can benefit from more opportunities in these new sectors as well
as greater productivity. However, the real issues behind the slow adoption
of Internet banking services in developing countries are still not clear.

Beginning in the late 1990s, in the past two decades, numerous
studies have looked at the phenomenon of adoption of Internet banking
services by customers. These studies have looked at a host of variables
and issues. Most of these studies have however been carried out in the
developed countries. A meta-analysis carried out by Hoehle, Scornavacca
and Huff (2012) on electronic banking channels, indentified 247 different
studies, predominantly among customers in developed countries. While
some of the studies have developing countries as the context, a unified and
streamlined, narrative still eludes the knowledge on Internet banking
adoption in the developing countries.
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Internet banking has picked up in the developing countries very
recently. As far as the developing countries are concerned, the level of
adoption of Internet banking services has hardly crossed the early adopter
segment and hence basic problems remain. This is well acknowledged by
the study conducted by Malhotra and Singh (2010) among banks in India.
The study showed that even in 2008, a large number of Indian banks just
provide basic Internet services. Research in this area is, therefore, still very
nascent. However, in the recent past, several studies have attempted to
understand the dynamics of the adoption of Internet in developing countries.

According to a McKinsey study published in 2011, roughly 18% of
all people who patronise banks in China, now use Internet banking channels
while in India 7% of banking customers use the Internet (Lam and Pant, 2011).
However, these figures are quite poor compared to the situation in developed
countries where the online banking penetration is between 30 and 50%.
(Comscore datamine, 2012). Consequently, research studies which consider
Internet banking adoption in developing countries is relatively scarce and
the extant knowledge in this domain is limited. On the contrary, the process of
Internet banking adoption in developed countries has almost reached the
saturation phase. Almost all the banks rely heavily on the Internet to offer
services and almost all the customers who are interested to use Internet
banking channels have adopted them. The problems faced by Internet banking
channels in developing countries like lack of trust, lack of knowledge about
services, etc. are therefore not prevalent in the developed world.

It is evident that along with technological and infrastructural issues
socio-cultural issues are also very pertinent. In the present study, we attempt
to explore empirical studies, which focus on customer adoption and related
variables in developing countries and conduct a basic meta-analysis of
these studies. The main aim is to bring together the evolving literature in
this field and compare the different theoretical approaches followed in these
set of studies as well as the main factor considered. The meta-analysis also
attempts to provide directions for future research in this area. Following
sections explain the methodology and findings of the analysis.

Methodology
To generate the set of studies that presently constitute the crux of

the literature in this field, the main electronic databases like EBSCO, Proquest
and Google scholar were searched using key phrases like ‘Internet banking
adoption in developing countries’, ‘Internet banking adoption in emerging
economies’, ‘Internet banking adoption’ etc. The same procedure was
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followed by previous studies which adopted a meta-analytic procedure (eg.
Hoehle, Scornavacca and Huff, 2012). In order to reduce the likelihood of
missing out crucial studies, a rigorous cross-referencing exercise was carried
out from the initial set of studies that emerged from searching the database.
These procedures resulted in a list of about 20 different studies. During the
initial stage of the process we deliberately eliminated studies, which did not
include ‘Internet banking adoption’ or an associated variable (like use of
Internet banking channels, attitude to use Internet banking etc.) as the
dependent variable. Hence studies which looked at ‘interent banking
satisfaction’, ‘trust’ etc. were not included in the initial set. Further, we used
the per-capita national income as the main criterion to decide between
developing and developed countries. Using this criteria we did not include
countries with a per-capita national income of more than $10,000 in the list.
Hence we eliminated studies from countries like Taiwan and Hong Kong.
Finally, we also eliminated studies that did not examine causal relationships
in the analysis. A few studies were descriptive in nature and looked at the
main characteristics of Internet adopters rather than exploring causal
relationships between the independent and dependent variable. After the
elimination process we found 12 studies which consider this domain. The
list of studies is shown in Appendix-1. Of the twelve studies considered two
are from Turkey, two from Saudi Arabia, and one each from India, Vietnam,
Tunisia, China, UAE, Thailand, Brazil and Estonia.

Key Theoretical Approaches
The three predominant theories used to understand adoption of

Internet Banking are (1) Technology Acceptance Model (TAM) developed
by Davis (1989) (2) Diffusion of Innovations Theory developed by Rogers
(1995) and Theory of Reasoned Action developed by Fishbein and Ajzen
(1975). Almost all the studies listed in this meta-analysis follow one of these
approaches or a combination of these approaches. Three of the 12 studies
considered (Mansumitrchai and Chiu, 2012; Eriksson, Kerem and Nilsson,
2008 and Hernandez and Mazzon, 2007) follow a combination of DOI and
TAM frameworks while eight other studies follow a combination of TRA
and TAM. While one of the studies (Zhao et al, 2010) follows an entirely
different framework.

Most Important Independent Variables
Since the studies considered here followed a combination of

popular theoretical frameworks, the independent variables were also derived
from these theoretical frameworks. Table.1 gives the frequency of the
independent variables appearing in these studies.
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Table 1 Frequency of independent variables in Internet Banking
Studies

Independent variable Frequency of Appearance
Perceived Usefulness 7
Perceived Ease-of-use 7
Trust in the bank 7
Perceived Risk/security 4
Subjective Norm 3
Governmental Support 3
Relative Advantage 2
Self Efficacy 2
Technology Support 2
Website-quality/design 1
Internet Experience 1
Compatibility 2
Difficulty/lack of complexity 2
Need for Human Contact 2
Manageability 1
Resistance to Change 1
Social Influence 1
Awareness of Services 1
Result Demonstrability 1
Trial ability 1
Income 1

Compared to the Hoehle, Scornavacca and Huff (2012) [HSH] study,
which has a sample highly dominated by studies from developed countries,
the meta analysis of studies from developing countries show some similarities
as well as differences. While the HSH study show Ease of Use and
Usefulness as the most important independent variables in explaining
electronic banking adoption – accounting for 97 and 58 out of 247 studies –
several important independent variables featured in developed country
studies are not given much importance in studies conducted in developing
countries. For instance ‘costs associated with use’, ‘habit’, ‘loyalty to the
bank’, etc. have not featured very highly in developing country studies.

Adoption of Internet Banking...
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Similarly since a large portion of the studies in developed countries followed
a DOI framework (35 out of 130), the DOI related independent variables like
relative advantage, trialiability, complexity etc. have been considered more
in the context of developed country studies rather than in developing
countries.

Interestingly, compared to studies in developed countries,
developing country studies feature variables like ‘governmental support’,
‘technology support’ etc. Another interesting contrast is the variable ‘trust’,
which features prominently in developing country studies (7/12 studies) is
not such a major factor in developed country studies (31/247 studies).

However, it is evident that most of the studies in the developing
country contexts fail to comprehend the intricacies of Internet banking
adoption in developing countries. Except for a notable few, research studies
have failed to point out issues like infrastructural problems, privacy
protection etc. as variables that could determine either directly or indirectly
the adoption of Internet banking services. While it is acknowledged that
these factors could have impacted the ease-of-use and usefulness, it would
be very illuminating to understand their impact: either direct or indirect.

Another issue worth noting is the countries covered in the studies.
Most of the studies have featured developing countries that are in the top
tier of the list in terms of per-capita income. Except for one study from India,
China and Vietnam, the extant literature does not consider less developing
countries, which have relatively very low levels of per-capita income. This
is an important limitation of the extant literature. Most countries that have a
per capita income of less than $5000 have unique problems with regard to
their banking sector as well as significant restrictions imposed by the lack
of infrastructural development in the ICT sector. While some of these
countries have leap-frogged the Internet banking phase and have directly
got into the mobile banking phase (eg. Kenya), several problems remain in
the universal adoption of Internet banking services. This is one of the most
important drawbacks of the extant knowledge in Internet banking adoption
in developing countries.

Conclusion and Discussion
As customers in developing countries are slowly adopting Internet banking,
several important dimensions of the evolving phenomena remain under
researched. The systematic review of extant literature in this field is aimed at
encapsulating what is already known and also to provide new ideas for
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future studies. For instance, very few studies have looked at social and
cultural issues in the developing countries that impact the adoption of
Internet banking services. Many of the existing studies rely on student
samples or otherwise a very restrictive profile of respondents, there is scope
to broaden this sample profile by looking at low-income consumers.

A cursory review of current empirical studies therefore generates
several important research leads that new researchers can pursue. We present
a few areas that provide research gaps and hence chart out directions for
future researches in the domain.

1. Lack of research on less developed countries: This is one of the
biggest lacunae in the current literature. Future studies should
look at the adoption of Internet banking services in less developing
countries especially in countries with a per-capita income of less
than $5000.00. Such a research is sure to bring about important
issues that hinder adoption of Internet banking services. For
instance, studies have not revealed variables like trust with the
ability of the banking sector, penetration of bank branches,
awareness of services etc. as possible antecedents

2. Issues of Sample size and representativeness: A large number of
studies rely on student samples or samples drawn from a small
sample frame. This limits the ability of these studies to generalise.
Few studies rely on samples from rural areas as well as samples
from a cross-section of people like old people, lower middle class
segments, women etc. This is another area where new studies can
make an important difference.

3. Missing socio-cultural variables: While most of the extant studies
adopt a framework developed in understanding adoption in
developed countries, few studies go beyond the variables like
usefulness and ease of use. While these variables are definitely
critical in understanding adoption, it is important to explore
existence of other variables. For instance cultural issues, societal
norms, perceived risk, self-efficacy, locus of control etc. It is also,
of course, possible that these new variables could impact usefulness
and ease of use. However it is important to expand the list of
variables in order to develop a clearer picture of the adoption
process.

Adoption of Internet Banking...
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4. Specific factors for developing countries not fully explored: There
is also a need to conduct qualitative research in this topic, which
could uncover newer and more important factors. Present studies
assume adequate coverage of factors based on empirical studies
conducted in developed countries. However, factors particular to
developing countries may be present which have been ignored.

5. Issues of external validity: Most of the studies (in fact both in
developed and developing countries) rely on samples from just
one bank to make conclusions. This may limit the external validity
of the results. However new studies should look at samples from a
collection of banks with the customer’s bank to be included as a
control variable in the equations. This could improve the validity
of the results.

6. Extant studies have also not looked at adoption of Internet banking
services by small enterprises in developing countries. This is also
an important area of research.

The above discussion highlights important issues in the extant
literature that requires more attention. While Internet-banking services have
become almost universal in developed countries, in the developing
countries, there is still a long way to go. In the pursuit of achieving near
total adoption, developing country bank still need to offer several new
services and support mechanisms that can drive adoption. However
consumer adoption of Internet banking services in developing countries
still throws up important questions that are yet to be addressed. This paper
presents some of the important issues that need to be urgently addressed.
With the adoption of m-banking and other newer technologies, Internet
banking may not prove to be as crucial as it is today. However pertinent
issues remain that needs more in depth exploration.

Study Country Methodology Independent
Variables

Dependent
Variables

Nasri,
Charfeddine
(2012)

Tunisia Survey among
284 bank users
of Internet
Banking service

Ease-of-use, usefulness,
subjective norm, self-
efficacy, governmental
support, technology
support

Intention to use
Internet banking

Appendix-1 List of studies considered
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Zhao et al (2010) China Survey among
504 college
students

Perceived risk, trust in
Bank, IBS Competence

Intention to use
Internet banking

Alsajjan and
Dennis (2010)

Saudi
Arabia

Survey among
386 students

Perceived usefulness,
trust, perceived
manageability subjective
norms

Attitudinal
intentions

Al-Solami,
Golami and
Clegg (2009)

Saudi
Arabia

A survey
among 202
bank customers

Resistance to change,
trust, self-efficacy, social
influence, awareness of
services, usefulness,
ease-of-use, quality of
internet connection

Behavioural
intention

Ozdemir and
Trott (2009)

Turkey 155 users of
internet banking
services

Perceived ease of use,
perceived usefulness,
internet experience,
income

Internet banking,
adoption

Prompattana-
pakdee (2009)

Thailand Survey among
618 users of
internet banking
services

Internet banking
experience, trust,
personal relationships
perceived ease of use

Intention, actual
use

Celik (2008) Turkey Survey among
161 customers

Ease of use, usefulness
behavioural control

Attitude towards
use, intention to
use, internet
banking

Mansumitrchai
and Chiu (2012)

United Arab
Emirates

Survey among
330 online-
banking users

Compatibility, Difficulty,
Security, Trust, Third
Party Concern, Status,
Human Contact

Internet banking
Adoption

Kesharwani and
Bhist (2012)

India A survey
among 619
university
students

Trust, behavioural
control, web-site design,
social influence, risk,
usefulness, ease-of use

Behavioural
intention

Chong et al
(2010)

Vietnam Survey among
103 Internet
bank users

Ease of use, trust,
usefulness, governmental
support

Intention to use
Internet banking
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Eriksson, Kerem
and Nilsson
(2007)

Estonia Survey among
1810 banking
customers

Relative advantage, lack
of complexity, perceived
risk, compatibility

Use of internet
bank

Hernandez and
Mazzon (2007)

Brazil Survey among
600 users and
non-users of
internet banking

Relative advantage,
visibility, result
demonstrability, ease of
use, trialability,
subjective norm, self-
efficacy, technology
support, government
support

Intention to use,
actual use of
internet banking
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Ethical Marketing, Consumerism and Deception

Angelo Nicolaides

Introduction
“…we are living in a material world and I am a material girl…”
                                                                             Pop Singer-Madonna

In the past it has been commonplace for many businesses to
conduct their operations in whichever way, often to the detriment of
consumers and this trend continues to an extent today. Greater market
penetration is vital for a business as the depth of sales of a product or
service in a particular market enhances the bottom-line. There should
however be an approach to advertising in which companies try to reach
consumers in an honest way without subjectively exaggerating and making
blatant untruths. Marketing is intrinsically linked to a variety of ethical
issues that require serious consideration and a sense of moral idealism in
which universal consumer rights are not flouted, and utilitarianism in which
consequences of actions are careful mapped out so that ‘the greatest good
for the greatest number’ can be realised after assessment of the costs and
benefits of the desired ethical marketing. Companies cannot forever hide
behind the concept caveat emptor or ‘buyer beware’ and neither should
consumers acquiesce to whatever marketers impose on them. What seems
ambrosial in marketing is often bewildering and disjunctive once purchased.

In the buying process, there are various factors which influence
the consumer. The market influences are the most critical. (Fig.1) To create
real value for consumers and in order to maximize profits for their companies,
marketers need to appreciate why consumers buy certain products and
why others do not- but either way, marketing should be honest.

Figure 1 Buying process influences
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Current marketing practices are promoting disinformation as well
as a consumerist and highly materialistic lifestyle culture which is hugely
detrimental to society. The critical issue is whether or not marketers should
take advantage of the notion that obtaining material possessions will serve
the purpose of improving the lives of consumers and afford them greater
status in society. Many marketers are essentially hoodwinking consumers
into buy goods they do not really need or even want and this often places
the consumers in situations where they are hugely in debt to their detriment
and that of their families. Marketers use tools such as advertising to promote
consumption in order to generate greater profits. While this may be good
for the company and its bottom line, it is not always in the best interests of
the consumer.

There has however, in fairness, been somewhat of a drive by many
companies to market products and services with greater integrity and in an
ethical manner. According to Murphy et al (2005), marketing ethically is
generally “the systematic study of how moral standards are applied to
marketing decisions, behaviours and institutions”. Kotler (2004) states that
all marketing decisions should be made after careful consideration of all
stakeholders including consumers, the company and society on the whole.
He calls for societal marketing in which there are social and ethical
considerations in marketing practice (Kotler, 1997) since these will ultimately
bring a company success. Consumers make ethical judgements which impact
on a company’s sales. Embley (1993) also emphasises ‘cause related
marketing’ as a critical issue which needs greater consideration by companies.

Despite such calls, ethical issues are hardly considered by some
companies since profit maximisation is the prime objective of a business.  In
such a context, marketing is often a very contentious issue and considered
by many consumers to be a reflection of the somewhat unprincipled side of
business conduct. This is mainly due to the vigorous endorsement of
consumerism and the promotion of what are really artificial needs.
Consequently, many consumers fall victim to these artificial needs and feel
totally inadequate if they do not access certain products, for example. Many
consumers that do fulfil the market driven artificial needs, are simply wasting
resources that could rather be spent on more useful and necessary items
and services. Marketing thus plays a huge role in influencing people and in
especially emerging nations, this often results in stunted development. By
and large, the many goods and services that are created to fulfil artificial
needs and desires do very little to promote the development of society per
se (Galbraith, 1999). It is apparent that consumers now more than ever tend
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Ethical Marketing...

to define their social status by the items and services they use, whether
these are designer clothes, branded sportswear or motor vehicles which
they flaunt for all to see. This trend is encouraged and promoted by
advertising and branding which are now also pushing adults to spend much
time on consuming goods somas to define who they are. Many people have
fallen victim to marketing and thus become far more egocentric and desirous
of pursuing an ethic of self preservation and fail to consider others around
them to the ultimate detriment of society (Barber, 2008).

While behaviour is a function of an individual in a particular
environment, the choices people tend to make often reflect their personas
and the environment in which they reside and the situational variables
beyond their control. Given the latter, once individuals are surrounded by
others having certain products which they do not possess, they feel an
urge to obtain these products so as not to feel isolated or inadequate.  The
possession of that ‘thing’ becomes essential but is not really necessary.
Consequently companies need to promote a relationship paradigm in their
marketing initiatives which incorporates ethics and is based on a solid
teleological evaluation process considering all stakeholders. Companies
need to develop codes of ethics which are strictly enforceable since these
will promote ethical marketing practices (Ferrell and Fraedrich, 1997) and
marketers attitudes need to be changed to incorporate ethics as a critical
determinant of a company’s success (Singhapakdi et al., 1995). Laczniak
and Murphy (1985) advocate that organizational and strategic mechanisms
are in place in companies which will serve the purpose of improving marketing
ethics. These mechanisms include codes of marketing practice ethics,
creation of marketing ethics committees in workplaces, as well as the
implementation of ethics education modules for especially marketing
managers.  Many marketers deem it vital that that their marketing initiatives
should be conducted according to right and wrong values so that consumers
are not compromised (Weaver and Ferrell 1977; Zinkhan 1994).

What are the Main Problems and Issues in Marketing?
Marketing has a great influence on people today and to large extent

guide consumer behaviour. Many signals and messages are given to
consumers that prompt them to buy certain items and substitute what they
have with other items. When consumers view certain advertisements they
erroneously believe that by owning what is portrayed, they will become
happier, sexier, liked more be viewed as successful. Marketing thus has the
ethical responsibility of educating consumers about what products and
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services actually offer (Gün, 1999) but instead there are implied deceptions
in that many messages are sent out to consumers which do not explicitly
state what impact products or services may have. There is also omissive
deception in that many adverts do not inform consumers about the risks
that are associated with a product, such as alcoholic beverages. Geoffrey
Warnock (1971) indicated four standards which are considered suitable for
advertising and marketing in general, namely: beneficence, non-malfeasance
– no damaging, no dishonesty, and no prejudice (Zinkhan, 1994).

Companies are duty bound to design products and services that
met and exceed governmental expectations as well as specifications and
should thus be safe for consumers. Goods should be manufactured without
defects and product quality and especially safety should be considerations.
Companies should clearly not target children or the elderly or exclude
potential consumers by means of selective marketing. They should also not
target emerging markets in developing countries. Sadly many companies
embark on green washing initiatives in their marketing in which they make
themselves appear ethical while acting unethically. Consumers have rights
and there are many laws that regulate private law relationships between
companies and the consumers that purchase their goods or services. Where
companies make false claims this is illegally unethical. Many companies
also use fear to market their products. For example companies that
manufacture security gates advertise using images of violence and this is
unacceptable.

A wide range of ethical problems arise in marketing given that  the
parties in marketing transactions frequently have unique expectations
concerning the manner in which a  business association will subsist and the
way in which transactions ought be carried out. It is often the case that ethics
are breached in marketing so that consumers are not obtaining what they
believe they are paying for and often obtain what they do not need. Customer
service is thus not always providing value adding benefits to the consumer.
Marketing strives to appeal to customers’ consciences and desires and is the
tool which builds brand loyalty and thus promotes the bottom-line.

Certain businesses employ highly selective marketing strategies
to dampen demand from what are perceived to be objectionable market
sectors. Such unethical market exclusion practices are for example, the former
stances of certain industries on ethnic minorities and the gay market. It is
especially in emerging markets where consumers are vulnerable to
unscrupulous marketing strategies. There is clearly deception or dishonesty
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when an advertisement is intentionally misleading, or when consumers could
be harmed or even injured because they would have selected a different
product, service or brand if they had not been negatively influenced by
dishonest marketing (Balkas & Akbulut, 2006).

Many companies blatantly lie, misrepresent or conceal the facts when it
comes to providing consumers with information on their products or
services. For example, important characteristics of products which are harmful
are not always communicated to potential consumers. This essentially means
that consumers are not always making informed decisions when it comes to
purchasing certain products. In particularly the emerging markets in the
developing nations, consumers are vulnerable to psychologically appealing
advertising in which the real facts are often concealed. Blatant untruths are
often used in ambiguous wording and companies consciously coax
consumers into making false inferences about products so as to deceive
them and lure them into purchasing products.

Deceptive marketing is often unnoticed by consumers and even
humour is used to dupe them as it provides a fleeting escape from the
stresses of daily living. Various advertisers thus deliberately seek to take
advantage of this by deceptive advertising of a product or service that can
possibly lessen the consumers’ constraints through what is perceived to
be humorous. Facts are thus often concealed so as to exploit consumers
and mislead them. Untruthful statements are accordingly often made and
images of products are far removed from reality. For example, many fast
food restaurants mislead consumers by placing photos of products with
certain ingredients on billboards. Such ethical issues relate especially to
vulnerable consumers in emerging markets in developing countries, where
consumers are often not aware of expert marketing manoeuvres.

When consumers actually purchase the product that is advertised
it is often devoid of some of the ingredients and about half the size. Many
companies cover themselves by saying that their products ‘help’ to do this
or that. This simply means that these products ‘assist’ to do something and
no more. And so the adverts placed are literally and legally acceptable. This
is not the case ethically however. Advertisements for Listerine mouthwash
created the impression that the product could combat bacterial infections in
the mouth as well as sore throats, but this was however untrue and so the
Federal trade Commission (FTC) in he USA instructed the company to run a
disclaimer. The word ‘helps’ is used at will to advertise products as are
‘virtually’ and ‘as much as’ or ‘up to’. These are examples of ‘weasel’ words
which mask, evade or help a company to retreat from making direct honest
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statements about their products and services. The result is that many adverts
are ambiguous and thus mislead consumers and ultimately cost them money
as well as often damaging their interests.  For example, take a number of
company slogans that state they are ‘the best’ in what they do. Has it been
substantiated by research that they are the best, or is this simply a ploy to
obtain greater market share? Ethically speaking such advertising is
unacceptable. It is commonplace that certain companies engage in puffery
(a legal term). This is when product qualities are blatantly exaggerated,
virtually fraudulently- but in a legal manner, so as to aid a business to
obtain a strategic competitive advantage. The difference between mere
puffery and fraud is difficult to ascertain: “The problem... is the slippery
slope by which variations on puffery can descend fairly quickly to lies”
(Gilman, 2003). Making consumers ‘need’ a product the he or she might not
have considered previously so as to make profits is generally considered as
unethical behaviour. Various types of humor are used to deliberately deceive
consumers into buying a product. This is also unethical behaviour. There is
no doubt that ethical decision making in marketing is appropriately more
apparent. An ethical frame of reference and starting point is critical for all
conduct at work and marketing should be no different. How ethical is it to
promote the use of condoms as means of preventing AIDS while
simultaneously encouraging promiscuous behaviour?

Many companies fear irreparable damage to their images and
bottom-lines, when there are revelations in the press about their unethical
practices. This is why it is essential that they at the outset propagate ethics
and morally appropriate marketing. This makes good business sense since
consumers, especially the millennial generation; prefer to deal with socially
responsible companies.

Research conducted by Hyman et al. which included members of
the American Academy of Advertising, strongly indicated that the major
issues concerning people when it comes to marketing were:  dishonesty in
advertisements, advertising to vulnerable children,  the advertising of
tobacco and alcoholic beverages, unhelpful political advertising, ethnic
and sexual stereotyping of people (Zinkhan, 2006). Six decades ago, tobacco
was marketed as an healthy or a macho-type item but today the truth is told
and images of cancerous lungs are displayed on cigarette packs in certain
countries to dissuade would be users.

Marketing decision-makers must carefully consider what they
promote and cognizance should be taken of the fact that consumers, are by
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and large “limited information processors”. Consequently, they often make
choices by discriminating between diverse information they obtain (Hogarth,
1987).

Conclusion
Materialism is engulfing the world and consumers incorrectly

believe that greater consumption will improve their standard of living and
quality of life. Consumer autonomy should not be violated by misleading
advertising. The promotion of consumerism and materialism to vulnerable
people is unethical and companies should rather focus on the benefits of
their products and services for society, since they have a social and legal
obligation to engage honestly with potential consumers. In the new way of
operating marketing should be a process of doing things in interacting by
the consumer (Vargo & Lusch, 2004). Consumers should be viewed as co-
creators and should be involved more than what they are, in purchasing
items with real value that they really need. Once companies are seen to be
more ethical they will increase their sales and maximise their share of the
market. The welfare of consumers is paramount and seeking short terms
profits is short sighted, consequently marketing ethics violations should
be avoided at all costs.

Through often negative advertising techniques, marketers
highlight the disadvantages of their competitors products or services rather
than promoting the real advantages of their own. Consumers are becoming
obsessive in their drives to obtain the latest cellular phones, often with
many added features, and fall victim to fads and what is considered trendy
as they believe this will give them status amongst their peers and enhance
their self image. Consumers can ill afford to buy the products that they do
and often do so to the detriment of their families. Consequently a very
destructive consumerism has engulfed people in especially the developing
nations who are intent on demonstrating to the wealthy nations that they
have ‘arrived’. Consumerism is often very harmful as it promotes excessive
consumption and this stresses the natural environment as it leads to a
depletion of  resources. While it is commonplace for people to seek material
possessions this has a negative effect when it becomes an obsession to
have the latest version of any item. Before making important purchases,
consumers should conduct research in order to obtain a better
understanding of what it is they are often investing huge sums of money in,
and should ask themselves if they have been goaded into buying an item or
do they really need what they are about to purchase.
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Marketing  Ecotourism – A Paradox?

Leonie De Witt

Introduction
The swift growth of environmental awareness in the late twentieth

century significantly influenced the tourism industry. Both tourism
businesses, as well as tourists, have become increasingly more conscious
of the need for environmental protection (Chan & Baum, 2007; Andereck,
2009). Ecotourism has become one of the world’s major economic sectors
with the capability to play a significant role in sustainable development in
those areas where the environment attracts tourism (Powell & Ham, 2008;
Tsuar, Lin & Lin, 2005; Fennell, 2002). Ecotourism can be defined as”a
sustainable form of natural resource-based tourism that focuses primarily
on experiencing and learning about nature, and which is ethically
managed to be low-impact, non-consumptive and locally oriented (control,
benefits and scale). It typically occurs in natural areas, and should
contribute to the conservation or preservation of such areas” (Fennell,
2008).

Essential to understanding the relationship between ecotourism
and marketing are the implications for natural areas, conservation and local
communities. Ecotourism marketing has been surrounded by much
controversy as it attempts to take into account the dual objectives of
preserving natural areas and benefitting local communities on the one hand
and those of economic growth on the other hand (Wearing & Neil,
2013).Without eco-tourists, the ecotourism industry will not be successful,
as ecotourism destinations/operations depend on tourist spending to be
sustainable (Hearne & Salinas, 2002). However, with more people are
travelling every year, increased pressure is being placed on natural resources
in the term of usage, pollution and climate change, to name but three
concerns (Holden, 2008). According to the United Nations Environment
Programme (UNEP), the world’s 692.5 million international tourists in 2001
were estimated to have generated no less than 4.8 million tons of solid
waste (UNEP, 2003). The question can be asked, how much solid waste is
being generated 12 years later? Another serious threat to the environment,
receiving global attention, is that of climate change and the tourism
industry’s contribution to this threat. It was estimated that the tourism
industry contributed to 4.9% of the global greenhouse gasses emissions,
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40% of which can be attributed to air transport (UNWTO, 2008).  Economic
advancement that harms the environment is not sustainable. Sustainable
tourism development implies minimising the negative impacts on the
environment but also providing an incentive to encourage preservation
and protection (Keyser, 2009; Ritchie &Crouch, 2003). Tourism is a resource-
dependent industry and, if uncontrolled, can threaten the viability of the
tourism industry in general. Without a healthy physical and social
environment, tourism businesses cannot provide the quality that the tourist
seeks (Verbeek & Mommaas, 2008; Powell & Ham, 2008; Keyser, 2009:27). A
healthy economy enables a destination to pursue initiatives designed to
improve the environment by providing incentives that encourages
preservation and enhancement of the quality of life for the local community
(Ritchie & Crouch, 2003). According to Maslow’s hierarchy of needs, only
when basic needs such as food, shelter and basic health-care are met, will
people concern themselves with higher order needs, such as environmental
protection? This is an area of particular concern in Africa as Africa faces
enormous poverty problems. It can be said, therefore, that a healthy
economy is essential for a healthy environment. Thus the needs and
aspirations of the local community must be considered and planned for
over the long term (Williams, 2009; Ritchie; Crouch, 2003).

So the questions that come to mind are how should ecotourism
destinations/operations be marketed, if on the one hand an increase in
tourists to natural areas can have adverse impacts and is needed on the
other hand to provide local economic benefits and funding for conservation
of natural and cultural heritage? Is marketing ecotourism a paradox?

Ecotourism Marketing Approaches
Previous marketing approaches tended to concentrate on either

the product or sales, while the customers’ needs were of secondary
importance. However, more recent approaches recognise the fulfilling of
the customers’ needs as a priority. The most recent approaches included
socio-ecological concerns (George, 2011; Fennell, 2002). The issue of
sustainability challenges current marketing practices and there is an
increasing need to identify what the role of marketing is in the sustainable
development paradigm (Kotler, 2011; Mariadoss, Tansuhaj & Mouri, 2011).
Social and ecological marketing are now being seen as important elements
of a more holistic marketing perspective. (Wearing & Neil, 2013).
Sustainability criteria are shaping marketing practice as it has become a
requirement extended towards the needs of future generations and is not
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just a mere way of gaining a competitive advantage anymore. The quest of
sustainability requires fundamental change to the management paradigm
which underpins marketing and other business functions. Businesses should
balance its marketing strategy in such a way that consumer needs can be
fulfilled, while maintaining profitability, social justice and environmental
integrity (Kumara, Rahmanb, Kazmic&Goyald, 2012; Mariadosset al., 2011).

The marketing of ecotourism should therefore entail the promotion
of products and services with sound social and ecological outcomes. While
profit determines the feasibility of products, it should not be the only
measure of success. The long-term sustainability of the environment and
customer satisfaction must also be considered (Wearing & Neil, 2009;
Diamantis, 2004). There are opportunities available to marketers of ecotourism
products and services that allow the goals of sustainability and profitability
to be met concurrently.

Ecotourism marketing should not be directed towards numbers,
but smaller groups who are willing to pay more for an authentic experience
(Wearing & Neil, 2013). In 1998, Tearfund (a UK Christian relief and
development agency that operates in over 50 countries) conducted market
research and found that 45% of participating consumers would be more
likely to book a holiday with an organisation that had a written code that
guaranteed good working conditions, protected the environment and
supported local charities in the tourist destination. That figure, increased to
52% within just two years, indicating that there was an increasing demand/
need from tourists for responsible social and ecological behaviour by the
tourism industry (Goodwin, 2009; Tearfund, 2002).

A possible approach to integrating social and environmental
responsibility in ecotourism marketing is to attract consumers who are
inherently concerned about their ecological footprint (Dolnicar & Leischa,
2008). In order to achieve this goal, it is important for ecotourism marketers
to have a good understanding of the target market (Beh & Bruyere, 2007).

In order to have this understanding of the target market, it is
important to identify eco-tourist motivations. These are most useful when
determining market opportunities and when seeking to provide an
enlightening experience (Beh & Bruyere, 2007). Research has shown that
eco-tourists often seek more than the mere viewing of wildlife. They search
for authentic experiences. Eco-tourists often have a desire to escape from
their daily routines and to relax, to “get away from it all”. It is for this reason
that uncrowded, remote ecotourism destinations/sites are important aspects
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of the ecotourism experience. Further, eco-tourists often seek experiences
that provide a sense of closeness to nature; they want to interact with and
learn more about wildlife; nature and local cultures. Other motivations include
self-reflection; seeking adventure; self-actualisation and the sense of having
a physical challenge (Chan & Baum, 2007; Backman, Petrick & Wright, 2001;
Wearing & Neil, 2009; Beh & Bruyere, 2007).

Besides understanding the motivations of tourists, an
understanding of tourist perceptions is also important in that it provides
developers with information to help prevent negative impacts on the
environment and communities, whilst also creating experiences to meet the
expectations of the ecotourism market (Clifton & Benson, 2006; Petrosillo,
Zurlini, Corlian, Zaccarelli&Dadamo, 2007).

According to Page and Dowling (2002), tourists’ perceptions about
the environment can be placed along a continuum ranging from
anthropocentric (human-centred) to ecocentric (pro-environmental). The
anthropocentric view typifies the traditional tourism perspective prior to
the rise of environmentalism, where the earth is seen as a planet with a
limitless supply of resources to satisfy all human needs, including tourism.
The ecocentric view respects the biodiversity and fragility of the earth.
Ecotourism product owners must pay attention to, and have an understanding
of, eco-tourists perceptions and motivations in order to deliver a competitive
ecotourism offering (Chan & Baum, 2007; Dolnicar, Crouch & Long, 2008;
Arabatzis & Grigoroudis, 2010).

A natural follow-through of selecting a target market is the
development of a positioning strategy (Walker & Walker, 2011; George,
2011). Positioning is how the marketer wants the target market to perceive a
product or service, and should therefore be consumer orientated. Ecotourism
marketers need to differentiate their products from conventional mass
tourism. Positioning should consequently highlight what ecotourism stands
for such as minimal impact, environmental integrity, and social justice and
authentic experiences (Wearing & Neil, 2013).

Finally, as mentioned earlier, ecotourism marketing should not be
directed towards numbers, but smaller groups who are willing to pay more
for an authentic experience. Therefore ecotourism is faced with the need to
discourage demand for products and services.  The discouraging of demand
is called demarketing (Diamantis, 2004; Wearing & Neil, 2013). Groff as cited
by Diamantis (2004) maintains that there are three classifications of
demarketing namely general demarketing (reduce the level of total demand);
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selective demarketing (discourage demand from certain consumer groups)
and obstensible demand (appear to discourage demand as a device to
actually increase it).

In terms of ecotourism, the main aim of the demarketing is to obtain
the appropriate level of demand while still maintaining the attractiveness of
the destination – economically and environmentally (Diamantis, 2004). Due
to the fact the eco-tourists often have a desire to visit remote and uncrowded
areas, demarketing should not be viewed as a negative concept. A decrease
in tourist numbers can lead to increased tourist satisfaction (Wearing &
Neil, 2013). Wearing and Neil (2013) outline the following strategies for
demarketing:

• Increasing the price for ecotourism products and services.

• Limiting the main promotional strategy to select and specialized media.

• Promoting the importance of the area through education of the public
and the need to conserve the area through minimal impact and
sustainable development.

• Promoting a range of other activities in the surrounding areas which
may satisfy needs and wants.

• Stressing that environmental degradation could occur if too many
people frequent the area.

• Stressing any restrictions or difficulties associated with travel to the
area.

Conclusion
This chapter provided an overview of the challenges ecotourism,

as one of the world’s major economic sectors, faces in terms of marketing.
This relates to maintaining profitability without compromising environmental
integrity and social justice. While profit determines the feasibility of
products, it should not be the only measure of success. The long-term
sustainability of the environment and customer satisfaction must also be
considered. Critical to understanding the relationship between ecotourism
and marketing are the effects on natural areas, conservation and local
communities. Ecotourism marketing should encourage the promotion of
products and services with sound social and ecological outcomes. A possible
approach to integrating social and environmental responsibility in
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ecotourism marketing is to attract consumers who are inherently concerned
about their ecological footprint. Positioning should consequently highlight
what ecotourism stands for such as minimal impact, environmental integrity,
social justice and authentic experiences. Ecotourism marketing should not
be directed towards numbers, but smaller groups who are willing to pay
more for an authentic experience which relates to the principle of
demarketing.
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Social Media as a Brand Communication Tool
for Global Brands in Emerging Markets:

An Indian Perspective

Ansted Iype Joseph; Bindu K. Nambiar and
Dr. Victor Anandkumar

Introduction
The economic fulcrum has been gradually shifting from the West

to the East. Emerging economies are seen as a welcome alternative to the
dominance of western economies like US and Europe. Emerging economies
are growing quickly and consumers in those countries are spending at a
rapid rate and this is attracting many of the global brands to these countries.
As the purchasing power of millions of Indians continues to rise, the demand
for products and services will surge. Multinationals from developed nations
will be forced to seek growth in emerging markets like India. This will result
in intense competition among brands. It has become imperative for
organizations to use technology to tap this huge potential as this will have
a direct impact on their bottom line.

The internet, unlike other media enables its users to interact be it
individuals or organizations. It will always be, at its core, a tool for
interpersonal communication. By countless blogs, forums, chat rooms, and
social networking sites, the internet has made it easy for us to live in a 24-
hour rolling, emotive, media world to satisfy our ineffaceable need to feel a
part of all that is happening around us.

In the traditional view, marketing employs the 4Ps namely Product,
Place, Price and Promotion to deliver value to the customer (McCarthy,
1981). But now, with companies striving to create virtual spaces to help the
existing and potential customers interact and also experience their brands,
there is seen a paradigm shift in the concept of the Place. Brands have
realized the importance of establishing an online presence rushing to find
their space on the web alongside their customers. Online marketing has
several advantages, ranging from cost savings for customers to instant
feedback for organizations. They can now measure the effectiveness of
their brand communication by taking note of the emergence of connected
consumers spending considerable amounts of time interacting through
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various forms of social media. Apart from their shopper behaviour social
media networking tools such as the User generated content and online
communities are revolutionizing the way consumers communicate with
enterprises. Organizations having mere presence online are not enough.
Today’s consumers seek more meaningful relationships with brands through
personal and engaging digital experiences.

Few decades ago the concept of listening what the consumers had
to say about the brand was limited to providing one-to-one interactions.
These so called customer encounters were considered confidential and
feedback thus collected were through traditional tools such phone calls,
letters, and emails. Today’s scenario is completely different. Consumers
have found strength in numbers. The community has now become the
consumer. All the barriers that group communication had in the organisations
have been taken away, dramatically, by the socialization process. But again,
this is also a huge source of risk for companies that now have to watch
missteps spread through an entire universe of critics, fans, and self-
appointed journalists, many of whom are not customers.

The explosion of consumer conversation across geographical
boundaries is allowing them to rapidly self-organize their feelings on brands
and express them constantly about their evolving needs. This has led to a
new set of rules of business. Expectation has grown from just getting
consumer insights to rapid responses to consumer’s immediate desires as
they have the power to demand what they want.

Social networking is the convergence of technologies that makes
it possible for individuals to easily communicate, share information, and
form new communities online. Social networks began as the province of
individuals, but businesses are now trying to capitalize on this trend as
they search for specific strategies and tactics to derive value from it.

Social media, unlike other communication mediums, not only
provide a platform for users to communicate with each other but also enable
users to find and interact with like-minded individuals. Traditional media
are no longer opted to enforce public perception of global brands in emerging
markets like India as the social media sites continue to grow in popularity.
The benefits of using social media for global brands entering the Indian
market space cannot be stressed enough. For these organisations these
new communication channels provide a way to discover and maintain a
persistent connection with their most vocal constituents. These social media
sites help global brands to identify their most influential consumers, drive
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participation in product development, and improve brand sentiment. The
fact is Indian consumers are more likely to favour a brand that is recommended
by their friends, or even by other like-minded ad-hoc groups and so the use
of social media by global brands in India is warranted.

Conceptual Background
Scholars from disparate fields have examined online social media

sites in order to understand the practices, implications, culture, and meaning
of the sites, and the users’ engagement with them. Research on social media
has captured the impact of social influence on consumers’ purchase
decisions across a variety of categories.

Keller and Barry (2003) concluded that individuals who influence
others have relatively large numbers of social links, and Gladwell (2000)
described these people as “connectors.” These connectors have mega-
influence on their neighbors, because they are linked with a large number of
people.

Blackshaw and Nazzaro, 2006, defined social media as a variety of
new sources of online information that are created, initiated, circulated and
used by consumers’ intent on educating each other about products, brands,
services, personalities, and issues. It has changed the way organizations
communicated with customers. As shown by Iyengar and  Han (2009) there
is a significant and positive impact of friends’ purchases on the purchase
probability of a user.

Social media, as proposed by Constantinides (2009) can be utilised
in two ways by the marketers: As “passive marketing tools” i.e. as sources
of market intelligence and as “active marketing tools”: as platforms of
communication/promotion, customer interaction and customer feedback.

Thackeray et. al. 2008, p.341, has substantiated in his study that
social media is also building a business case for driving purchasing
behaviour with his research showing that a majority of consumers surveyed
relied on various types of social media websites to the extent that company
websites for product and brand information and that nearly half of those
made a purchase decision based on the information they gathered. However,
although social media applications are controlled by users, trend data is not
yet conclusive with respect to who is generating, and accessing information.

Harridge-March and Quinton 2009, p.176 found that the ways in
which individuals interacted with social media has become critical to
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marketers. One stream of research suggests the existence of a “loyalty ladder”
in social networking communities that splits users into categories such as:
“lurkers” (those who are reticent to contribute to sites); “tourists” (those
who post comments but demonstrate no commitment to a network);
“minglers” (those who post with no regularity or frequency); and
“evangelists/insiders” (those who are enthusiastic, expert and regular in
their contributions.)

Other researchers like Riegner 2007, pp.439-440, split users into
slightly different sets, for example: “social clickers” (users who communicate
with friends and create content on message boards and review sites); “online
insiders” (avid online shoppers who vocalise product preferences); and
“content kings” (young men addicted to online entertainment). These
different styles of classification exhibit the complexity and lack of standard
measurements for marketers targeting users of social media. On the contrary,
the established media like television offer well established and standard
means to measure and manage marketing campaigns that facilitate
investment in marketing communications campaigns. Piper Jaffray, 2007,
say that while there are realistic and emotional benefits to participating in
online discussions these conversations have insightful business
implications as well. Everyday consumers are wielding greater control over
their media habits and their role in the commercial marketplace and with the
growth of online participation; consumers exert greater influence over the
products and brands considered for purchase.

Ferguson (2008) comments that “Brand building” is an invaluable
opportunity for social marketing which means connecting enthusiastic online
brand advocates with the company’s product development cycle. Product
developers are now using feedbacks over social forums to mark reactions
after they modify an offer, a price, or a feature in a product or service.

ComScore (2012), released a recent report ‘State of the Global
Internet’, on web traffic to social networking sites and revealed that there is
an unprecedented growth in the number of internet users who are following
the latest online trend. The social networking phenomenon is gaining
momentum all across the world especially in emerging economies. This
particularly holds great significance for India which represents one of the
fastest growing markets in the world.

According to ComScore (2012), India’s online audience has grown
12% to reach 47 million in December 2011 from 42 million in December 2010.
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This jump in the number of internet users can be observed in almost all
emerging economies. Around 75% of India’s online population above 15
years of age is below the age of 35 compared to the global figure of 52%.

In 2011, Indian users spent a total of 34.47 billion minutes online,
which translates to over half a billion hours. In December 2011, internet
users in the age group of 25-34 year spent 14.9 billion minutes online and
are India’s heaviest Internet users. Around the world, Social Networking
reaches 1.2 billion users 82% of the world’s online population according to
ComScore in October 2011. During the same period, it was estimated that
Social Networking sites reach 95% of the web audience in India.

The statistics compiled by ComScore in October 2011 for some of
the most popular social media sites revealed how much these sites had
proliferated India’s internet landscape. Facebook was ranked the second
most visited site in India and third most visited worldwide. Micro blogging
site Twitter reaches 1 in 12 online users in India and 1 in 10 users worldwide.
LinkedIn reaches 1 in 8 online users in India and 1 in 14 worldwide

An October 2011 survey ‘New Realities 2012’conducted by Jack
Morton Worldwide (2012) on consumers in Brazil, India, China and the US
enquired why they buy (and buy into) brands, including their presence on
social media.  The results show that consumers in emerging markets are
more responsive to brands on social media than US consumers.

Social media users in Brazil (31%), China (23%) and India (27%)
were more likely to consider social network sites a good source of word-of-
mouth information on brand experiences than users in the US (18%). In
addition, social media users in Brazil (23%), China (22%) and India (21%) are
twice as likely as US users (11%) to use social network sites to share brand
related information and experiences in the same manner as they do with
family and friends offline.

The study also revealed that the magnitude of a brand’s following
on social media is more likely to impress users in emerging markets. Social
media users in Brazil, China and India are significantly more likely to consider
a brand that has a lot of “friends” or is “liked” by many on a social network.
Social media users in emerging markets are also more likely than their
counterparts in the US to “like” or “follow” most brands they like on Facebook
(if asked).
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Research Methodology
The social media presence of global brands that had recently

entered India was studied. A list of global brands representing various
sectors that had entered India since 2010 was generated from newspaper
reports, research reports and articles. A sample of 10 brands was chosen
from this list at random and their social media presence was studied. The
sample includes junglee.com (Retail and Consumer Merchandise), Asics
(Sportswear), expedia.co.in (Travel and Leisure), Triumph motorcycles
(motorcycles), Taco Bell (Food and Beverages), SPAR (Retail and Consumer
Merchandise), Hamleys (Games and Toys), Ducati (motorcycles), Starbucks
(Food and Beverages) and Zara (Fashion Apparel). The social media tools
were chosen based on their popularity among Indian internet users as
evidenced by their India-specific Alexa ratings. The top social media
websites were identified as Facebook, Twitter, You tube and Flickr. These
social media sites represent 4 different classifications of social media, Social
Networking, Microblogs and Content Communities (Video and Photos).
The sampling unit for the study are global brands in India. The inclusion
criterion was those brands which are multinational in nature and have entered
India after 2010. The exclusion criteria were brands which were not
multinational and which have entered India before 2010. Data was collected
from the respective brand pages on different social media websites through
structured observation method. Observational studies can provide rich data
and insights into the nature of the phenomena observed. The data obtained
through observation of events as they normally occur are generally more
reliable and free from respondent bias (Sekaran, 2003). The samples were
drawn from a sampling frame generated at the beginning of the study. 10
brands were chosen from the sampling frame at random and these
represented a wide range of categories.

Descriptive metrics that describe the social media presence of
various global brands relevant to the different kinds of social media being
studied were identified. The metrics being used for various kinds of social
media are described below:

Facebook: ‘Presence’, ‘Likes’, ‘Contact Details Provided’, ‘Media Provided’

Twitter: ‘Presence’, ‘Tweets’, ‘Following’, ‘Followers’

You tube: ‘Presence’, ‘Subscribers’, ‘Total Upload Views’, ‘Number of
Videos’, ‘Latest Activity’, ‘Date Joined’

Flickr: ‘Presence’, ‘Number of Photos’.
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Data Analysis and Findings
The distribution in the presence of various global brands across

various classifications of social media is presented in Table 1 below.

Table 1

It is seen that 100% of the brands have a presence on Facebook
while only 70% of the brands have a presence on Twitter. The percentage of
brands on You tube reduces to just 50% while only 10% of the brands
studied have a presence on Flickr.

Social Networking users usually ‘like’ a brand’s Facebook page
when they are fans of a particular brand. They also engage in conversations
about the brand on Facebook. The average number of ‘likes’ and ‘people
talking about this’ which are indicators of the following enjoyed by brands
on Facebook is presented in Table 2 below.

Table 2
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The data above shows that brands on an average have 23565
‘likes’ and have an average of 2756 users engaging in conversations about
the brand. The literature indicates that social networking users in emerging
markets are more likely to share their brand related information and
experiences compared to users in developed markets. The number of users
being engaged is quite low compared to the number of fans which indicates
that the brands are not leveraging social networking to its fullest capacity.

The amount of details and content provided by a brand has an
impact on the richness of the user’s experience. The percentage of brands
which provide contact details and media are presented in table 3 below.

Table 3

All the global brands studied provided contact details and had
content in the form of photos or videos on their Facebook page. This shows
that brands believe in giving their users an enriching experience.

Twitter is being used by 1 in 12 online users in India. Microblogging
is an important component of Social media which is evidenced by its growing
popularity. Table 4 shows the average figures of various twitter metrics of
global brands.

Table 4
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Of the global brands which have a presence on twitter, we have
observed that the brands have an average of 117 tweets, follow 24 and have
an average of 206 followers. This is a very low number compared to the
actual number of Indian users who are on twitter.

Online video viewing is a popular activity online and an increasing
number of users are engaging in this. You-tube is the most popular video
sharing website online and the depth of presence of various global brands
is presented in table 5 below.

Table 5

From the above table it is evident that while the total number of
upload views is 37537 for global brands, they only have an average of 16
subscribers and an average of 8 videos. This is a very dismal figure which
indicates that brands are not engaging with users on online video sharing
websites.

Photography and art sharing is popular among social media users.
The table below denoted the average number of photos shared by global
brands.

Table 6
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The table clearly shows that the average number of photos being
posted is very low. Flickr as a social media tool appears to be ignored by
global brands entering India with only 19 photos being posted.

Brand-specific findings
Starbucks India has had no customer engagement programs for

India. The last activity on their Facebook page is over a year old and the
number of posts is very few. During the period that they were active, the
conversations with users were erratic.

ZARA had initiated only one campaign on Facebook addressing
the social issue of AIDS on World AIDS day with the intention of starting a
conversation but it did not yield any responses except for 1 ‘like’. Zara
follows a reactive approach in communication than a proactive one. This is
evidenced in the pattern of behaviour on Facebook. ZARA usually replies
to enquiries by users and ignores the potential opportunity in taking the
conversation further.

Ducati India is very active on Facebook with various conversations
happening simultaneously between the users and Ducati India as well as
among users on Ducati India’s Facebook page. ‘Youth for India Rally’,
‘Monster 795 Photo Contest’ are some of the campaigns conducted by
Ducati India quite successfully. This has resulted in a lot of responses from
users. The Facebook page of Ducati India gives visitors the image that this
is a brand that wants to engage its audience. This is evident in the fact that
Ducati India proactively connects with its new customers as well as potential
customers. The social media strategy followed by Ducati India on Facebook
is noteworthy.

Hamleys India is very active on Facebook. It was observed that
the conversations on the page were very recent and conversations occur
regularly. The conversations on the Facebook page depict a variety of
promotional activities ranging from seasonal discounts to contests where
users are invited to the store to participate in an activity. Preview launches
of new toys are a regular fixture in Hamleys India’s social media strategy.
The posts put up by users on Hamleys India’s wall show general feedback
of users on toys as well as specific grievances which are immediately
addressed and resolved.

SPAR India which is into Retail and Consumer merchandising
follows an exemplary social media strategy. SPAR India’s consumer oriented
attitude has enabled it to enjoy a very rewarding experience on Facebook. A
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wide array of campaigns like the Wine Festival, Grape Stomping Festival,
and Diabetes Walkathon are promoted through Facebook to generate
conversations online and increase footfalls into their store too. Additionally,
in order to sustain interest in the brand, quizzes have been posted, responses
to them are monitored and users are educated. Unique to SPAR India is its
online magazine ‘SPAR Connect’ which is made available to users through
its Facebook page. The magazine is not a catalogue of products but a
collection of informative articles with recipes and guides to healthy living.
SPAR India has a presence on You tube but they have only one video
which was posted a year ago. This remains an underutilized channel for
SPAR India.

Junglee.com.in is the Amazon’s foray into the ecommerce sphere
in India. It is primarily a comparison shopping website which provides users
with an option to compare prices across e-retailers. Their social media
strategies on Facebook are limited to just informing the users about offers
and new product launches. They do not have any campaigns which are
targeted at developing long–term relationships with clients. Junglee is
however very active in the sense that they post information regularly and
have high rate of responses from users. Nevertheless, Junglee does not
engage the users by taking the conversation any further beyond that. The
reluctance to engage social media users is evidenced on twitter where they
have 752 followers but have only 1 tweet.

Expedia.co.in has a great deal of activity going on its Facebook
page. Expedia has leveraged Facebook to its advantage by engaging with
users on a regular basis. The interest that it generates among users is
evident in the number of comments it receives for each of its posts. Being a
travel website, Expedia gets conversations going through informational
posts as well as quizzes. There are promotional campaigns on Facebook
wherein users get a chance to win free trips around the world. Unlike most
of the other brands that were studied, Expedia also uses Youtube quite
effectively in addition to Facebook in order to give users a complete
experience. They have a dedicated channel on Youtube which hosts
infomercials and videos related to their social initiatives. The presence on
Youtube is more important for Expedia because it is a travel website. However,
Expedia appears to be more interested in providing information to its
Facebook users rather than engaging them in a conversation. It was
observed that queries by users were not replied to by Expedia.

Taco Bell is a global chain which has recently entered the Indian
market. Taco Bell India has a presence on Facebook which it uses to have
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conversations with its users. It mostly uses its Facebook page to post
information about new additions to its menu. The comments posted reflect
a good level of involvement from the users on Facebook. It has conducted
promotional campaigns like the ‘Taco belly challenge’ to build user interest
in the brand and increase customer footfalls at their establishment. It also
engages its users through questions to improve its offerings. Taco Bell
uses twitter to engage its users by informing them about the latest campaigns
and offerings on the menu. Of the brands studied, Taco Bell had the most
number of tweets.

Triumph India Motorcycles has a good presence on Facebook. It
has provided users with photos and videos in addition to various posts
about the latest motorcycles available in the Indian market. There is a lot of
interest among the online users which is evident in the number of comments
posted by them. The social media strategy employed by Triumph India is
multi dimensional. Triumph India has posted links to multiple videos on
You tube and this has generated huge interest among the users on Facebook.
It also provides photos of the various brands available from Triumph India
and this has emerged as a very engaging practice. Triumph India has used
Facebook to connect with online users who have queries and comments
and Triumph India has recognized this opportunity to generate
conversations with users. Triumph India is also present on twitter but it is
not being utilized fully although there seems to be some regular activity as
of the last one month to motivate twitter users to talk about the brand.

Asics India has a rather quiet presence on Facebook. It uses the
social networking site to only inform online users about the various sporting
goods on offer. There are no promotional campaigns being undertaken by
Asics India to generate interest among Facebook users. It is not employing
the use of any other social media tools either.

Discussion of Results
The data collected about the social media presence of global brands

entering the Indian market reveals that they are not present across all popular
forms of social media. All the brands were observed to have India-specific
Facebook pages. This ensures a direct connect with their Indian fans. Twitter
emerges as the second most preferred social media tool by global brands.
However, only 70% of the brands studied had any India-specific twitter
accounts. Only half the brands studied had channels on You tube to connect
to their audience while only 10% of global brands had any activity on Flickr.
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The metrics collected for Facebook were grouped into ‘user metrics’
and ‘brand metrics’. The user metrics show that although brands have a
high average number of ‘likes’, the number of Facebook users talking about
them is quite low. This could be attributed to the fact that there are not
enough online activities being conducted by brands to initiate a conversation
among users.

The brand metrics indicate that all the brands provided contact
details to users in the form of URLs, phone numbers and addresses in case
they wanted to contact the brands. All brands studied had also provided
access to media in the form of photos and videos on Facebook. This could
possibly explain why brands were not very keen on ensuring a presence on
video sharing websites and image sharing websites like You tube and Flickr
respectively.

The brands that preferred twitter as a social media tool had an
average of only 117 tweets with 206 followers. Twitter is typically used to
start conversations on current topics. From the perspective of global brands,
it could serve as a means to instantly bring awareness among users about
the latest news about a brand or some promotion activity. The metrics show
very little activity on twitter which could indicate that the quantum of
activities carried out by brands are not adequate or that twitter is not being
exploited fully as a social media tool.

During the market entry phase, the global brands try to gain
awareness, stimulate interest and attempt connection and engagement with
the chosen target segment among the local customers. The brands studied
have revealed various strategies being employed and various different ways
of using social media tools. Facebook emerges the most popular tool among
all the brands. This can be attributed to the fact that it can be used to
connect with consumers in a comprehensive manner. Facebook gives brands
the power to start conversations and also provide user access to various
forms of media. This has been identified by brands as an ideal social media
tool. But only some of the brands studied are using Facebook to its fullest
potential. The few brands using Facebook effectively have used it to start
various promotional campaigns and also generate conversations among
online users. The effectiveness of these campaigns has been observed on
Facebook by analysing the level of user interest in them.  Other social media
tools like twitter are being used by some brands but they are not regular in
their efforts and this leads to erratic conversations happening with users.
You tube has been observed to be preferred by only a few brands but even
then the activity of certain brands has been very slow and irregular. Flickr is
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not popular among the brands and hence is not being used by a majority of
the brands. The reason why flickr is not being employed by global brands
to post pictures is probably because Facebook provides this functionality.
In addition it is more practical for brands to give users a richer experience on
the same page without redirecting them to another site.

The literature tells us that users in emerging markets are different
from those in developed markets. The users in emerging markets are more
likely to talk about brands that have a large following on social media sites.
The data collected also reveals that those brands which have a large
following are the ones that engage with their users on a regular basis. It
now becomes imperative to not just have a presence on social media but to
use it to initiate and sustain conversations with users.

Conclusion
Social media has provided multinational organisations an

opportunity where brands can easily communicate while providing a platform
for its audience to talk and express themselves, exchange opinions and
increase unaided brand awareness. On the social media network there can
be a richer engagement with customers in emerging markets. The key to
success lies in the level of this engagement, its transparency and credibility.
Social media acts as a direct, cost effective and an interactive medium that
provides complete information on the brand and acts as an authentic contact
point too for global brands.

As seen in the study, social media provides global brands entering
emerging markets a two way communication, allowing understanding about
whether the consumer/user is getting the right message or not. Social media
ascertains that the engagement is with the individuals who want to be
engaged with the providers and unlike in conventional media where the
conversation happens to the mass at large and we wait for the interested
individuals to respond. Social media platform can be used to get the feedback
from the consumers/users in emerging markets. There can also be a customer
service angle to it wherein consumers can touch base with the company
through social media, a lot of issues can be aired and individuals can connect
themselves with the manufacturers directly. This in turn helps the
manufacturers to try and solve their issues in no time.

The best of the campaigns on traditional media wherein a lot of
money is spent, organisations manage to push the brand awareness level
up for a sometime but then it does not help in retaining that position for a
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longer period of time. Whereas the best initiatives of social media that are
not even campaigns are ongoing conversations that the organisation has
with the individuals in the emerging markets. It did get started as a surge in
brand awareness but can continue with the experiences that the individual
had with the social media site. Having spent a lot of money on the brand
awareness generation, multinational organisations can capitalise further by
taking it to the next level creating a constant value out of it by continuously
interacting with the target group through these social media sites. Thus
these social media sites become a constant value creator for global brands
that have entered emerging markets like India.

References
• Ariely, D. & Levav, J. (2000). Sequential choice in group settings:

Taking the road less travelled and less enjoyed. Journal of Consumer
Research.  27 (3), 279-290.

• Blackshaw, P., Nazzaro, M. (2006). Consumer-Generated Media (CGM)
101: Word-of-mouth in the age of the Web fortified consumer, Second
edition, Spring 2006. http://www.nielsen-online.com/downloads/us/
buzz/nbzm_wp_CGM101.pdf, retrieved October 2010

• ComScore (2012). State of the Global Internet, Retrieved March 20,
2012 from http://www.comscore.com/Press_Events/Presentations_
Whitepapers/2012/Stateof_the_Global_Internet.html

• Constantinides E., 2009. Social Media / Web 2.0 as Marketing
Parameter: An Introduction, 8th International Congress Marketing
Trends, Paris, France

• Ferguson, Rick, (2008). Word of mouth and viral marketing: taking
the Temperature of the hottest trends in marketing. Journal of
consumer marketing, Milford, Ohio, USA. 25/3, 179–182.

• Gladwell, Malcolm (2000). The Tipping Point, New York: Little, Brown
and Company.

• Harridge March, Sally and Quinton, Sarah, (2009). Virtual snakes and
ladders: social networks and the relationship marketing loyalty ladder.
The marketing review. vol. 9, no. 2, 171-181.

• Iyengar, R. & Han, S. (2009). Do Friends Influence Purchases in a
Social Network? Harvard Business School Working paper 09-123,

132

MARKETING DYNAMICS IN EMERGING MARKETS



Retrieved 05/07/2010 from http://www.hbs.edu/research/pdf/09-
123.pdf

• Jack Morton Worldwide (2012). New Realities 2012, Retrieved March
20, 2012 from http://therealtimereport.com/2012/02/28/social-media-
users-in-emerging-markets-more-likely-to-engage-with-brands-
online/

• Keller, Ed and Jon Barry (2003). The Influentials: One American in
Ten Tells the other Nine How to Vote, Where to Eat, and What to
Buy, New York: The Free Press.

• McCarthy, J. (1981). Basic marketing: A managerial approach,
Homewood, IL: Richard D.Irwin

• Piper Jaffray. The User Revolution: The New Advertising Ecosystem
and the Rise of the Internet as a Mass Medium. 2007: [URL: http://
www.piperjaffray.com].

• Riegner, Cate, (2007). Word of Mouth on the Web: The Impact of
Web 2.0 on Consumer Purchase Decisions. Journal of Advertising
Research. December, 436-447.

• Thackeray, Rosemary, Neiger, Brad L., Hanson, Carl L. and McKenzie,
James F., (2008). Enhancing promotional strategies within social
marketing programs: use of Web 2.0 social media. Health promotion
practice. 9; 338.

Social Media as a Brand...

133



Internet and E-Commerce as differentiators in
the Emerging International Business Order

Mani K. Madala

Introduction
The revolution in information technology is dramatically changing

the world as we know it. Access to the Internet in high-tech oriented countries
has grown at an astounding pace. In just over few decades   the number of
Internet host computers worldwide has grown exponentially.

The business world and society have undergone many changes
because of information technology, and the impact of the Internet may
cause some of the biggest yet. The Internet is quickly becoming a global
information system accessible in nearly all countries. Moreover, at the
beginning, no one envisioned it as a tool for conducting business virtually
anywhere at anytime with anyone who has access. With an estimated on-
line customer base of 288 million people that is growing daily, conducting
Internet commerce seems like the thing to do. Quite simply, the Internet is
quickly becoming the major choice for electronic commerce transactions.
The Internet will be a driving factor in the global economy during the next
century, as organizations and companies are looking for ways to tie into
and leverage the network to conduct e-commerce. The increase in e-commerce
via the Internet is definitely moving society a little closer to the “global
village” concept. The Internet may level the competitive playing field for
small businesses and entrepreneurs competing in a global economy. It is
now possible for a small, virtual organization that has no inventory, no
warehouses, and few employees to successfully compete in the global arena
with multinational organizations. Because of the Internet, former barriers to
global market entry such as huge capital investments, large staffs, and
huge multi-lingual, transnational infrastructures no longer exist. People
began using the Internet for business purposes by publishing static web
pages for advertising and creating an on-line presence. Dynamic pages
soon emerged and allowed organizations to support on-line sales, customer
service, and other information or value added services. According to some
statistics, it is estimated that over $10 billion in business to consumer sales
have occurred within the last year via the Internet. Sales in the area of
Internet commerce expected to see the largest growth, business to business
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commerce, are expected to reach $153 billion this year. Besides connectivity
and global reach, common advantages related to using the Internet for
business purposes include reduced transaction and communication costs,
expanded market potential and improved communications. In addition,
companies now can offer their goods and services to customers 24 hours a
day virtually in every time zone. In essence, the business storefront never
closes. These advantages, however, do not come without challenges. We
will discuss these challenges to emerging business order.

The question of who controls the Internet is relevant for the world
as a whole and developing countries in particular. From its very beginning
the Internet has exhibited some particularly unique features. It is a product
of the (US) public sector (academia and defence); it was built on a single
standard (Internet protocol); it ostensibly has no central command and is
predominantly American - not only in the number of sites, servers and e-
Commerce business transacted on it, but also in content, culture and
language. Therefore though formally there is no ownership (or responsibility)
for the traffic that runs on mainly leased telecommunication lines, there are
of course US-based and US scientist-manned bodies, the Internet Society
and the Internet Assignment Numbers Authority (IANA), that take the few
central decisions concerning protocol or for allocating Internet addresses
or “domain names”.

The Internet today operates on a telecommunications ramp which
has been built on technologies mostly developed in the West. Not only is
this structure extremely capital intensive, it is on the technological edge of
emerging possibilities that require high-cost research and a strong financial
base for long-term and sometimes risky initiatives that may well become
redundant and obsolete overnight. Most developing countries have neither
the financial nor the human resources to match these requirements. Can
they therefore expect or even judge whether the standards and the set-up
will be fair and equitable? Will they at least be transparent, and non-trade
restrictive?. The issues of domain name allocation and address management
have a commercial implication that is only now being fully appreciated.
Certification authorities and authentication protocols are some of the
technologies and standard-setting activities that will emerge. Who is to
establish and monitor these are issues that need to be addressed by the
international community, and the developing countries fears on such matters
allayed. Setting up bodies like the ICANN are steps in this direction and
developing countries must demand to be represented on them.
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Many developing countries do not yet have a critical mass of
Internet users to justify significant investment by new Internet service
providers (ISPs), advertisers, or vendors. Internet usage in many developing
nations is still dominated by academics and techies (phase 1 of diffusion).
Phase 2 involves more adoption by teens and youth, followed by young
workers (phase 3). E-commerce initiatives tend to emerge in a country between
phases 2 and 3 of Internet diffusion. For instance, the Internet in Thailand,
with just about a million users, is currently between phases 2 and 3.

E-Commerce offers new and magnificent opportunities for the
growth of the businesses.

1.   It lessens the communications costs,
2.   offers easier market access,
3.   strengthens competition and diversity
It is essential for bettering the lives of the people. But it has a long

way to go.

When can E-commerce Initiatives Become Self-Sustaining for
Developing Countries?

Unless there are sufficiently high online usage and online spending,
domestic e-commerce may not be a viable proposition for many developing
nations. For instance, the current Internet user base in Thailand does not
yet have much buying power, says Somkiat Tangkitvanich, research fellow
at the Thailand Development Research Institute. Most Thai users are in the
age group of 20-29 years, so there is potential for increased buying power
only further down the road.

Flat-rate ISP pricing and affordable leased lines still do not exist in
most developing nations, thus keeping Internet usage times much lower
than corresponding figures for mature Internet economies; this also affects
advertising/e-commerce potential. For instance, in Thailand, leased lines
are relatively much more expensive than in Hong Kong, Malaysia, and Japan

When will non Pc channels be viable for internet traffic?

PCs and modems are still quite expensive for most citizens of
developing nations, so a lot of attention is focusing on Internet access via
cable TV modems and mobile phone channels. These are yet to take off in
developing nations, and even the much-hyped WAP does not seem to have
delivered in many parts of the world, though Japan’s i-Mode is often touted
as a good example of breaking the PC stranglehold on the Net market.
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Much attention is focused on the next generation of broadband
wireless Internet in the hope that newer applications on more user-friendly
devices at lower costs will open up new gateways to the Internet.  Having
internet is the first step and moving onto  E Commerce is the next big step
fraught with many challenges.

Some important challenges facing e-commerce are:

1. Standards to promote to universal  communication

2. Securing investment for infrastructure growth

3. Securing user friendly and broad based access to this infrastructure

4. Securing a reliable legal and regulatory environment which can
enforce contracts and property rights and jurisdiction clarity

5. acceptability regarding the content

6. Ensuring security and privacy of information

7. Designing appropriate financial regulation and tax regime

8.  Coping with uncertainty of electronic money

9 and lastly the issue of digital divide- fostering equal opportunity
through appropriate policies to promote education and access,
particularly in developing countries and particularly of women in
developing countries

We will now discuss each of the challenges in better  detail:

1. Standards to Promote to Universal Communication: Governments across
the world should cooperate in developing, standards to develop
communication protocols. This will enable smooth information flow between
all internet users. Standards for networks, to allow for routing and switching
and interconnectedness; standards for coding and coding messages to
allow interoperability- to be  independent of computer or the internet service
provider or the network

For e-Commerce to be a truly global tool for trade and development,
a ‘global information infrastructure’ (GII) which makes possible the electronic
exchange of information about products and services, buy and sell orders
and financial transactions is a necessary pre-requisite. Besides others, the
International Telecommunications Union (ITU), in Geneva is working
towards developing standards for such a Global Information Infrastructure
(GII)
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GII access is a necessary but not sufficient condition for the
development of electronic commerce. For it to be operational world-wide, it
is essential to create a policy and regulatory environment that favours the
development of e-Commerce and harmonizes national approaches in diverse
areas including telecommunications, trade procedures, intellectual property,
privacy and security. There is therefore a need to promote the development,
expansion and operation of telecommunication networks and services in
developing countries, as they lack such an infrastructure. The ITU is
undertaking some initiatives on these matters such as bringing various
partners together to undertake pilot projects in developing countries to
demonstrate the benefits of electronic commerce to the user communities of
these nations. Such initiatives need to be replicated by several other
international bodies that deal with trade, industry and development.
Involvement of the developing countries and assistance to them for
improving their expertise and infrastructure are some of the key requirements
of the future

2. Securing Investment for Infrastructure Growth: Countries should realize
that competition can accelerate the growth of infrastructure.

Countries where competition is absent show on an average more
than twice the costs and only one fifth of the internet usage of those with
infra structure competition. (OECD, 1996). To encourage investment pricing
policies have to be adequate. Inexpensive, undifferentiated pricing leads to
overuse and bottlenecks. Too high pricing reduces internet use and lessens
competition. Pricing should allow recovery of operating costs and
investment expenditure within a reasonable period.

3. Securing Affordable, User-friendly Access to Internet Infrastructure:
In many developing countries hardware like computer, modem, internet
browser are neither easily affordable nor are user-friendly. Even software
purchase involves several years of salary in many African countries. Efforts
to produce machines like simputer  (of Jhai Foundation) which is many
times less costly than the current computers should be encouraged.

Changes to the legal and institutional framework relating to
electronic commerce should be technology-neutral to avoid discrimination
and encourage inter-operability

The four  countries namely : The United States, the European
Union, Japan and the OECD (all from the North)set out a number of financial
proposals (e.g. on customs, taxation, electronic payments), legal proposals
(e.g. on a commercial code, intellectual property, copyright and trademark,
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privacy and security) and market access proposals (e.g. on
telecommunications infrastructure, information technology, content and
technical standards). They also address issues related to human resources
and small and medium-sized enterprises (SMEs). These proposals contain
little on the role of developing countries in designing, establishing and
implementing such a framework. The noninvolvement of the developing
countries can be a serious impediment to global governanace as a concept

4. Securing Reliable Legal and Regulatory Environment: There are
tremendous legal uncertainties. In several countries electronic contracts
are unclear in terms of their enforcement and redress potential and even
jurisdiction.

There is an urgent need for strengthening online dispute resolution
and alternate dispute resolution to facilitate settlement of disputes,
arbitration, mediation, resolution of consumer complaints on line.

There is need for a simple, transparent and predictable legal
environment for electronic commerce on a national and international level
and that governments should avoid placing ‘undue restrictions’ on
electronic commerce in order to avoid competitive distortions. According
to these proposals, co-operation among governments, using established
venues for negotiation such as WTO, WIPO and UNCITRAL, should be
actively pursued

 (i) Uncertainty about electronic contracts: This can be resolved
through extrapolating the existing contract law to the electronic
sphere

(ii) Uncertainty about jurisdiction: Some scholars (Lascelles,1997) view
that commercial law of sellers country should apply. Others argue
that it should be buyers country. Without international conventions
regarding place of jurisdiction people would be weary to enter e-
commerce unless parties can contractually agree- which becomes
possible only in the case of large purchases.

(iii) Uncertainty about the validity of electronic evidence: Some
countries insist on signature by pen on paper. For eg; Real estate
transactions in Germany. Internationally severally companies follow
up electronic mail with paper mail. International commercial code
needs to be evolved and UNCITRAL Model Law can be a great
help in this regard,
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(iv) Uncertainty about the legality of the content in electronic
communication: Regulating content in electronic communication
can be very tricky. Deployment of software based classification
systems and technically trailing and filtering information,
producer’s code of conduct and voluntary labeling for rating and
filtering purposes are under consideration,

Organizations conducting business over the Internet face new
legal, security, and privacy issues. Issues such as the legality of
email messages as binding contracts must be addressed. Additional
security measures to ensure that data and systems are reliable and
valid must be developed. Since most information will be collected
and stored electronically, organizations must develop measures to
ensure the privacy of their customers and their own organization.
Additionally, if organizations are going to conduct business
globally, they may run into language, cultural and currency
problems. Conducting business in developing countries might
prove difficult because of a lack of credit cards by citizens of those
countries, for example.

 (v) Uncertainty about intellectual property rights on the internet:

 Domain name when it corresponds company’s brand name can
draw more e-commerce. The problem of “warehousing” of second
level domain names corresponding to well-known trade marks for
profiteering  from trademark owners is undermining trademark
property right on internet.

Same trade mark coexisting in different categories of products and
services and in different territories. Easily memorable domain names
have themselves become commercially valuable assets akin to
intellectual property. Governments have to come to an agreement
on what constitutes a trademark infringement and as to what
remedies can be made available.

The issue of governance of Domain name system has generated a
lot of debate. Options suggested include: Self governing structure for
registration of SLD’s, along with a dispute resolution mechanism
concerning registrations with secretary general of ITU acting as the
depository of gTLD-MOU;  the other option under consideration is a private
not for profit organization (ICANN) to govern the internet and the DNS,
having registries reporting to it  to operate the gTLD’s. ccTLD managers of
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the developing countries  and others should actively get involved in this
debate and quickly come to an understanding to prevent unnecessary
wastage of resources on disputes

Copyright industries like music, films will be reluctant to put their
materials on the net as long as they fear that the internet will lead to
uncontrolled dissemination. Can Berne convention for protection of literary
and artistic works and WIPO treaties on copyright and performance and
phonograms be equally good in a digital environment?

The culture based issue of acceptability of content- the degrees
varying from country to country can only be resolved through
intergovernmental action and EU commerce Directives (ISP’s) is a useful
guide

5. Ensuring Security and Privacy of Transactions: If users fear that their
order may be changed and credit card numbers stolen, e-commerce cannot
take off. Key issues under this head are:

 (i)  Identification of sender and recipient of the message
(ii) Authentication of the message,
(iii) No repudiation,
(iv) Encryption of payment information.

Adequate encryption techniques should be available in all countries,
so that digital signatures and certification are internationally interoperable.

Initiatives like-Secure Electronic Transaction (SET) as a standard,
EU data protection directive and OECD guidelines, General Usage in
International Digitally ensured Commerce-GUIDEC a self regulated
framework  promoted by International Chamber of Commerce, can strengthen
the security and privacy of data transmission.

However universally accepted and recognized codes are needed
to accelerate e-commerce.

6. Designing Appropriate Tax Regimes and Financial Regulations: It has
been argued that to have a good taxation system seven objectives have to
be fulfilled

(i) Is it equitable?

(ii) Are the administrative costs minimal for the tax payer as well as the
tax administrator?
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(iii) Is the system generating right amount of tax at the right time and
does it minimize the potential of tax evasion and avoidance

(iv) Is the tax system leading to economic distortions?

(v) Is there certainty about what is to be taxed and where and when it
is to be accounted for?

(vi) Is the system flexible enough to accommodate the  technological
and commercial developments?.

(vii) Does the system ensure fair sharing of internet tax base between
countries those that are developed and those that are developing?

While on one hand EDI can make the administration of income tax,
sales tax and customs cheaper and easy, on the other hand taxable on line
transactions   will become more difficult to trace especially if the payment
records are encrypted. It becomes more tedious to tax the usually fragmented
purchases of goods on the internet as against the bulk purchases as in
traditional commerce.

Taxation on online transactions if not regulated can introduce
distortion and discrimination. Trade in services between selected countries
leads to no taxation in some cases and to double taxation in others.

Should VAT be collected in the country where it is produced or
where it is consumed? Tax administration of VAT collection for e-commerce
can be much more costly for inter-jurisdictional jurisdiction. If VAT is
collected at the place where consumer is situated companies will have to
register in various countries if internet sales or have fiscal agents. Small
companies which cannot afford to do this can refuse to sell to some countries
and e-commerce eludes these countries.

Administering income tax requires physical presence of the
company. Is an online internet address   sufficient to constitute a business
establishment?

There are many arguments against the ‘Bit Tax’- taxing the data
flows. It is difficult to measure the data flows accurately and also to ascribe
value to the data flows- Should we tax e mails? How about internet browsing?

Evolving a taxing system requires intergovernmental effort.
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7. Uncertainty about Electronic Money: Consumer protection, law
enforcement, supervision and effect on monetary policy are serious concerns
with regard to electronic money .Other grave concerns include: fraud, loss
or insolvency money laundering, tax evasion and other financial crimes.
Countries with weak anti-money laundering policies   can be very attractive
for the criminals.

When electronic money replaces a large share of cash, monetary
policy formulation could be affected through effects on money demand and
supply and velocity of money. For Central banks seigniorage revenue may
fall and affect their financial operations

8. The Challenge of Digital Divide: There could be a digital divide between
those countries with access to the internet opportunities and those without.
The core of the information society still resides in the developed countries.
For instance, one-quarter of American households use the Internet on a
daily basis, and more than half of all Internet users live in the United States
or Canada. The information revolution could not gain a foothold in most
developing countries, because they lack the basic infrastructure—phone
lines, electricity, and literacy. The digital divide between people who are
Internet empowered and those who are not is wide and real.

How to close the great digital divide of the haves and have
nots?

The poor and the elderly and many in the poverty stricken
developing countries may get worse for the lack of internet opportunities.

In some developing countries telecom charges are twenty times
higher than in US, waiting periods for a telephone connection can reach
several years Outdated infrastructure, high prices, low service quality, lack
of literacy, lack of qualified personnel do not enable easy internet access
and the applications are so slow and unreliable that it proves very expensive

Experiences in many developing countries like Latin America, China,
Hong Kong, India have shown that a favorable domestic regulatory
environment and progressive liberalization of telecom and information
technology sectors have improved the internet access of the countries.

Government policies supporting private initiatives, competition
for low cost equipment and development of internet skills as well as support
to cross cultural communication to strengthen the appreciation of the cultural
and intellectual depth of the diverse societies through the interaction of
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cultures rather than mere exchange of bits can go a long way in enhancing
e-commerce.

With enhanced internet access the producers in developing
countries can access trade related information through WTO’s Global Trade
Point Network- and become part of world trading system. Producers in poor
countries can get into international bidding and supply process which was
hitherto out of reach for them. There are also new export opportunities
including data entry, software development, claims and forms processing
and accounting which activities can also attract FDI and enhance growth. (
Hoekman & Braga, 1997)

International Initiatives to Facilitate E-Commerce
Commitment to WTO rules like: Information technology agreement

which removes a range of tariffs on information technology products,
essential for infrastructure development; national treatment  and regulatory
principles in basic telecom which  can improve market access; GATS Annex
on telecom guarantees which can improve access to the use of public telecom
networks and services can greatly  facilitate the e-commerce.

Encouraging commercial presence in services complementary to
electronic commerce such as postal, courier and transport can also strengthen
e-commerce.

 Simplifying custom control and removing entry barriers, agreeing
to common data format  for submission of trade documentation based on
UN/EDIFACT, instead of insisting on their own trade data formats,
government purchasing  resorting to electronic technologies and promoting
interoperability by resorting to commonality in the presentation of information
and protocols employed, can give great strides to e-commerce across the
world

The following table summarizes the international initiatives, model
laws and guidelines to face the e-commerce challenges.
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Table 1 : International Initiatives to facilitate E-Commerce

E-Commerce Challenges International Model Laws/Guidelines

E-Commerce legal issues 1. UNCITRAL model law on electronic
 commerce

2. EU Directive on electronic commerce
3. ECE electronic commerce agreement

E-Contracting 1. Draft UNCITRAL convention on
 e-contracting

E-Security and authentication 1. Electronic signature legislation.

Applicable Law and 1. ODR mechanism2.ADR mechanism
jurisdictionDispute resolution

Intellectual property issues 1. Berne convention
2. WIPO treaties  on domain names;

 performance and phonograms;
 copy rights

Intellectual property issues 1. Berne convention
2. WIPO treaties  on domain names;

 performance and phonograms;
 copy rights

Consumer protection 1. OECD guidelines
2. EUDirective

Internet governance and 1. OECD Guidelines
content regulation 2. Council of Europe Convention

3. EU Directive

Internet governance and Debate is on
content regulation

Taxation WTO standstill on custom duties on
transmission

Privacy and data protection 1. OECD Guidelines
2. Council of Europe convention
3. EU Directive
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Cyber crime Convention on cyber crime
( Council of  Europe)

Spam-content regulation 1. EU Commerce Directive (ISP’s)

Negotiability/Documents UNCITRAL model law of electronic
of title signature

E-money 1. European Model EDI Agreement

Commitment to WTO rules like: Information technology agreement
which removes a range of tariffs on information technology products,
essential for infrastructure development; national treatment  and regulatory
principles in basic telecom which  can improve market access; GATS Annex
on telecom guarantees which can improve access to the use of public telecom
networks and services can greatly  facilitate the e-commerce.

Encouraging commercial presence in services complementary to
electronic commerce such as postal, courier and transport can also strengthen
e-commerce. Simplifying custom control and removing entry barriers,
agreeing to common data format for submission of trade documentation
based on UN/EDIFACT, instead of insisting on their own trade data formats,
government purchasing resorting to electronic technologies and promoting
interoperability by resorting to commonality in the presentation of
information and protocols employed, can give great strides to e-commerce
across the world.

Encouraging commercial presence in services complementary to
electronic commerce such as postal, courier and transport can also strengthen
e-commerce. Simplifying custom control and removing entry barriers,
agreeing to common data format for submission of trade documentation
based on UN/EDIFACT, instead of insisting on their own trade data formats,
government purchasing resorting to electronic technologies and promoting
interoperability by resorting to commonality in the presentation of
information and protocols employed, can give great strides to e-commerce
across the world.

Conclusion
Many challenges and obstacles must be overcome before

developing countries can benefit from the Internet and Internet commerce.
In most developing countries, the necessary technological infrastructure is
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either inadequate or non-existent. To upgrade or develop the infrastructure
would be extremely expensive and require the support of the government,
which may never happen. In countries in transition, such as Eastern Europe,
the holdover from prior socialist governments still limits competition and
maintains centrally controlled telecommunication firms. In most of Europe,
every single phone call has a cost. If there were a fee every time an American
connects to the Internet from his home, most likely use of the Internet
would change drastically. Until governments become Internet and business
friendly and set Internet access and use as a priority, developing countries
may never reap the benefits their world counterparts share.

Another problem in some developing countries is the limit placed
on foreign investment in domestic businesses. Without outside investments,
telecommunications may not reach the level necessary to participate in the
Internet global economy. Partnerships should be allowed to enhance the
development of the technology infrastructure necessary for Internet
penetration.

Most likely, developing countries are years away from having the
necessary infrastructure for countrywide use of the Internet. Costs of
equipment and access will keep citizens of developing countries from
participating on the Internet. Similarly, entrepreneurs in the most remote
areas of the world may find it difficult to access new markets via the Internet.
However, there is some hope with wireless technology

Various countries while formulating policy framework for e-
commerce, should endeavor not to over regulate, make legislation
technology neutral, preserve autonomy of countries as much as possible.
Each government should aim at providing internet skills and entrepreneurial
skills to women and other disadvantaged groups to accelerate the growth
of e-commerce.
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Non profit Marketing – Emerging
Opportunities in India

Renjini D. and Dr. Mary Joseph T.

Introduction
Non profit marketing has grown in stature and acceptance since

its formal entry into the academic discussions in the late 1960s. Proliferation
in the number of non profit organisations and the expanding scope of their
operations worldwide has contributed to the growing importance of non
profit marketing in research and practice. Trends in non profit sector towards
commercialisation especially in finance mobilisation, growing competition
due to the increase in the number of non profit organisations, and increased
exposure to business practices as result of frequent interactions with
corporate sector have all helped marketing to strengthen its case in non
profit sector. Over the years, non profit marketing has not only established
itself as a genuine academic discipline, but also flourished as a field of
practice in non profit management. However, non profit marketing as a field
of application in Indian non profit sector still has a long way to go considering
the seeming reluctance of a large number of organisations to fully embrace
marketing concepts and techniques. But the current situation is slated for
change as certain environmental changes in the non profit sectors in the
country are likely to make non profit marketing more acceptable and more
affordable to a greater number of organisations.

This article identifies some of the important reasons why non profit
marketing is still to realise its potential in India and illustrate how the recent
developments in technology can help non profit organisations overcome
these roadblocks in non profit marketing. This article also analyses the
potential impact of the recent developments in corporate social
responsibility legislations in corporate sector on the non profit sector in the
country, particularly on the adoption of non profit marketing. The emerging
scene in the sector indicates brighter prospects for the field of non profit
marketing and this augurs well for the economically and socially important
non profit sector of the country, given the widely-recognised ability of
marketing to enhance performance of non profit organisation,.
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Non profit Marketing – the Origin, Nature and Role
Despite the progress non profit marketing has made in academic research
and practice over the years, there still exists considerable confusion among
practitioners and even researchers about non profit marketing and other
related concepts in marketing such as social marketing, societal marketing,
and socially responsible marketing( Andreasen, 2003). Social marketing is a
sectoral application of non profit marketing; a specialised field within the
larger realm of non profit marketing. Andreasen (1994) defines social
marketing as, “the adaptation of commercial marketing technologies to
programs designed to influence the voluntary behaviour of target audiences
to improve their personal welfare and that of the society of which they are
a part.” (p – 110). In other words, social marketing is about the use of
concepts and techniques of marketing for the promotion of a social cause.
Non profit marketing is the use and application of marketing tools and
techniques by non profit organisations operating in any non profit field
and hence its scope is much broader than social marketing. Socially
responsible marketing is a guiding principle for marketers to ensure socially
responsible behaviours even while pursuing commercial objectives. In this
article, the term non proft marketing is used to denote the use and application
of marketing concepts and techniques by non profit organisations operating
in a wide range of social spheres and therefore include social marketing,
arts marketing, charity marketing etc.

Kotler and Levy (1969a) is widely considered as the first attempt in
scholarly research to extend marketing concept to non profit organisations.
The article argued that marketing is a “pervasive social activity” that is
applicable to any situation where there is a marketing-like task to be performed.
Hence non profit organisations faced with the challenge of attracting donors
or changing behaviours of beneficiaries could also be considered to be
doing marketing irrespective of whether the organisations recognise these
activities as marketing or not. Predictably this “broadening of marketing”
was not received enthusiastically by all academics of the time. Most of the
conceptual debates were about the validity of applying marketing to a
situation that involves no buying and selling (Luck, 1969; Bartel, 1974). But
it was the counter-argument that marketing was applicable to all transactions
not just ‘market’ transactions that seems to have won the debate in the end
as the growth of the discipline of non profit marketing indicates. The crux of
the argument of the broadening school was based on the concept of
marketing as a need  satisfying process;’ which can be applied to any
situation which involves exchanges, economic or otherwise (Kotler & Levy,
1969b).
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Non profit Marketing...

Since the ‘broadening movement’ in 1969, non profit marketing
has progressed remarkably over the years. It is now an active academic
discipline with a number of specialised journals books and university courses
devoted to it, especially in the developed world (Andreasen, 2003). However
the challenges for practitioners of non profit marketing are far from over. In
non profit sector, marketing still suffers from some negative connotations.
For most, marketing is strongly associated with commercialisation of the
sector that hastened the process of blurring of the lines between for-profit
and non profit worlds. Marketing in a non profit context is often perceived
as unnecessary, intrusive, inappropriate, and manipulative (Sargeant, 1999).

Apart from these attitudinal issues, several operational challenges
also afflict non profit marketing. It must be noted that non profit marketing
is not a blind replication of commercial marketing practices. The concepts
of customer, competitors, and products are essentially different in a non
profit context, necessitating special treatment/approach to non profit
marketing. The nature of exchange in non profit settings is the basic
difference between non profit marketing and commercial marketing. Non-
profit exchanges are characterised by the absence of profit motive. Most
exchanges in non profit settings are non-economic in nature and non profit
organisations do not seek these exchanges for profit. Multiplicity of markets
is another distinguishing feature of non profit sector (Lovelock & Weinberg,
1990; Sargeant, 1999). In for-profit sector, resource allocation and resource
attraction markets are the same which means that a business organisation
generates revenue from the same market in which products are sold. But in
the case of non profit organisations product/service delivery market and
revenue generation markets are different in most cases as most non profit
organisations depend on external sources of financing. Therefore a non
profit organisation has to effectively design, implement and control different
marketing programmes in multiple markets (Balabanis, Stables & Philips,
1997).

The concept of product in a non profit setting is broader than the
more tangible and perceptible form of commercial markets. Products can
take different forms such as ideas, persons and organisations in addition to
the more common physical products and services forms (Kotler and Levy,
1969). The concept and definition for ‘customer’ are also different for-profit
and non profit sectors. Kotler identifies four groups of customers which he
termed publics - input publics, internal publics, intermediary publics and
consuming publics (Kotler, 1982). Gwin’s (1990) analysis results in three
categories of customers-resource generators, service users and regulators.
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Bruce’s (1995) framework too has regulators as customers in addition to
beneficiaries, supporters, and stakeholders.

Despite these operational complexities and adverse perceptions
about marketing, there is a wide consensus in literature about the benefits
of marketing to non profit organisations (Shapiro, 1974). Positive impact on
target market satisfaction and efficiency of marketing programmes of the
organisations are some of the direct gains from non profit marketing (Kotler
& Murray, 1975).

Non profit Marketing in India
India has a long history of volunteerism and active non profit

movements (Sen, 1993). The size and scope of the non profit sector is large.
According to a survey conducted by Central Statistical Organisation, the
total number of registrations is 3174420 (CSO, 2009). Indian non profit sectors
raised Rs.10802.67 Cr from foreign contributions alone for the year 2008-09,
showing 11% increase over the previous year (Government of India, 2010).
The sector is considered a vital component of the national economy and
social life for the role it plays in the socio-economic development of the
country.

Non profit marketing is not new to Indian non profit sector as the
first social marketing program in the country is almost as old as the non
profit marketing discipline itself.  The world’s first field project in social
marketing is believed to be the family planning campaign by Indian
government in 1964 (Harvey, 1999, as cited in Andreasen, 2003). However
the possibilities of non profit marketing have not been utilised fully by non
profit organisations in India. It is generally believed that the non profit
sector in the country is yet to fully assimilate the practice of management
philosophies and techniques (Almeida, 2007).

A number of reasons can be indentified for the current state of low
acceptance of non profit marketing by Indian non profit organisations. One
of the most plausible reasons could be the prevailing attitude of non profit
manager about the appropriateness and propriety of marketing in non profit
sector. Non profit sector likes to view themselves as ‘angels doing good
work’ and therefore does not think it necessary to focus on efficiency
(Almeida, 2007). Many see marketing as a fast track to the blurring of the
lines between for profit and non profit organisations. Non profit organisations
generally do not like to be seen as business like and therefore it is natural
that such organisations resist the use of tools and techniques of commercial
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marketing. Experts have also pointed out that marketing is seldom
understood properly by non profit practitioners (Akchin, 2001). Many equate
marketing with visible forms of promotion and therefore even those
organisations that claim to be doing marketing are only engaging in selling
(Andreasen and Kotler, 2003). Non profit traditionally stayed away from
using marketing for beneficiary groups even as they valued the merit of
marketing for fund-raising success (Bruce, 1995). Most non profit
organisations view marketing as promotion and thus fail to see its relevance
in a characteristically overfull demand situations in beneficiary services.

Implementing a successful marketing strategy is not an easy task
for non profit organisations in India considering the cost of marketing and
the resource crunch organisations typically find themselves in. A large
majority of non profit organisations in India are small organisations with
limited operating budgets. A study conducted in Indian non profit sector
reported that only 8.5% of non profit organisations employ more than 10
paid employees (PRIA, 2002). Therefore spending huge amount of money
on a thorough marketing programme consisting of market research, and
promotion is out of bounds for most non profit organisations in the country.
Even those organisations with a budget for marketing are contented with
direct selling efforts for fund raising without a proper market analysis and
research to minimise costs. Compounding the situation is the alleged high-
overheads in India. General public and media including international media
have expressed concerns about the high overheads in Indian non profit
organisations. An article in Time raises some pertinent questions about the
legitimacy of the sector in the country in the light of  some shocking
revelations about administration and fundraising overheads and the lack of
transparency to keep it under covers (Bhowmick, 2010).

High cost of administration and marketing is considered by many
as a waste of donors’ money which should have been spent on beneficiaries
related activities (Almeida, 2007). Thus most organisations can afford at
best, an organisation-centric selling; not genuine marketing. Selling is most
likely to add nothing to beneficiary satisfaction or to the efficiency of
programmes, earning a bad name for marketing. The high cost of marketing
also prevents non profit organisations to scale up their operations by reaching
out to larger audience.

Relevance of Non profit Marketing in India
Non profit sector has been undergoing changes all over the world.

Shifts in socio-economic and political environment present several
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challenges to non profit sector. Experts observe that these challenges have
resulted in trends leading to what some reckon as ‘blurring of the lines’
between for-profit and non profit sector (Weisbrod, 1997). Indian non profit
sector has also been subjected to similar changes. Increased adoption of
market orientation in non profit sector can be regarded as a feature
characterising such trends. Sheth lists privatisation, competition, public
opinion, and technological advances as the trends pushing non profit
organisations towards market orientation (Sheth, 1989). Despite the not-for
profit nature of organisational mission and activities, non profit organisations
are increasingly exposed to market pressures and challenges (Salamon and
Anheier, 1993). This changing face of the sector has even prompted some
observers to remark that the real difference between non-profit and for-
profit sectors is only in degree and not in kind (Brody, 1996). Traditionally,
non profit organisations establish their institutional identity by distancing
themselves from the ways of the commercial world (Drucker, 1989). This
attitude of the sector is often reflected in its cautious approach towards the
adoption of management techniques and practices including marketing.
But as pressure on organisations increases due to accountability demands
and competition, several organisations have opened up to the potential
benefits of   for profit sector solutions for countering operational and market
problems. But as Andreasen and Kotler (2003) noted, marketing was one of
the last of business practices to be embraced by the sector. Project and
financial management techniques found acceptance in the sector rather
quickly compared to marketing. Nevertheless, rising competition for funds,
the escalating complexity of tasks with the expanding scope of operations
for the sector, increased globalisation trends etc have contributed to a
perceptible change in non profit sector in its approach towards marketing.

The growing acceptance and prevalence of marketing in non profit
sector can also be analysed from attitudinal or perceptual changes too.
Worldwide trend to celebrate market forces as drivers of efficiency and
performance seems to have contributed to making the sector more conducive
for adoption of marketing and other commercial practices. It can be noted
here that New Public Management, the movement promoting the practice of
management practices in public policy and governance is also said to be an
outcome of the growing influence of market economy and private sector
(Nagel, 1997). Dissenting voices notwithstanding, growth of market-oriented
economy has made marketing a more respectable word in social and public
sectors.
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Emerging Opportunities for Non profit Marketing in India
Despite the challenges of high marketing costs and the negative

attitude against marketing, increasing number of non profit organisations
open up to the possibilities of marketing in the light of the environmental
changes in the form of favourable developments in technology and potential
for increased corporate support. Apart from competition for funds, increased
interactions and partnerships with private business sector has also
contributed to the growing acceptance of marketing in the non profit world.
Experts have hinted at institutional isomorphism and resource dependence
in such relationships that can make non profit organisations more receptive
to marketing and other commercial practices. In India, this factor is likely to
be very influential in future considering the likely rise in CSR activities due
to the recent changes in legal stipulations binding companies to spend
more on social responsibility activities. A major direct beneficiary of this
recent development is sure to be the non profit sector as sizable number of
corporates is likely to seek non profit partners to effectively manage social
initiatives or to develop capacity in social sector. Implications of this
development will also include competition for corporate partnerships among
non profit organisations leading to greater adoption of marketing and the
percolation of business practices from corporate partners to the non profit
sector. Growing popularity of digital media in marketing represents another
opportunity of non profit marketing to advance further in the non profit
sector in India. The following sections discuss how digital marketing and
corporate partnerships can change and improve the practice of marketing in
non profit organisations.

Digital marketing platforms started making inroads into marketing
in the for profit sector long ago. It is now an integral part of integrated
marketing campaigns of companies in all sectors. This is likely to only
increase in future as digital technology is slated to penetrate further into
the mass population in the country. According to a recent report, 205 million
use internet in India as of October 2013 (Financial Express, 2013). The report
predicts that India is slated to overtake the US as the country with second
largest number of internet users in 2014 with 243 million users. Digital
marketing in India is thus set to change the way the way non profit
organisations make use of marketing.

Digital marketing can enable non profit organisations to undertake
marketing at a fraction of the cost of conventional marketing. Online presence
is very important for today’s non profit organisations. It is one of the
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necessary prerequisites to establishing your credibility in addition to the
other advantages such as greater audience, less cost, generation of leads,
audience-interactions etc. According to a report, non profit organisations
in the US are more active social media marketers than business organisations
(Neti, 2011). The study says that 89% of the non profit organisations social
media use some kind of social media platforms. Internet technology offers
organisations a unique communication channel in which communication
can flow from organisation to target audience (which may consist of potential
donors and beneficiaries), and vice-versa. Digital media marketing tools like
social media marketing, online advertising are less intrusive and less ‘in-
your face’ than tele-marketing used by several organisations in India.
Potential donors get time and information to make their choices in the
comforts of their home without feeling pressured to act on the spot.

Addressability is believed to be an important factor contributing
to the effectiveness of any interactive marketing programme in comparison
to the traditional marketing using conventional platforms. Addressability is
the ability of any communication/marketing medium to locate target audience
in space and time so that responses, marketing actions, and respondents
can be matched (Blattberg & Deighton, 1991). Addressability of marketing
platforms helps organisations to estimate customer value; create and manage
communication with target audience; enhancer economies of scope; reduce
the power of distribution channels, integrate marketing campaigns; and
increase productivity of marketing efficiency (Blattberg & Deighton, 1991).
Of the above mentioned benefits, most are relevant concerns for non profit
organisations wishing to implement marketing. Digital marketing can offer
organisations addressability in a measure no other marketing programme
can match. The advantages of addressability can to a great extent tackle
many of the issues non profit organisations face in implementing effective
marketing programmes. The preceding paragraphs discuss how digital
marketing can enhance the marketing efforts in the specific context of Indian
non profit organisations.

Resource scarcity is a major challenge for a large majority of non
profit organisations in India. This prevents many non profit organisations
to spend optimal resources for marketing as it would mean depletion in the
budget for beneficiary related activities. Marketing costs is a controversial
area in non profit sectors everywhere particularly in resource scarce
developing countries like India. Generally high overheads are thought to
reflect badly on non profit organisations so much so that efficiency ratios
like programme expenditure to contribution ratio are frequently used to
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assess non profit organisations. Therefore containing marketing costs is a
top-priority in marketing decisions in non profit sector. Thus potential to
lower marketing costs will attract non profits organisations to explore the
use of non profit marketing.

Digital marketing is a targeted programme and therefore more cost
efficient which helps to minimise total fundraising costs. Social media
platforms and organisations’ web-sites can extend the reach of the
organisation’s fundraising campaigns to a much larger audience and yet
lend themselves to be customised at segment and individual levels. The
extended reach together with mass customisation possibility is a valuable
quality not just in markets for donors but also in markets for beneficiaries
especially in social marketing initiatives. Internationally, there are several
examples of non profit organisations with successful social media marketing
strategies like Red Cross, Green Peace International, and Unicef. In India,
WWF-India has been successfully implementing digital marketing as part
of their integrated marketing programme

Scaling up of operations is another challenge for a large number of
non profit organisations in India. Some non profit organisations working in
the field education and research have realised the potential of cyber
platforms to extend reach and scope of their activities. Indian NGO Pratham,
working in the area of education and literacy   is a case in point (Wharton,
2008). With an interactive online presence, the organisation is able to reach
a wider base of beneficiaries and thus operate on a ‘mass’ scale which is
often out of reach of most  non profit organisations in India due to the
limited organisational size and resources.

Market research is perhaps the most ignored areas in non profit
marketing in general and particularly in India. In addition to the cost-
escalation concerns, cultural orientation of non profit organisations is also
a reason for this approach towards market research. Non profit organisations
in India are mostly founded on the ideals and passion of the founders and
are thus most likely to have preconceived notions of what services
beneficiaries need. In such contexts, market research is perceived to be of
little value and is deemed unnecessary for programme design and
implementation. But a thorough understanding of the market is a fundamental
requirement for a market-oriented organisational planning. Interactive
communication between organisations and target audience (donors and
beneficiaries) facilitated by digital marketing can make target audience
research affordable even to small organisations. This will surely have positive
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impact on the market orientation of non profit organisations and eventually
on marketing efficiency. The above discussion shows that the advances in
digital technology coupled with its rising usage and popularity in India
presents an attractive opportunity for the non profit sector to tap into the
potential of non profit marketing and thereby enhance the organisational
performance.

Financial sustainability is a major concern for organisations in the
Indian non profit sector. Major part of the sector depends on external sources
for funding their activities. The new legislation governing the corporate
sector in India is likely to lead to a rise in corporate support to the non profit
sector. The recently enacted Indian Companies Act, 2013 requires companies
to spend 2% of previous three year average of net profit on CSR activities.
This is likely to result in an annual spending of Rs15, 000 to 20,000 crore on
socially-relevant activities (Business Today, 2013). If non profit organisations
are able to attract even a small percent of this through direct corporate
funding or cross-sector partnerships, it would be a substantial addition to
the financial base of non profit sector.

As complexities of social issues multiplied, single-sector solutions
for many of the problems have been proved difficult and often inadequate.
Business sector also realizes that more involvement in social spheres and
having something to show for social performance are now expected from
business by consumers and general public. Traditional CSR which seldom
goes beyond corporate philanthropy has its limitations in building deep
engagement with communities and creating sustainable solutions to social
problems. However such social involvements are necessary if the firm is to
gain long term competitive advantage or deeper employee engagement.
Occasional payouts to non profits and governmental agencies for charitable
causes will help only in depleting the CSR budget without contributing
much to the company or long term solution to the social problems. Partnership
with non profit sector for social activities in company’s chosen social field
or cause is an effective strategy to improve the efficiency and reach of the
corporate social responsibility programmes. Therefore in the light of the
recent change in legislation on CSR, one can expect a rise in cross-sector
partnerships between corporate and non profit organisations in India.

Cross-sector partnerships with corporate sector are believed to be
major cause for faster integration of non profit sector with market system
(Young & Salamon, 2002). This is likely to have a positive influence on the
practice of non profit marketing in two ways. One, increased interactions
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with corporate partners will lead to more acceptance and practice of
commercial management techniques in non profit sector. Accountability
demands from corporate partners force non profit organisations to improve
performance on various fronts such as transparency, programme evaluation
etc. Non profit organisations, thus pressured, look at the methods and
values of market to survive in such environments (Eikenberry & Kluver,
2004). Experts have also used resource dependency and institution theory
to explain the effect of external environment on the increasing ‘marketisation’
of non profit sector. Resource dependency theory predicts that organisations
evolve through interactions with external environment and as per institution
theory, non profit organisations adapt themselves to the dominant norms
of the environment especially the strategic constituencies (Alexander, 2000).
Two, competition for partnerships itself can cause competitive pressures
on non profit organisations to rise. Literature links rising competition to the
trends towards the adoption of business practices such as marketing in
non profit sector (Tuckman, 1998; Weisbrod, 1998; Young & Salamon, 2002;
Eiekenberry & Kluver, 2004). Helmig and Thaler (2010) also views competition
as a major contributory factor in the rising relevance of non profit marketing.
Thus, one can predict brighter days for non profit marketing in India.

Conclusion
The article was an attempt to analyse the future of non profit

marketing in India in the context of changing environment in the Indian non
profit sector. Ever increasing competition for funds and partnerships, and
opportunities in cost effective marketing technology can reshape non profit
organisations’ approach to marketing in India. Non profit sector which
emerged out of the need to have an alternative in public service provision
outside of the government and business sectors has an important role to
play in the socio-economic welfare of the country. The sector, however, has
to enhance performance and efficiency in order to meet the challenging
demands placed on it. Marketing has much to offer to the sector in this
context if one can go by the evidence from abroad on the effectiveness of
marketing in non profit settings. The analysis of the present non profit
landscape in India shows that non profit marketing is well-positioned to
assume a greater role in Indian non profit organisations.
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Customer Behavior in Gulf Countries:
Are Traditional Satisfaction Models Valid?

Dr. Sanjai J. Parahoo and Dr. Heather L. Harvey

Introduction

Customer satisfaction, its antecedents and consequences
As the central construct of marketing, customer satisfaction has

been defined as “a judgment that a product or service feature, provides a
pleasurable level of consumption-related fulfillment” (Oliver, 1997). The
importance of satisfaction derives from its key influence on customer loyalty
(e.g. Ha and John, 2010), making it a major global construct for predicting
consumer behavior (Garbarino& Johnson, 1999). As a consequence,
satisfaction studies are very common in both academia and industry; as
such determinants and consequences of satisfaction have been investigated
in various industry contexts (Selnes, 1998).

However, customer needs are expected to vary across different
industry contexts as well as customer demographics. As a result, the
determinants of customer satisfaction have been found to be truly diverse.
As an illustration, in the Higher Education context, Gibson (2010) classified
the antecedents of satisfaction across nine factors: 1. Academic staff/
teaching; 2. Classes/ curriculum; 3. Advising support; 4. Skills developed
by students; 5. Preparation for future; 6. Services/facilities; 7. Social
integration; 8. Student centeredness/ responsiveness; and 9. Pre-enrolment
factors.

Classifying determinants of satisfaction:

Consequently, in order to summarize the various determinants of satisfaction,
the extant literature by and large tends to classify them into three broad
classes:

• Service quality factors;
• Value and price related factors; and
• Reputation /image.

The roots of service quality research originated from early
conceptual work in Europe (Grönroos, 1988), and received a major boost
when a measuring scale called SERVQUAL was developed by Parasuraman
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et al (1988). This led to a number of studies assessing service quality being
replicated in various industry sectors. In fact, service quality was empirically
determined to be a driver of satisfaction (e.g. Ledden et al, 2011).

In addition, based on the argument that shortcomings in service
quality might still lead to satisfied customers if the latter paid a lower price
for the service (Patterson and Spreng, 1997), the concept of a compromise
between price and quality evolved. Consequently, perceived value, or the
consumer’s overall assessment of the utility of a product based on a
cognitive trade-off between quality and sacrifice was conceptualized
(Zeithaml, 1988). Subsequently, value was empirically confirmed as a
determinant of satisfaction (e.g. McDougall and Levesque, 2000; Patterson
and Spreng, 1997).

Finally, in an era of globalization and maturity of markets in many
parts of the world, the third major driver of satisfaction emerged when
innovative businesses developed branding strategies for company or
product differentiation and positioning. To this end, these firms attempted
to focus on intangible product and service attributes to differentiate
themselves from competitors and to develop a strong attitudinal preference
among customers for their brands. Consequently, corporate reputation, or
the “observers’ collective judgments of a corporation based on assessments
of the financial, social, and environmental impacts attributed to the
corporation over time” (Barnett et al, 2006:34) became important to
organizations as it represented a valuable intangible asset (Vidaver-Cohen,
2007).

Objectives of the study
As the preceding paragraphs illustrate, the satisfaction literature

is rich and mature in western countries. Unfortunately, the same cannot
quite be said for the Gulf region, which is led by the United Arab Emirates
and includes its geographical neighbors. The region displays some major
differences as compared to Western markets in terms of: different socio-
cultural context, and demographics (e.g. a young population). This raises
the question as to whether models of satisfaction developed in primarily
western business contexts and relied upon in managerial literature may be
extended to consumer behavior in the Gulf region, or alternatively whether
there are other specific determinants of satisfaction that arise within the
Gulf context.
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Customer behavior in...

The present study therefore proposes to undertake a review of
recent customer satisfaction studies undertaken in the empirical context of
the Gulf region and based thereon attempt to compare and contrast them
with those in Western countries. The study objective is therefore to identify
whether the differences in socio-cultural and demographic contexts between
the Gulf region and western countries impact on factors affecting customer
satisfaction. If so, what are the specific factors that should be considered in
marketing to Gulf customers?

Analysis of Satisfaction Studies in Gulf Region
The methodology adopted was a desk review of major recent

studies focusing on satisfaction (or in a few cases on its consequence,
customer loyalty) undertaken during the last fifteen years. It was not possible
within the scope of this publication to make an exhaustive review of all
satisfaction studies undertaken in the gulf region. Instead, a total of 18
major studies from different industry sectors and countries were identified
from Emerald and EBSCO Business Source Premier databases and analyzed.

From Table 1, it is observed that the 18 satisfaction studies
undertaken in the Gulf region (11 from the UAE, two from Bahrain, and from
Saudi Arabia, and one each from Jordan, Kuwait and Iran) were the subject
of scrutiny. The 18 studies emanated from five sectors:

1. Banking (9 studies)

2. Higher Education (5 studies)

3. Healthcare (2 studies)

4. Cosmetics retail (1 study)

5. Public transportation (1 study)

Among the studies analyzed, it was observed that, in order of
decreasing importance, four broad categories of determinants affected
satisfaction (see table1):

1. Service quality (16 citations)

2. Reputation (10 citations)

3. Religious and social factors (5 citations).

4. Value (4 citations)
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Table 1 : Determinants of satisfaction in studies in Gulf region
Determi-

nant
Alternate

Descriptors
Emoirical
Context

Studies citing as
significant

Various items HE in Saudi Arabia Sohail and Shaikh
(2004)

Interaction with HE, Dubai, UAE Parahoo and Tamin
admin staff (2012)
Quality of lecturers HE, Dubai, UAE Wilkins and
& resources; use Balakrishnan (2013)
of technology
Interactions with HE in Saudi Arabia Parahoo, Harvey
faculty (male students) and Tamin (2014)
Various items Metro service, Parahoo, Harvey

Dubai, UAE and Radi (2014)
Various items HE, Dubai, UAE Fernandes, Ross &

Meraj (2013)
Service; processes Healthcare sector Dasri, Attia &
and organization; in UAE Ustadi (2009
information
(negative relation-
ship)
Interactions with Cosmetics sector Khraim (2011)
salespersons among female (Outcome was
(4 items) customers in loyalty)

Abu Dhabi, UAE
Reliability dimension Banking sector in Tamimi, Lafi and
of SERVQUAL UAE, including Uddin (2009

Islamic banks
Adapted SERVQUAL Healthcare sector in Jabnoun & Rasasi
instrument UAE (2005)
Personal skills Banking sector in Jabnoun and

UAE, including Khalifa (2005)
Islamic banks

Core and relational Customers of Abu Jamal and
dimensions of Dhabi commercial Naser (2002)
Service quality  bank UAE

Service
Quality
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Quality of service Islamic banking Estiri et al (2011
characteristics and sector in Iran
service delivery
Customer service, Islamic banking Naser et al (1999)
tangibles sector in Jordan
Availability of ATMs Banking sector in Alhemound
in several locations, Kuwait (Kuwait (2010)
safety of funds, sample)
easy-to-use ATMs
and service quality

Cost benefit Banking sector in Al-Ajmi et al
Bahrain (2009)

Profitability, low Islamic banking Naser et al (1999)
service charges sector in Jordan
Pricing decisions Islamic banking Naser et al (2011)

sector in Iran
Rate of return Islamic banking Metawa and

sector in Bahrain Almossawi (1998).
(Outcome was
bank selection)

Various items HE in Saudi Arabia Sohail and Shaikh
(2004)

Various items HE, Dubai, UAE Parahoo and Tamin
(2012)

Various items Metro service, Parahoo, Harvey
Dubai, UAE and Radi (2014)

Various items HE in Saudi Arabia Parahoo, Harvey
and Tamin (2014)

Various items HE in Saudi Arabia Parahoo, Harvey
and Tamin (2014)

Brand name store Cosmetic sector Khraim (2011)
environment and among female (Outcome was
promotion (ad and customers in Abu loyalty)
store display) Dhabi, UAE

Value

Reputation
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Image Banking sector in Jabnoun &
UAE, including  A L Rasasi (2005)
Islamic banks

Image and Islamic banking Naser et al (1999)
reputation sector in Jordan
Bank image and Banking sector Alhemoud (2010)
reputation, wide in Kuwait (non-
availability of ATMs Kuwaiti sample)
phone account
access, safety of
funds, ease of
opening current
account
How internet Banking sector Awamleh and
banking enhance in UAE Fernandes (2006)
one's self image (Outcome is

continued usage of
internet banking)

Not available Banking sector in Tamimi, Lafi and
UAE, including Uddin (2009)
Islamic banks

Social and religious Banking sector in Jabnoun and
values UAE, including Khalifa (2005)

Islamic banks
Sharia'h principles Islamic banking Naser et al (1999)
observed, Sharia'h sector in Jordan
Supervisory
committee, social
features of personnel
Islamic religious Banking sector in Al-Ajmi et al (2009)
belief and social Bahrain (Outcome is bank
responsibility selection)
Adherence to Oslamic banking Metawa and
Islamic Principles sector in Bahrain Almossawi (1998)

(Outcome was
bank selection

Religious
and social

factors
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These studies are analyzed in the next section to determine whether
the traditional models of satisfaction generally developed in western contexts
were applicable in the Gulf region, or whether there were specific determinants
of satisfaction that emerged in the Gulf region.

Discussion

Comparison of Customer Satisfaction Studies in the West to
Those in Gulf Region

It may be reasonably suggested that since the various studies
analyzed emanate from a diversity of industry sectors and culturally similar
country contexts, the findings may be considered to be generic across
industry and geographical boundaries. From the summary of findings in
Table 1, it was observed that three widely reported determinants of customer
satisfaction were quite stable across western countries and those in the
Gulf region. Specifically, service quality, value and reputation were
consistently determined to affect satisfaction in both geographical regions.
This would imply that the customers displayed similar behaviors.
Consequently, businesses might use marketing strategies that emphasize
quality, value or branding, as these would be effective in both contexts.
However, limiting the understanding of Gulf customers to this finding could
prove quite misleading. In fact, the different cultural and religious contexts
between the West and the Gulf region also led to the emergence of one
specific determinant of satisfaction in the Gulf region that is not present in
the Western markets: religious and social factors.

As per Table 1, customers in Gulf countries tended to value religious
related concepts such as: social and religious values of the firm; observance
of Sharia’h principles; quality of Sharia’h supervisory committee; social
features of personnel; Islamic religious belief and social responsibility; and
finally adherence to Islamic principles. It might be proposed that these
factors emanated from the fact that most of customers in the Gulf region are
Muslim and a majority of them tended to favor products/services that were
marketed according to their religious beliefs (Arham, 2010). This factor of
religious and social factorsneeds to be considered by marketers as it emerged
in 5 of the 18 studies analyzed. This factor emerged specifically in the banking
sector (5 studies) where Islamic banking service was available in addition to
the traditional banking service. This might indicate the presence of a segment
of customers for Islamic services in other sectors as well.

Customer behavior in...
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Before concluding this section, it needs be highlighted that
reputation did indeed have a prime effect on satisfaction in the Gulf context.
In fact, it was the second most common factor affecting satisfaction (10
citations) with twice the number of citations as either value or religious and
social factors. Reputation was determined to be the sole factor influencing
satisfaction for Dubai metro passengers under 30 years of age (Parahoo,
Harvey and Radi, 2014), as well as for female university students in Saudi
Arabia (Parahoo, Harvey and Tamim, 2014). The promipent role of reputation
in influencing the satisfaction of,consumers in Gulf countries might be linked
with their high uncertainty avoidance (UA) index (Hofstede Centre, 2013).
A high UA index encouraged customers to pay particular attention to brand
name and image (Bartikowski et al, 2011), hence the importance of reputation.

One other factor affecting the emergence of the influence of
reputation as a driver of satisfaction in the region is that Gulf countries
have a young population. In fact, the construct of age has been considered
to influence the consumption patterns of customers, being associated with
several key social and psychographic issues (Wagar and Lindqvist, 2010).
In Dubai 45% of the population is below 30 years of age (Dubai statistics
center, 2013). This might have made these young customers more likely to
pay attention to reputation being more likely to be aware of brands and to
follow fashion trends.

Conclusion
From a theoretical perspective, the preceding discussion has

demonstrated that consumer satisfaction in the Gulf region was affected by
similar factors as Western countries: quality, value and reputation. However,
one additional factor, religious and cultural factors played an important role
as well in influencing satisfaction in Gulf states while it was absent in western
countries. The religious factor emanated from the fact that the majority of
the population in the region is Muslim and they tended to expect products/
services that were in line with their religious beliefs. In addition, it has been
found that reputation played an important role as well in Gulf countries. It
was proposed that the high UA of the Gulf countries (Hofstede Centre,
2013), as well as their young population might be factors explaining the
importance of reputation.

The practical implications are that marketers in the Gulf region
should not rely only on traditional western models of customer satisfaction,
but should instead pay particular attention to religious and cultural factors
as well as reputation in developing their marketing strategies so as to achieve
customer satisfaction.
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Consumer  Socialisation

Athena Joy and Dr. Moli P. Koshy

Introduction
The introduction of consumer socialization to the area of consumer

behavior is credited to Scott Ward. Consumer socialization is the process
by which young people acquire skills, knowledge, and attitudes relevant to
their functioning as consumers in the market place (Ward, 1974).  In 1821,
G.W.F. Hegel wrote about consumer socialization in his famed “Philosophy
of Right. The human being is trained in the basic virtues in the family, and
then can be socialized into the economy, where the future citizen acts as a
consumer and a worker. The point is that the virtues and expectations
involved in the family or government are totally different than in the economy.
Consumer socialization, then, refers to that set of skills and attitudes that
are specific to the buying and selling of goods in the free market.

John (1999) views consumer socialization as a process that occurs
in the context of social and cognitive development as children move through
three stages of consumer socialization, namely the perceptual stage (3-7
years), the analytical stage (7-11 years), and the reflective stage (11-16
years).

As per the demographics of India it is the second most populous
country in the world having 1.21 billion people as per the 2011 census.  Out
of its population more than 50 percent is below the age of 25 years.  So it is
important to analyze how the young people acquire the skills and knowledge
because today’s children are tomorrow’s citizen. Even though socialization
is a lifelong process early child hood is the period where socialization takes
place in a crucial form. It is the period where the personality formation takes
place for this the family provides the basic framework. As far as consumer
socialization of children is concerned the family is viewed as the dominant
socializing agent from whom the child learns the consumption skills. In
most depiction of parent child socialization, the child learns from the parents
and influence primarily flows from the parents to the child.

Look at the following examples:

(Adapted from list verse.com, 10 modern cases of feral children)
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Figure 1 Oxana Malaya - an example of feral child

Source: list verse.com

Oxana Malaya (Figure 1) an eight years old feral child found from
Ukraine in 1991 was born in November 1983.  Her alcoholic parents did not
give proper attention to her and they lived in an area were wild dogs were
roaming the streets. Due to this she lived in a dog kennel behind her house
with the company of dogs and picked up a number of dogs like habits
because she was cared by the dogs. She growled, barked and crouched like
a wild dog, sniffed at her food before she ate it, and was found to have
acquired extremely acute senses of hearing, smell, and sight and found
unable to master language and human customs.

Figure 2 Kamala and Amala - another example of feral children

Source: list verse.com

The most famous wolf children was captured in October 1920 under
the direction of Rev. Jal Singh, an Anglican missionary from Godamuri; a
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huge abandoned ant hill squatted by wolves in the vicinity of  Midnapore
in Calcutta. According to Singh, the girls had misshapen jaws, elongated
canines, and eyes that shone in the dark with the peculiar blue glare of cats
and dogs. The girls named Kamala and Amala (Figure 2) were aged eight
and two and caught by shooting the mother wolf.  Amala died in the following
year. Kamala survived until 1929 during that time she learned to walk upright,
spoke certain words etc.

What happened in these cases? Why couldn’t they lead a normal
life? Even though they are human beings they lived isolated from human
beings from a very young age and had no experience of human care, love,
social behavior and even they didn’t know the language to express their
ideas and needs. They didn’t know the social skills, manners, ethics and
culture that normal human beings possess. This is due to lack of socialization.
They imitate the behavior, manner, culture, attitude, taste and preference of
the company that they keep. There is a famous saying “Man is known by
the company he keeps”. He adapts the culture, values and norms of the
society in which he lives. The oxford dictionary of English language 1828
(clause, 1968) gives the meaning of the term socialization as “making one fit
for living in society”. It is the reason that the sociologists, psychologists,
anthropologists, educationalists and political scientists give so much
importance to the concept of socialization.

Socialization is the way in which the individuals acquire knowledge,
values, motives and roles appropriate to their position in a group or a society.
To socialize or to influence someone means to raise them in a manner that is
socially acceptable and expected of society. It is a lifelong process by which
one will inherit norms, customs and ideologies which provides an individual
with the skills and habits necessary for participating within his or her own
society. It is the process through which beliefs; behavior, virtues and attitudes
are built which enable the human being to acquire the skills necessary to
perform as a functioning member of their society. It is the means by which
social and cultural continuity is attained.

Zigler and Child (1969) define socialization as a broad term for the
“whole process by which an individual develops through transaction with
other people his specific pattern of socially relevant behaviors and
experience”.  From the definition it is clear that the socialization is the process
through which a person learns how to behave in the society and it is an
everlasting process which starts at birth and ends only when a person dies.
According to Moschis (1987) an individual can be said to be socialized
when he or she has learned to think and feel according to society’s
expectations.

176

MARKETING DYNAMICS IN EMERGING MARKETS



Stages of Socialization
Talcott Parsons saw socialization as the process through which,

individuals developed and internalized a sense of norms and values.  Parsons
theorized that there are three stages of socialization - primary, secondary
and tertiary.

 Primary socialization

Primary socialization takes place as a child, where he learns the
attitude, values and norms appropriate to function in the society.  He/she
learns the customs, beliefs, behavior, manners and traditions that is
appropriate for the individuals to act as a member in the society in which
family plays a vital role. Parsons, a sociologist, define socialization as the
“way that the individual was brought into society and, at the same time, it
was the way that the individual was shaped as a personality”.  Parsons and
Bales believed that human personalities are made, not born, and he described
families as “factories’ which produce human personalities”. He saw the family
as a system that was responsible for creating the personality of individuals
who would then be able to fit into the system of the whole society.  Look at
the following:

Figure 3 Socialization of a child

Parent teaches the child the principal function of socialization and
the child tries to imitate their behavior while interacting with others.

  Secondary socialization

Secondary socialization takes place in the process of development.
It takes place throughout one’s life, both as a child and when he/she
encounters with new group that require additional socialization.  As far as
socialization of adults is concerned, it involves adjustment of the initial
learned skills, knowledge and attitude to adapt to new situations and
therefore it is often referred to as ‘secondary socialization’.  It involves the
process that inducts an already socialized individual into new sectors of
the objective world of his or her society.  It occurs when an adult consumer
updates skills, knowledge or attitude for better functioning when the market
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place is changing.  It is also known as ‘adult socialization’. It arises due to
the influence of the agents such as school, mass media, work place etc.

 Tertiary socialization

Tertiary socialization occurs when an individual has integrated
into the world and begins to gain new ideas and values of socialization.

Agents of Socialization
 Family

Families play a vital role in the character formation, attitude building
and value creation by persuading their children directly and indirectly in
the consumption behavior. According to Dotson and Hyatt (2000) parents
act as the main socializing agent of the children until they reach adolescence.
In the process of development children learn continuously from the
environment that an adult creates because child’s first exposure to the
world occurs within the family. Family socialization may be intentional and
unintentional. Intentional socialization arises when the family intentionally
teaches values, norms, culture, behavior etc.  Unintentional socialization
arises as a result of spontaneous actions and interactions.

 School

School is considered as the second home for children because
outside of one’s family child spend most of their time in the school.  The
basic function of school is to impart knowledge and skills to an individual.
It is the means by which accumulated knowledge, skills, customs, values
are transmitted from one generation to another.  The school as an agency of
socialization is divided into three subtopics as the school and the society,
the classroom and the teacher (Danielle Tasmajian).  The school should be
recognized as the first organizer of social relationships (Elkin and Handel,
1978).  Class room provides an opportunity to the child to interact with the
peers.  Along with teaching ability, the teacher should have the wisdom to
guide the child.

 Peers

In early adolescence peer group have a vital role in the consumer
socialization of the child.  It is the only group where there is no control or
authority of elders and it composes of individuals of the same age and
interests.  Even though socialization is a lifelong process, during teenage
the influence of peer groups increases as the frequency of interaction
increases.  It provides the platform for the overall development of the child
by enabling them to take decisions, providing opportunity to experience
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competition, conflicts, co-operation and self-expressions and helps them to
engage in a give and take relationship. This helps the child to develop
flexibility and adaptability to the changing needs of the society.

 Media

It refers to the means of communication focusing on a large number
of customers.  Media acts as a socialization agent by persuading the children
to influence in the families consumption behavior through attractive
advertisements.  According to Kaiser Family Foundation on a typical day,
children of ages 8 - 18 years spend on an average of 7.5 hours using media,
including television, print, computer games and the internet which is almost
equivalent of a full day work. Most children watch three to four hours of
television per day; this is the number one after-school activity for six to 17
year olds (Center for Media Education, 2002). Youth Marketing, found that
the impact of advertising on children will affect in three ways - cognitive,
affective and behavioral. Cognitive component refers to consumer’s belief
about an object.  The affective component of an attitude refers to the feelings
and emotional reaction to an object. One’s tendency to respond in a certain
manner towards an object or activity is called the behavioral component.

Figure 4 shows the rate of internet usage in various countries
around the world.  From the figure it is clear that the internet use of developing
countries is showing tremendous growth. According to table 1 internet usage
is increasing day by day. Both the developing and the developed countries
are showing increase in the usage rate.

Figure 4 Diagram showing the worldwide internet usage

Source: international telecommunications union - Internet usage per 100
inhabitants
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Table 1 Worldwide internet users

2005 2010  2013(a)
World population 6.5 billion 6.9 billion 7.1 billion
Not using the internet 84% 70% 61%
Using the internet 16% 30% 39%
Users in the developing world  8% 21% 31%
Users in the developed world 51% 67% 77%

Source: Internationaql telecommunication union                      (a) estimate

  Culture and Religion

When the child becomes exposed to real life situations, Religion
and community play a significant role.  There arises a bound of intimacy in
the minds of children and it will create a sense of unity. They believe that
their customs, rituals, practices are superior to others and try to live
according to the expectations of the society.

Socialization of Children and Consumer Behavior
We have seen several agents of socialization.  All the agents have

a significant role in socializing an individual. “Much consumer behavior is
performed under the influence of others. The very foundation of human
behavior is learning from others” (James McNeal, 1973). In consumer
socialization parents have the major role in socializing their children. Parents
teach their children consumer skills by deliberately imparting the knowledge
(wash your hands before eating food) or casually through instrumental
training, modeling and meditation. Children consider the role of parents
“to teach them important stuff about buying” in the same light as “telling us
to brush our teeth before going to bed at night” (Ernest North and Brenda
Poggio, 2001).

In instrumental training a parent or siblings specifically and directly
attempts to bring about certain responses through reasoning or
reinforcement. In modeling, a child learns appropriate or inappropriate
consumption behaviors by observing others. It occurs without direct
instruction from the role model and without conscious thought or effort on
the part of the child (example child consumes alcoholic drinks by watching
their parents). When a parent alters a child’s initial interpretation of, or
response to, marketing or other stimulus, it is called mediation.
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In the process of consumer development children pass through
the following stages (MC Neal, 1993).

Stage 1 Observing

 In the initial stage the child’s interaction with the world is by
making sensory contact with the environment.  Here the child tries to visualize
the situation around him.  MC Neal found that this stage ranges from 2 to 33
months.

Stage 2 Making Request

Through gestures and by making oral statements children try to
make request to their parents for certain items that they want.  For example,
children make request to their parents to buy Kinder joy chocolate on seeing
television advertisement.

Stage 3 Making Selections

When children reach the age of 3 to 4 years they start selecting
items that they want.

Stage 4 Assisted Purchases

At this stage children will assist in purchase decisions of their
parents and grandparents. They start spending money and understand the
importance of money as a medium of exchange.

Stage 5 Making Independent Purchases

At this stage children can make independent purchases without
the help of their parents.

The process of consumer socialization happening in children
influences them in making their decisions as consumers throughout their
life.

Challenges in Consumer Socialization Studies
One can say with confidence that two decades back in India parents were
very influential, but today, the children enjoy a differential relationship with
their parents. The family structure in India has changed considerably in two
decades. Joint households are making way to nuclear family. There is an
increase in the number of working women. Overridden by guilt over protracted
absence, fatigue and work pressure, the parent centered family has changed
its orbit and has become child centered (Rajesh Sud, 2007). Hence the role
of children in family decision making is increasing.
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The family communication has become more open and democratic
and this openness in family communication creates a possibility for children
to achieve influence on family decision making. The increase in both parents
working and the parents are spending many hours away from home leave
less time for house work. The house work becomes a matter of distribution
between and negotiation between husband, wife and children. This results
in higher influence of children.

There was a time when children were not spoken of as spenders or
customers but savers and future customers. But today, they are viewed as
three markets in one (MC Neal, 1987):

• They are current market that spends money on their desires

• They are future market for most goods and services

• They are also a market of influential that causes many billions of
purchases among their parents.

From this it is clear that tremendous changes are occurring in
consumer socialization studies. Even though socialization is considered as
a lifelong process most of the socialization studies are focused on children.
In the rapidly changing society there arises a shift in the parental style,
cultural behavior, family relationship, communication pattern etc.  As a result
of this child also evolves as a socialization agent.

Reverse Socialization
Even though socialization is considered as a life-long process,

majority of consumer socialization research has been focused on children.
The advancement in science and technology creates a major shift in family
relationship and consumer behavior. One of the rapidly changing areas is
that of information and communication technology. Older consumers would
need to adjust their behavior in order to meet current changes because
many products commonly used today did not exist 20 years ago. The young
might be the most important socialization agents for adult consumers,
because they did not have to adapt to these changes as they were born into
a technological society. In such situations there arises secondary
socialization where the adult consumers update their skills, attitude and
behavior in order to survive in the competitive world. It occurs when an
adult consumer updates skills, knowledge or attitude for better functioning
when the market place is changing. The elders face difficulty to adapt to the
rapidly changing technological and product situations as a result of their
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inability to effectively engage with the issues on account of lack personal
expertise. They will seek the help of the younger generation for gaining
expertise in order to ensure that they make efficient consumption decisions.

In the secondary socialization context, the parent is disposed to
learn from the child or the younger generation transfers knowledge to the
elder people by altering their views, attitude and behavior. It arises as a
result the younger generation possessing new or recently accepted views,
knowledge, skills or behavior that the parents have not acquired.

The Concept of Secondary Consumer Socialization
Socialization can be classified as primary and secondary.  Primary

socialization takes place as a child while secondary socialization takes place
after childhood i.e. in the process of development (Berger & Luckmann,
1967). Consumer socialization of children can be called as ‘primary
socialization’ because it involves children’s initial development of skills,
knowledge and attitudes to function in the market place. As far as
socialization of adults is concerned, it involves (Torgeir Watne, ý2009)
adjustment of the initial learned skills, knowledge and attitude to adapt to
new situations and therefore it is often referred to as ‘secondary
socialization.

Secondary socialization involves the process that inducts an
already socialized individual into new sectors of the objective world of his
or her society (Lies Sercu, 2000). It occurs when an adult consumer updates
skills, knowledge or attitude for better functioning when the market place is
changing. The elders face difficulty to adapt to the rapidly changing
technological and product situations as a result of their inability to effectively
engage with the issues on account of lack of personal expertise. They will
seek the help of the younger generation for gaining expertise in order to
ensure that they make efficient consumption decisions.

In the secondary socialization context, the parent is disposed to
learn from the child or the younger generation transfers knowledge to the
elder people by altering their views, attitude and behavior. It arises as a
result the younger generation posses new or recently accepted views,
knowledge, skills or behavior that the parents have not acquired.

Meaning of Reverse Socialization

In sociology, reverse socialization is the process in which a younger
person teaches an older person. In the context of consumer theory, as
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mentioned earlier reverse socialization refers to secondary socialization
where the adult consumers update their skills, attitude and behavior in
order to make efficient consumption choices in a dynamic world.

Factors Contributing to Reverse Socialization
i.  Technological Growth

Today’s younger generation is known as millennium generation,
N-generation, or digital natives. They possess sophisticated knowledge and
skills about products and services and are at home with the advanced
technology. They have expert knowledge about the recent changes and the
same is acquired from their own experience. Therefore, they are capable of
taking more balanced decisions than their elders when it comes to
consumption.

With the advent of Internet technology and rapidly changing
consumer environments, the societal role played by today’s younger
generation is significantly increasing. The rapidly changing pace of society
especially with regards to technology, information processing,
transportation, etc. makes it possible for them to experience purchasing and
consumption at a much faster rate than that of their parents. Children may
possess knowledge which their parents lack and they may share their
experience and knowledge and in so doing influence their parents (as in the
case of using computers, social media, e-commerce etc). It can result in
parents learning about consumption from their children which is otherwise
known as reverse socialization.

ii.  Social Changes

Radical changes have been taking place in the market during recent
times. Over the past two decades, vast changes have taken place in the
family structure as well as the levels of exposure of children to developments
in the market.  In India, till two decades ago, parents were very influent, but
today, the children enjoy a differential relationship with their parents. In
many shopping situations, one can readily observe that, compared to their
parents, children have superior knowledge regarding products and their
operations. This phenomenon is more often seen in the case of new products,
especially the ones where high levels of technology are involved. In such
circumstances, children are most likely to put across their knowledge and
thus show greater involvement in the purchase process.

Children’s preferences are taken seriously by parents and thus
they are able to direct preference of parents. It is not only during purchase
incidents that the children show greater knowledge and influence, but during
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use situations also they exhibit greater knowledge transmission. For example,
in families considering the purchase of a home computer, children may have
greater product knowledge because they encounter and use computers on
a daily basis at school. Parents who are homemakers or who do not use
computers in their jobs are likely to have little knowledge of computers, and
as a results, are perhaps more open to children’s contributions in the decision
making process as well as use and maintenance situations.

iii.  Modernization

India is considered as an agrarian economy where agriculture
provides the basis of livelihood for its people. Due to industrialization there
arises a rapid shift in this situation. Traditional society is based upon the
caste system where certain jobs, positions, possession are acquired in
accordance with the social class that they belong. In modernization there
arise various social systems such as political systems, legal systems and
education systems which provide an opportunity to interact with each other,
influence each other and help the individuals to adapt with changes.
Modernization is a mechanism which provides a social transformation from
agriculture dominated to industrially developed society. As a result of
modernization there is a shift in consumer’s behavior, attitude, preference
and perception from the already practiced manner.

iv.  Cultural Transformation

Due to globalization the whole world is considered as a single unit.
Anyone can access anything from any part of the world. This creates cultural
transformation in various societies. The younger generation will adapt these
changes very easily because they are born into such a society.  American
anthropologist Margaret Mead (1969) went on to explain this prefigurative
cultural transformation.  According to her prefigurative culture is
a culture or society wherein individuals commonly learn from those younger
than themselves. The culture develops when people are faced with unfamiliar
and significantly changed circumstances (for example when paper currency
is transformed to plastic money or when child teaches the parents to use
social media). In such situations elders have limited knowledge and
experience so they are forced to imitate the footsteps of their children’s.
These cultural transformations arise as a result of digital revolution and
immigration. Here the younger generation may possess expert knowledge
because of the changes that have happened in the world. This expert
knowledge may sometimes lead to reverse socialization where the younger
generation will influence the views, opinions and attitude of the elder
generation.
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Expert, Referent, Information power – Role of younger
generation

Social psychologist John French and Bertram Raven (1959)
identified five basic powers.

Expert Power

It refers to a situation whereas person has the knowledge and
skills to outperform others; their good judgment is respected and relied
upon. The tremendous growth in science and technology creates a major
shift in the knowledge level of the children. They posses sophisticated
knowledge and ideas than their elder generation which enables them to
outperform the elders in many use situations.

Referent power

A person is said to have referent power if he is strongly liked and
admired by others and often exerts a charming influence.  A celebrity has
referent power. Psychologically it is defined as “The ability to persuade
others, based on respect for, or attraction to, the one providing influence”.
In today’s changing society child have a referent power while taking the
purchase decisions of many products.  In many purchase decision behavior
younger generation becomes the initiator, influencer, decider and user.

Information power

Apart from the basic powers identified by John French and Bertram
Raven, a new power is also identified and it is known as information power.
Today’s younger generation known as N-(Net) generation posses
sophisticated knowledge about various technology related products and
they are also well aware of the changes that are taking place day by day.
Due to this they exert a great influence on the elder generation because
they are able to take rational judgment after analyzing the pros and cons of
a particular situation.

Figure 5 Model of  Reverse Socialization

Social Change
Modernisation
Technological
Growth
Cultural
Transformation

Information
Power
Expert Power
Referent Power

Reverse
Socialization
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Karin M. Ekstrom (2007) also supported the concept of parental
learning from children. Many research studies are conducted in this area to
substantiate the intergenerational transfer of knowledge in science and
technology related products from the younger generation to the elder
(AnupriyaKaur and Y. Medury, 2011).

As shown in the model generated (Figure 5), an already socialized
consumer may update their skills, attitude and knowledge as a result of
technological growth, modernization, social changes and cultural
transformation.

During social change the younger generation has referent, expert
and information power over the elder generation.  The cultural transformation
can take place due to digital revolution and immigration in which the child
easily adjust with the changing situation because they were born and
brought up in such a society. So they exert expert knowledge and influence
power over their elders. In the case of technology related products and
services we can see reverse socialization where the younger teaches the
elder generation as a result of their expert knowledge and influence.
Information power leads to modernization. In order to increase the standard
of living, modern technologies and methods are adopted. All the factors
have individual and cumulative effect on acquiring different types of powers.

Socialization is a lifelong process which begins at the time of birth
and ends only when a person dies. Consumer socialization of children is
considered as primary socialization because they are initially introduced
into the real world. During the process of development a person wants to
change his initially developed skills attitude norms, customs etc to meet the
requirements of the changing society. Reverse socialization is rampant in
consumption and is particularly evident in the case of technology related
products.
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Modeling Consumer Purchase Intention for
Passenger Cars

Prof. Balakrishnan Menon and Dr. Jagathy Raj V. P.

Introduction
In India, till early eighties, consumers had very limited options for

passenger cars. The Automobile Industry has been in the booming phase
for the past 10 years, on the strength of the Indian Government’s liberalized
economy policy and freedom from the License Raj. The Government of
India allowed Foreign Joint Venture in the industry since early 1990, which
saw many automobile giants entering the Indian market with their models,
readily available, without much waiting time for the delivery. Sudden interest
of major global players has made Indian auto industry very competitive, as
India provides twin benefit of ready market and low cost manufacturing
base for them. With the explosion of the automobile industry, due to its
globalization and liberalization, car manufacturers introduced much
innovative and technological advancement in their models. Customers have
started thinking to change over to the new models of cars, with related ease
than before, to suit their changing life styles.

Literature Review
The researcher evaluated various secondary studies conducted on

the consumer behaviour of passenger cars by other researchers in the relevant
area, in different countries, India and specifically in the State of Kerala. As per
Kotwal (2009), face off buyers now prefer to have cars with the space, comfort
and luxury of a mid size saloon or sedan. With the growing affluence and
technological advancement, there develops a certain maturity in taste, as
evidenced by the growing popularity of the Indian Hatchback market.

Role of Internet Marketing in Consumer Decision Process
As Internet is rapidly growing and providing the platform for e-commerce
marketing, many customers use Internet partly or even fully, for all the
buying process stages. Just about one in seventeen people may have access
to internet in India, but every third car buyer in the country’s top cities start
their search on the world-wide web. As per Sharma (2010), four out of every
ten new car buyers and three in every ten used car buyers, use internet to
do initial research, before making the purchase.
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Family Influence in Consumer Behavior
White (2004) discussed the factors that affect car-buyers’ choices

and comments that people expect to haggle with dealers over price and to
receive substantial rebates or incentives as well as low-interest payment
plans. He pointed out that with an increase in multi-car households, car
dealers and advertisers needed to target the right audience, taking into
account the pester power of children and the importance of life stage. Despite
the fact that women are the primary buyers of most new cars, he admits that
the motor trade has traditionally been contemptuous of women’s role in the
car-buying process.

Virtual Brand Community Effect
The importance of virtual brand communities is growing day by

day as a result of consumers increasingly using online tools to contact
fellow consumers in order to get information on which to base their decisions.
Luis at al. (2007) proposed the positive effects of participation in a virtual
community on both consumer trust and loyalty to the product, brand or
organization around which the community is developed.

Relationship, Service Package and Price
In the car industry, which is predominantly driven by the product

characterization, classification and orientation, establishing a long-term
relationship is being considered to be essential marketing strategy at all
distribution levels. Thus, customer knowledge and relationship building,
through constantly addressing their needs, are considered to be vitally
important selling ingredients to contribute to a car dealer’s competitive
advantage, as ascertained by Chojkacki (2000).

Customer Satisfaction and Loyalty
Highly satisfied customers will convey their success stories of

satisfaction and directly recommend that others try the source of satisfaction,
as stated in the studies conducted by Reynolds and Arnold (2000). A quick
observation of customer loyalty is demonstrated by repeated purchase as
in the studies by Ball, at al. (2004). In practical terms, firms want repeated
purchases mainly because such behavior in consumers can apparently show
the customer preference for a brand or product, as stated by Bowen and
Shoemaker (1998).
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Brand and Retail Loyalty
In these days, car owners desire to upgrade their models and

brands to avail of the new features and environmental changes and comforts
of competing brands. On that account, whether to remain loyal to their
existing brand / product or to switch over to a new brand / product is a
million dollar question that bother many car owners. In this confusing
scenario, some of the car buyers switch from one brand to another at trade-
in time, whereas some other car owners display consistent choice of sticking
to their brand / product from purchase to purchase, as hypothesized by
Sambanandam and Lord (1995).

Rationale and Significance of the Study
Though there are customer satisfaction surveys conducted by car

manufacturers / dealers and other agencies, there is still a research gap, as
there is no organized comprehensive research study of the passenger car
segments conducted in the State or in India. Kerala market is considered to
be different from other states, due to its high consumerism. Thus, the study
is very relevant to measure the emerging customer preferences and
tendencies in the passenger car industry, which can be very useful to the
car manufacturers and marketers to better understand, strategize and orient
their marketing programs accordingly.

Problem Definition for the Study
With the proliferation of the many passenger car makes and models

in India, which are mostly offering similar value proposition in the passenger
car segment, the car segment has largely been differentiated. The problem
of the study is intended to explore and unearth the differentiating parameters
in such a homogenous and synchronized passenger car market, thus
influencing the consumer purchase behavior of passenger cars in the State
of Kerala.

Objectives
The major objective was to build up a Consumer Purchase Behaviour Model,
with major parameters influencing the behavioural patterns of the passenger
car owners. More specifically, the objectives were to study the influence in
terms of:

• Information gathering and consumer purchase initiation – from
peers, internet websites, advertisements, visit to the dealer.
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• Personal preferences of car features – based on personal needs,
convenience factors, comfort factors

• Influence factors based on the car manufacturer / dealer – dealer
and show room experience, status symbol, after-sales service,
dealer offers

• Influence factors based on car model – advanced technology,
mileage, market value of the brand & model, price, interior and
exterior design, security and safety features, driving comfort and
entertainment features.

• External Influence - family, parents, friends, colleagues, market
goodwill and car loan availability

• Satisfaction level – mileage, brand, model, re-sale value,
technology, safety, security, riding comfort, performance and style

Research Methodology
The research methodology adopted in this research study comprises of the
following stages:

• Literature review, that is the secondary research

• An exploratory stage that is the primary research, consisting of
depth interviews with car dealers of new and second-sale cars, car
financing agencies and car owners in the city of cochin.

• For depth interviews, sample selection of dealers of 10 major car
brands such as Maruti Suzuki, Tata Motors, Ford, Toyota, General
Motors, Skoda, Hyundai, Honda, Renault, Mitsubishi, Hindustan
Motors, Tata Motors, and Fiat India were chosen from the City of
Cochin. A few of the second-sale dealers were chosen from the
City of Cochin, again randomly, to get their views on preferences
of buyers of second-sale cars. Similarly agents of most of the car
financing agencies were chosen randomly from the city of Cochin.
Twenty five Car owners were chosen randomly from the city
neighborhood, to elicit their preferences on the car purchase and
related features.

• A quantitative survey of consumers in the federal State of Kerala.
The study was targeted to the passenger car owners in the State
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of Kerala, as a population. All the brands of car users in the
segments of Small Car, Hatch Back, Sedan, Higher Sedan and Multi
Purpose Vehicle (MPV) consisted of the population size. Both the
new cars and used cars were covered as the population. Both rural
and urban areas of the State were considered. The sampling
strategy implemented for the research study was multistage
sampling method. The final questionnaire was administered to 750
respondents, who were car owners from the rural and urban areas
of the five sampled districts of the State. Survey was conducted
by in-person structured interview method, using a pre-determined
questionnaire.

A graphical representation of the research methodology is shown in the
following Figure 1.1

Usage of Statistical Tools and Application
The data collected from the respondents was examined, verified,

edited wherever necessary, for completeness, accuracy and reliability.
Thereafter, data was further analyzed using statistical package SPSS version
17.0.
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The data collected through the well structured questionnaire, was
classified and tabulated for analysis, in compliance with the framework laid
down and clearly defined, in accordance with the objectives framed at the
time of the research methodology. The researcher applied the Confirmatory
Factor Analysis (CFA) method to identify the dominating factors for each
of the eight major constructs. Confirmatory Factor Analysis (CFA) is a type
of Structural Equation Modeling (SEM), which deals specifically with
measurement models, that is relationship between observed measures or
indicators (e.g. Test items, test scores etc ) and latent variables or factors. It
is important to examine whether the measure is appropriate for the population
included in the current study. In using SEM, it is a common practice to use
a variety of indices to measure model fit. In addition to the ratio of the ÷2
statistic to its degree of freedom, with a value less than 5 indicating
acceptable fit, researchers recommended a handful of fit indices to assess
model fit. These are the Goodness of Fit (GFI), Normed Fit Index (NFI),
Standardized Root Mean Residual (SRMR), and the Comparative Fit Index
(CFI).

A five point Likert scale was used to measure the sub items of each
of the 8 major variables, mentioned above. Cronbach’s reliability test was
used to test the degree of dependability, consistency or stability of the
scale adopted.

Structured Equation Modeling, employing the CFA method was
also used to establish validity and acceptability of the purchase behaviour
model. One sample Z-test was used to establish dominance of various factors,
influencing the purchase behaviour of cars, to test the hypotheses listed.

Theoretical Model for the Study
The model of consumer purchase behaviour, with major factors influencing
the purchase of passenger cars, is shown in Figure 1.2.
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Figure 1.2 – Car Purchase Behavioural Model, consisting of Input - Need to
Purchase Car, Process - Eight influencing factors, and Output – Purchase Decision of
Passenger Car

Data Analysis, Results and Interpretation
In tune with the research objectives, this chapter has been

structured into major sections, dealing with the data analysis of the following
various major parameters, which influence the purchase behavior of the
passenger cars

(1) Information Gathering and Consumer Purchase initiation (IGCP)
(2) Preference based on Personal needs (PPP)
(3) Personal Preference based on convenience factors  (PPC)
(4) Personal Preference based on Comfort factors  (PPCF)
(5) Influence factor based on car Manufacturers / Dealer  (IFD)
(6) Influence factor based on car model  (IFM)
(7) External Influence  (EI)
(8) Satisfaction level  (SL)
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Information Gathering and Consumer Purchase initiation
(IGCP)

This is the beginning of the purchase process of passenger cars,
wherein customers start identifying the need for a passenger car and start
the information collection of various car manufacturers and models. This
main variable was explored using a set of 8 factors (IGCP1 to IGCP8) in the
question: What is your opinion to the following sources of information
gathering and purchase initiation, for passenger cars?

From the CFA regression coefficients and the relative ranks, it was
established that Dealer sales staff (IGCP8) occupied first rank, Information
received from the office colleague (IGCP3) took the 2nd rank and Visit to
dealers/ distributors (IGCP7) the third rank.

Preference Based on Personal Needs (PPP)
Personal Preference based on Personal needs (PPP) is the second

major variable identified for study and data analysis. Once a need is identified
and a few initial information gathering process steps are done, the car
customers start to short list their manufacturers and models, based on certain
preferences. Preference based on personal needs (PPP) is one of them. This
main variable was explored using a set of 9 factors (PPP1 to PPP9), in the
question: What is the level of importance you attach to the following
preference factors based on personal needs, in deciding in favour of your
chosen car?

From the CFA regression coefficients and the relative ranks, it was
established that the Need to suit Social Standings (PPP8) occupied first
rank, Peer Pressure from Other Family Members Owning a Car (PPP3) took
the second rank and Social Pressure From Friends / Neighbours / Family
members (PPP9) captured the 3rd rank.

Personal Preference Based on Convenience Factors (PPC)
Personal Preference based on Convenience needs (PPC) is the third major
variable identified for the study and data analysis. When the car customers
start to short list their manufacturers and models, based on certain criteria,
preference based on convenience needs (PPC) is yet another major variable,
contributing to the influence of the purchase behaviour. This PPC variable
was explored, using a set of 8 factors (PPC1 to PPC8) in the question: Your
opinion on the following factors on personal preferences, based on
convenience factors:
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From the CFA regression coefficients and the relative ranks, Compact car
(PPC4) occupied the 1st rank, Re-sale value (PPC6) the 2nd rank and Good
after-sales service (PPC5) the 3rd rank.

Personal Preference Based on Comfort Factors (PPCF)
Personal Preference based on Comfort needs (PPCF) is the fourth

major variable identified for the study and data analysis. When the car
customers start to short list their manufacturers and models, based on certain
criteria, preference based on comfort factor (PPCF) is yet another major
variable, contributing to the influence of the purchase behaviour. This PPCF
variable is identified by in the Questionnaire on Passenger Car Customers.
This PPCF variable was explored using a set of 6 factors (PPCF1 to PPCF6)
in the question: Your opinion on personal preferences, based on comfort
factors:

From the CFA regression coefficients and the relative ranks, it was
established that the dominant factors interior design (PPCF3) occupied the
1st rank, exterior design (PPCF2) the 2nd rank and comfort in driving (PPCF4)
the 3rd rank.

Influence Factor Based on Car Dealer (IFCD)
Influencing Factor based on car Dealer (IFCD) is the fifth major

variable identified for the study and data analysis. When the customers
finally decide choose from the available short listed alternatives, Influencing
Factor based on car Dealer (IFCD) is a major substantial variable, contributing
to the influence of the purchase behaviour. In many cases, it is found that
the car manufacturer / dealer of the specific brand plays a major part in the
customers deciding their car band choice based on it.  This IFCD variable
was explored using a set of 7 sub factors (IFCD1 to IFCD7) identified by
Question: Please tell the level of importance you attached to the following
influencing factors, which resulted in the purchase of your chosen car, that
is, Influencing factors based on the car dealer / manufacturer.

From the CFA regression coefficients and the relative ranks, it was
established that the dealer and show room experience (IFCD1) factor
captured the 1st rank, your car as a status symbol / prestige value factor
(IFCD2) took the 2nd rank and dealer offers of your specific car model
(IFCD6) factor the 3rd rank.
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Influence Factor Based on Car Model (IFCM)
Influencing Factor based on car Model (IFCM) is the sixth major

variable identified for the study and data analysis. When the car customers
finally choose from the available alternatives from the short list, Influencing
Factor based on car Model (IFCM) is yet another substantial variable,
contributing to the closing influencing phenomenon of the purchase
behaviour. In many cases, it is found that the car model of the specific brand
plays a major part in the customers deciding their car choice based on it.
This IFM variable was explored using a set of 11 factors (IFCM1 to IFCM11)
identified by the question: Please tell the level of importance you attached
to the following influencing factors, which resulted in the purchase of your
chosen car, that is, Influencing factors based on the car model:

From the CFA regression coefficients and the relative ranks, it was
established that interior design (IFCM6) took the 1st rank, advanced
technology of your model (IFCM1) the 2nd rank and security features of
the specific model (IFCM8) the 3rd rank.

External Influence (EI)
Influencing Factor based on car Model (EI) is the seventh major

variable identified for the study and data analysis. When the car customers
finally choose from the available alternatives from the short list, External
Influence (EI) is a major variable, contributing to the influence of the purchase
behaviour. In many cases, it is found that the car model of the specific brand
plays a major part in the customers deciding their car choice based on it.
This EI variable was explored using a set of 9 sub factors (EI1 to EI9),
identified by the question: What is your opinion on the following external
influences that you considered important, when you bought your car?

From the CFA regression coefficients and the relative ranks, it was
established that the opinion of your colleagues (EI5) occupied the 1st rank,
car loan availability (EI7) took the 2nd rank and advertisement of Cars (EI8)
captured the 3rd rank.

Satisfaction Level (SL)
Customer Satisfaction Level (SL) is the seventh major variable

identified for the study and data analysis. Customer satisfaction plays, as a
strong contributing factor to spread word-of-mouth publicity to other
customers. It will also influence customers on their future purchase
behaviour. This SL variable was explored using a set of 15 sub factors (SL1
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to SL15), identified by Question:  please tell us about your customer
satisfaction level of your car, in terms of the following aspects:

From the CFA regression coefficients and the relative ranks, it was
established that the factor technology (SL7) occupied 1st rank, safety (SL8)
took the 2nd rank and security (EL9) captured the 3rd rank.

Validation and Acceptability of the CFA Model

Reliability Analysis
The following table 1.1 shows the values Cronbach Alpha for the

eight major constructs under study.

Table 1.1 – The Reliability Index Values for the Eight Variables, Using
Chronbach Alpha Measurement

Variable Cronbach Alpha
(Recommended

Value)

Cronbach Alpha
(Calculated

Value)

No. of
Variables

Results

IGCP 0.70 or above 0.746 8 Accepted

PPP 0.70 or above 0.777 9 Accepted

PPC 0.70 or above 0.859 8 Accepted

PPCF 0.70 or above 0.817 6 Accepted

IFD 0.70 or above 0.779 7 Accepted

IFM 0.70 or above 0.888 11 Accepted

EI 0.70 or above 0.922 9 Accepted

SL 0.70 or above 0.896 15 Accepted

A Chronbach Alpha value 0.70 or above is considered to be the
criterion for demonstrating strong internal consistency.  Alpha value of
0.60 or above is considered to be significant. Since all the calculated values
are above 0.70, it showed that the refined scale of measurement, is reliable
and consistent. Thus, the reliability of the instrument used for measuring
the variables was clearly established.

Modeling Consumer Purchase...

201



Structure Equation Modeling - CFA Model Fitness
Following Table 1.2 shows the level of acceptable fit and the fit

indices for the proposed research model of 8 variables in this study. All
values satisfied the recommended level of acceptable fit. Moreover, the
results of the Normed ÷2 (÷2 / df) value, if it is < 5, it shows acceptable level
of fitness. In the present study, the there is very good fitness of the model,
as the actual value of Normed ÷2 (÷2 / df) is < 3.

Table 1.2 – Structural Equation Modeling - CFA Model Fit for Eight
Variables

Fitness Indices

/ Parameters

Recommended Level of Fit

Values

IGCP PPP PPC PPCF

χ
2

23.121 35.532 22.421 11.823

DF 15 22 16 6

P >0.05 0.082 0.034 0.13 0.066

Normed
χ

2
<3 1.541 1.615 1.401 1.971

GFI
>0.90 0.992 0.988 0.992 0.994

AGFI
>0.91 0.98 0.976 0.982 0.98

NFI
>0.92 0.978 0.969 0.971 0.983

TLI
>0.93 0.985 0.98 0.985 0.978

CFI
>0.94 0.992 0.988 0.991 0.991

RMR
<1 0.016 0.018 0.013 0.011

RMSEA
<0.05 0.028 0.03 0.024 0.037

Fitness Indices/

Parameters

Recommended Level of Fit

Values

IFCD IFCM EI SL

χ
2

17.162 47.591 29.195 169.345

DF 10 35 20 70

P >0.05 0.071 0.076 0.084 0.075

Normed
χ

2
<3 1.716 1.36 1.46 2.419

GFI
>0.90 0.993 0.988 0.991 0.966

AGFI
>0.91 0.98 0.977 0.979 0.942

NFI
>0.92 0.984 0.972 0.978 0.954

TLI
>0.93 0.986 0.988 0.987 0.958

CFI
>0.94 0.993 0.977 0.993 0.972

RMR
<1 0.015 0.013 0.013 0.022

RMSEA
<0.05 0.032 0.023 0.026 0.045
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Menon and Raj (July 2012) published the CFA model on car pur-
chase behavioural patterns, showing the correlation and regression values
and inter-correlation coefficients. The following figure 1.3 shows the dia-
grammatic representation of the entire validated model with eight major
influencing variables.
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Figure 1.3 – Figure showing the Purchase Intention Model, Construct Variables,
their correlations and regression coefficients

In the above figure 0.74, 0.81, 0.81 etc are the regression coefficients,
showing their contributing share in the influence on the Total Purchase
Intention (Total) variable by the sub factors IGGP, PPP, PPC and so on.
Again the figures 0.54, 0.65, 0.66 etc are the squares of correlation coefficients
between the Total (IP) and IGCP, PPP, PPC and so on.

The model of Purchase Intention (PI) can be expressed in the form of the
following equation:

PI= 0.735 IGGP + 0.808 PPP + 0.810 PPC + 0.496 PPCF +0.705 IFCD +
0.681 IFCM + 0.771 EI + 0.578 SL

Testing of Hypotheses

There were many hypotheses, which were tested and validated. A few of
them are listed in the table below:
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Table 1.3 - Z-test (one sided tailed test to the right)

(H0: Mean % score = 70 against H1: Mean % score > 70). Significant Level
5%, Z-Table value for one-tailed right sided test at 5% level = 1.645

Hypotheses Testing Mean

Std.

Deviation

Mean %

Score Z-Value

Test

Result

H01: After sales service has a dominant

positive influence on the purchasing behavior
7.56 1.16 75.58 12.68

H01

Accepted

H02: There is a positive influence of dealers

and show room experience, which affect the

car purchase decision of customers

3.74 0.77 74.86 8.27
H02

Accepted

H03: Price of the car has a positive influence

on the purchasing decision
3.92 0.74 78.41 14.97

H03

Accepted

H04: Advanced technology of the car model

plays a positive image in the purchase

behaviour

3.97 .641 79.34 19.17
H04

Accepted

H05: There is a significant majority of

customers, who prefer the second-hand cars,

due to their personal and market considerations

3.27 0.57 65.31 -2.88
H05 is

rejected

H06: The make and brand name have no

dominance in the purchase behavior of low-end

cars

3.70 0.74 36.97 -116.98
H06 is

Accepted

The mean percentage score is above 70% in all the cases, except
for H05. It indicates that the values have positive influence on the purchasing
decision, except for H05, which is for second-hand cars. Further to test
whether this value is significant or not (i.e. Mean % Score is above 70 or
not), we conducted the one sample Z test and the result is exhibited in the
above table. Test is found to be significant in all the cases (except for H05),
as the calculated Z-value is greater than the tabled value of 1.645, at 5%. In
the case of H05, it is insignificant, as the Z-calculated is less than the 1.645.

Table 1.4 - Z-test (two-tailed test)

(H0: Mean % score = 70 against H1: Mean % score # 70). Significant Level
5%, Z-Table value for two-tailed right test at 5% level = 1.96
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Hypotheses Testing

Residential

Location
Mean

Std.

Deviation

Mean %

Score
Z-Value

Test

Result

H07: Passenger car is one of the

status symbols, influencing the

purchase decision, based on the

car manufacturer, amongst the

rural and urban consumers.

Urban 3.63 0.73 72.60 -.507
H07 is

Accepted

Rural 3.66 0.85 73.26

Table 1.5 – Chi-Square Test values

X
2
- Value DF Sig. (2-sided)

Pearson Chi-Square 6.477 3 0.091

Not Significant, X
2
- Calculated value is < the Table Value

7.815 at 5% significance level.

The mean percentage score of the Urban and Rural respondents
for the questions your car as a Status Symbol/Prestige value” is 72.60 and
73.26, from which we conclude that the majority of the respondents of both
rural and urban treated the car as a status symbol (taking above 70% as the
threshold level).  Also the Z test and the chi-square test conducted reveals
that there is no significant difference exist among the rural and urban
population in this regard. (Since the absolute calculated value of Z-statistic,
that is |Z|, is less than the normal distribution tabled value 1.96 at 5%
significance level).

Summary of Major Findings
• About one third of the car owners were having diesel vehicles.

This showed a preference towards diesel passenger cars. The
research results showed that about one seventh of car owners
owned a second car in the family, which indicated an increasing
trend for buying another passenger car for the city drive for family
usage, while using the first car for office and business usage.
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• Foreign manufacturers occupied over a simple majority market share
the cars purchased by the car owners, showing a clear preference
of foreign brands in the Kerala car market.

• It was found that there was a significant difference between the
five car segments, while customers evaluated their customer
satisfaction level for their passenger cars.

• It was observed that in the information gathering and consumer
purchase initiation stage, dealer sales staff, Information received
from the office colleague and Visit to dealers/ distributors were the
prime sources where customers gathered information on car models
and brands.

• When it came to short listing from the alternative brands and
models, personal preference based on personal needs was one of
the criterion used by car passengers. In this criterion, car passenger
prime requirement needs in the top slots were - the need to suit
social standings occupied first rank, peer pressure from other family
members owning a car and social pressure from friends / neighbours
/ family members.

• Personal preference based on convenience factors was yet another
criterion to short list brands and models. Compact car, re-sale value
and good after-sales service topped the consumer requirements
list.

• In the category of personal preferences based on comfort factor
requirement of the car owners, dominant factors were interior
design, exterior design and comfort in driving.

• In the category of identifying the cars based on the manufacturer
criterion, it was established that the dealer and show room
experience, your car as a status symbol / prestige value and dealer
offers of your specific car model were the dominant factors.

• When it came to the question of why the customers choose their
favorite brands, based on influencing factor of specific car models,
interior design, advanced technology of your model and security
features of the specific model were the dominant factors.

• External Influence was a dominating influential factor, in car
customers choosing their selected car models. the opinion of your
colleagues, car loan availability and advertisement of Cars, topped
the list of criteria for selection.
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• On the question of customer satisfaction on their chosen models,
car customers selected technology, safety and security as the top
reasons for their satisfaction.

• When it came to specific hypothesized statements on the chosen
models, price of the car, advanced technology, market re-sale value
of the brand and model, security features, safety features and
driving comfort were the consolidating factors, which contributed
to the ultimate selection of their chosen models.

Summary of Major Recommendations
• The increasing number of women car owners, using the car for

their office, personal and family work, thus becoming an influential
group, calls for the attention of car manufacturers and marketers
to focus their strategic efforts in this direction.

• There were sizeable numbers of car customers, with clear
preferences for diesel cars, due to the ever increasing cost of petrol
in the last few years. Manufacturers might need to tackle this
increasing need for diesel car customers and their preferences. It
is evidently acknowledging this fact that the focus of
manufacturers to bring out diesel version of their car models.

• Since there is perceptible and significant difference between the
five car segments, marketers might need to address segment wise
behavioral patterns and preferences to meet up with their
requirements.

• Since, dealer sales staff, information received from the office
colleague and visit to dealers/ distributors were the prime sources
where customers gathered information on car models and brands,
marketers might want to focus on these factors to catch the
attention of the intending future customers.

• When it came to personal preferences based on personal needs,
the top slot needs were - the need to suit social standings occupied
first rank, peer pressure from other family members owning a car
and social pressure from friends / neighbours / family members.
These requirements call for segment wise marketing, as the needs
varied from segment to segment.

• When it came to short listing cars on personal preferences based
on convenience factors, compact car, re-sale value and good after-
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sales service topped the consumer requirements list topped the
consumer requirements list. Easy availability of car models in the
market was also a deciding requirement factor. Customers were
tempted to switch over to competing brands and models, if their
chosen model is readily available in the market. This calls for
tremendous amount of market awareness, intelligence and
strengthen the availability of popular models in the market, based
on these specific requirement needs.

• In the category of personal preferences on comfort factors,
dominant factors were interior design, exterior design and comfort
in driving, topped the requirement list. Car segment wise analysis
also brought out these specific comfort requirements across all
the brands. Manufacturers might look into these aspects to their
car design, so to attract car passengers, prone to decide the models
based on these criteria.

• Based on the manufacturer criterion for selection, the dealer and
show room experience, your car as a status symbol / prestige value
and dealer offers of your specific car model topped the category
list. Car manufacturers and dealers might look into these specific
aspects of social and status symbol requirements, based on the
manufacturer brand, to boost up their demand. It was also known
that the foreign cars provided a better perception on these
requirements category. Thus, the joint ventures with known car
makers in the world (specifically Japanese and US make cars) were
the favorites) might prove to be an additional image booster to the
Indian car manufacturers.

• When it came to the question of why the customers choose their
favorite brands, based on influencing factor of specific car models,
interior design, advanced technology of your model and security
features of the specific model were the deciding criterion chosen
by the car customers. The car manufacturers might need to
concentrate on these parametric factors, which played a dominant
role in short listing the models and brands.

• External influence was a dominating influential factor, in car
customers choosing their selected car models. Opinion of your
colleagues, car loan availability and advertisement of cars topped
the list of criteria for selection. Marketing techniques to influence
these deciding factors might be useful to the dealers and
manufacturers.
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• On the question of customer satisfaction on their chosen models,
car customers chose technology, safety and security as the top
reasons for their satisfaction. Manufacturers might need to focus
on these factors to ensure higher customer satisfaction for their
models.

Limitations of the Study
The study was restricted to the passenger car owners of the State.

Due to the wide spread of the city, the questionnaire was administered to
the urban and rural areas of the five districts of the State. The sample size of
750 was also chosen, considering the cost involved in covering more units
in each selected district. The survey was also limited to five car segments –
Small Car, Hatch Back, Sedan, Higher Sedan and Multi Purpose Vehicle
(MPV).

Conclusion
As in other industries, the scenario in domestic Indian Automobile

Industry is quite different from the Global Automobile Industry. The industry
actually developed in two clear stages-the Maruti era (1983 onwards) and
the post-liberalization era (1992 onwards). Compared to the global
automobile sector, where substantial research has been done, very little
empirical research has been conducted on the Indian automobile industry.
With many car manufacturers launching their product in the Kerala state,
the study will definitely benefit the stakeholders of car manufacturers,
dealers, financing agencies, to formalize and strategize their policies towards
an effective marketing strategy. The eight major parameters developed and
the model which was conceptualized was tested through an extensive
research and quantitative analysis, to establish its acceptability.
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Does Size Really Matter? An Exploration into
the International Marketing  Strategies  of
Kerala’s  Home  Textile Export  Industry

Dr. Anoo Anna Anthony

Introduction
International trade has become an all encompassing phenomena

with almost every country in the world striving to enter into transactions
with other countries at meaningful levels, even going so far as to set aside
foreign policy disagreements, to agree on economic and commercial fronts,
if nothing else. This was never a sudden phenomenon, but drawn out of
decades of products, and now services, technology, finance and information
drawn back and forth between countries at different intensities.

Sturgeon (2008) speaks of the global economy having entered a
phase of deeper, immediate integration that is exposing national and local
economies to tremors of economic change as never before. Either these
tremors can be immensely beneficial to domestic firms and industries lifting
them up or they may be flattened by the relentless onslaught of competition.
Perhaps even worse, economically driven opportunities of global trade may
bypass them entirely. According to him, the geographer Peter Dicken best
describes the present trends of a globalized production system.

Dicken (1994) argues that it is the ‘functional integration’ of
internationally dispersed activities that differentiates the current era of
‘globalization’ from an earlier era of ‘internationalization,’ which was
characterized by the simple geographic spread of economic activities across
national boundaries. This need for functional integration has put developing
country firms face to face with the reality of tighter coordination and
conditions to fulfill within an expanding set of multinational firms (Zanfei,
2000) which are themselves at the mercy of rampant customers to whom
loyalty and brand equity are strangers. Customers are constantly looking
for variety and customization in ever-increasing degrees.

This has led to the rise of firms in the West- retailers and branded
merchandisers with little or no internal production (Gereffi, 1994; Feenstra
and Hamilton, 2006) and de-verticalizing “manufacturers”  to rely on an
emergent set of global and East Asian regional contract manufacturers for
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production  (Borrus, Dieter &Stephen, 2000; Sturgeon, 2002 cited in Sturgeon,
2008). A key feature of globalization is that its economic and organizational
glue is increasingly associated with complex networks of suppliers who
produce in globally dispersed locations in accordance with the demands of
lead firms. The vast majority of manufactured commodities used by
households and workplaces in the world over from clothing to electronic
products to furniture to automobiles and increasing proportions of the fruit,
vegetable, meat and fish consumed in the ‘global North’ are produced and
delivered by and through these networks (Henderson, 2005).

Factors Increasing Global Trade

Attributing the increase in trade to any single reason is impractical,
given that many factors were in place to bring about this increase. This
economic effervescence in the international sphere has been facilitated by
continuous lowering of tariff barriers and institutional impediments to trade
as well as by dramatic improvements in transportation and communication
technology.

Significant among these was the increased transport possibilities
and speeds with which people and goods move across countries. Large-
scale container transport by land and sea, inexpensive air transport,
electronic communications etc has rendered velocity of circulation of goods,
people and services and information increasing exponentially, while the
cost of transacting has fallen drastically (Scott, 1998). Enabling information
flows back and forth through electronic means, by itself has changed the
structure of the supply chains.

Role of Emerging Economies
Most often, these have involved producers in developing countries

and lesser-developed economies ensconced in supply relationships with
buyers in final consumer markets, where they are sold. These chains have
become shorter, decreasing stock turnover time and inventory lead times at
the point of the buyer. Aiding this is the role of and spread of international
monetary transactions. These have been spiraling uncontrollably upwards
in recent years. Enormous amount of liquid capital now move from country
to country in a fraction of a second in response to subtle shifts in economic
trends in different countries. Sturgeon (2008a) describes that globalization
of production has happened because of two recent developments that are
enabling even greater functional integration in the global economy:
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a. Rapid increase in industrial capabilities in developing countries,
especially in China and India.

b. Adoption of new computer-mediated approaches to real-time
integration of distant activities. This has enabled distant firms to
become constant communicators and associates due to the plethora
of devices directed towards harmonizing differences, in distances,
business methods, transactions, and commerce.

Sturgeon (2008a) describes the above two factors as facilitating
international trade in many intermediate goods and services that have not
previously been sent across borders. As a result, opportunities have opened
up for firms in emerging markets to engage with the global economy as
buyers, suppliers, sellers, distributors, contractors, and service providers
in ways that were impossible even a few years ago.

The Role of Textiles and Clothing Trade
Any discussion on trade becomes meaningless without

considering global trade in textiles. Used by multitudes of nations to enter
into a global market, textile manufacturing provides first entrants the
requirements of scale, the measure of semi skilled labor use, and the surety
of global buyers to begin a first foray into internationalization. Global textile
and clothing industry occupies and important position in the total volume
of merchandise trade. Developing countries account for over two thirds of
the world exports in textiles and clothing. It is seen that Asia has been one
of the principle sourcing regions for imports of T&C by major markets USA
and the EU (NMCC Report, 2010).

Trade in textiles and clothing (henceforward called T&C), occupies
a significant position in total volume of merchandise trade across countries.
It amounts to about US $400 Billon and is growing constantly. T&C got
integrated into the multilateral trading system in 2005. Through the ATC
(Agreement on Textiles and Clothing) that was in effect for ten years from
1995-2004, a large number of quotas imposed by the developed nations on
developing country suppliers were phased out. It was a transitory regime to
enable key importer nations like the US, EU and Canada to adjust to the
onslaught of low cost suppliers that were now free to access market share
(Chaudhary, 2011).

Sourcing Trends
In the global textile markets the main importers have been the EU, USA and
Canada while Asia has traditionally been the principal sourcing region for
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imports of T&C. The Latin American region and Central and East European
region for the EU have been second preferred (NMCC Report, 2010). Lesser
developed regions and countries like Mexico, CBI (Caribbean Basin Initiative
countries) and African countries like Mauritius and Tanzania and Asian
countries like Bangladesh emerged as exporters because of the preferential
tariff arrangement with the U S and the EU. In a post MFA era even these
countries despite preferential bilateral agreements have suffered drastic
market share losses. These countries were also preferred because of their
proximity to the major markets but this has not given special benefits to
them, post MFA (USAID Report, 2009).

T & C in India
The textile industry in India is one of the largest segments of the

Indian economy accounting for over one fifth of the countries’ industrial
production. About 15 million people are employed in this sector, who have
by virtue of the skill and tradition helped produce one of the largest, most
fascinating varieties of fabric, home textiles, home furnishings and other
textile products in the world (Italian Trade Commission Report, 2009).

India’s textile industry contributes substantially to India’s export
earnings up accounting for up to 15% of India’s total exports, covering an
array of product categories including handlooms and handicrafts exported
to more than a hundred countries. The major markets are the USA and the
EU with secondary markets being Canada, UAE, Japan, Saudi Arabia,
Republic of Korea etc. (Chaudhary, 2011).

Structure of the Indian Textile Industry
It is unique as it entails both specialized and scale based

production. Small scale, non- integrated, spinning weaving, finishing and
apparel making enterprises dot the landscape. There has always been a bias
towards small scale, labour intensive enterprises in government policy while
discriminating against large-scale capital-intensive operations due to policies
of tax, labour and regulations. It seems paradoxical that the modern mill
sector with a huge early presence has not contributed much to the overall
volumes. Contribution has been from the handloom and power loom sector
on the other side, unorganized players with less stringent, vaguely
demarcated definitions for size, productivity. Most units are seen in the
handloom sector where employment is highest and mostly home based
(NMCC, 2010)
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Full Integration
India is one of the few countries that have a presence of

entrepreneurial units within the country across the entire value chain in
textiles and clothing business starting from fiber production, spinning,
weaving and knitting to garment manufacturing. It was a government need
to develop a fully integrated industry from cotton field to readymade
garments in the earlier part of policy development; a backdrop to the import
substitution policies of the early years. This has resulted in an across value
chain presence from cotton field to final product garment. This has made it
the second largest producer of cotton and second largest producer of yarn
in the world. This has made observers focus on the size of the industry and
the milestones it has made despite factors limiting productivity in T & C like
technological obsolescence, fragmented capacities, low scales of operation,
lack of export policy and rigid labor laws (NMCC, 2010).

Post MFA Scenario
India emerged as a major sourcing destination. A number of buyers

opened sourcing offices with the option to increase sourcing from Indian
markets. In 2005-06, a robust growth of 25% or US $ 3.5 billion in value terms
was observed. In 2007- 08 there was a fall in revenue due to a strong
appreciation of the Indian rupee and the general recessionary trends. In
2008-09, there was an increase in value by 29% from 2007-08, which showed
a revival of this sector. Cotton textiles- yarn, fabrics and made-up (mill
made/power loom/handloom) constitute more than two thirds of exports of
all fiber yarns and ready - mades (Chaudhary, 2011). It is seen that after the
MFA phase out textiles exports have grown about 23%, approximately. The
rupee appreciation, economic slowdown in international markets, financial
sector meltdown, increased cost of production because of increasing raw
material costs, high power and input costs have affected profitability of
textiles and garments sector. Government programs and focused activities
have tried to explore new markets and expand trade fair presence as major
markets like the USA, the EU and Japan all went into recession.

Home Textiles Industry
This falls under the preview of the textile industry. A spectacular range of
bedspreads, furnishing fabrics, curtains, rugs, dhurries, carpets, plaice mates,
cushion covers, table covers, linen, kitchen accessories, made ups, coverlets,
spreads, bath linen etc, have created a positioning in the international market.
One of the drawbacks is that statistics on production and total market size
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of home textiles remain uncompiled in India due to the large variety of
products within this category. Majority of the market is still in the
unorganized sector and highly dispersed (Italian Trade Commission, 2009).

Export of Home Textiles
India is among the world’s top three suppliers of home textiles and

made ups. Almost 15% of all textiles and clothing exports from India are
constituted of home textiles and made ups. The growth of home textiles
exports has been lower than for clothing. An annual increase of only 12% or
so was seen in the last recorded year, but this also speaks of the consistency
of exports. Existing market shares worldwide have remained unshaken and
stable even after the MFA and long recession. In fact, an improvement in
volumes is seen after 2010 boosted by rupee depreciation and stabilizing
international markets.

Key Products Exported
The HS code 6302- bed linen, table linen, bathroom linen and kitchen

linen are the main categories exported. For western countries especially
USA and the, EU, bed linen, table linen and towels, drapery, .cushion covers,
kitchen linen, carpets floor coverings, miscellaneous  furnishing items form
a substantial share. Cotton based linens are of high demand in USA and W.
Europe. Indian bedspreads alone make up 3% of global trade share. Hand
woven cotton carpets are also of great demand in handloom (Italian Trade
Commission, 2009).
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Production Infrastructure
The significant feature of the Indian home fabrics industry is that

it is present in the form of regions or clusters. These often have traditional
roots, and consist of specific weaving styles, looms, colour or dye techniques
and have customary motifs or prints. These are not easily replicable from
one region to the next. Instead, the regional specificity is often nurtured or
protected. Some of the key home furnishing regions or clusters are given
below.

Main Clusters of Home Textiles and Made Ups in India

PANIPAT

JAIPUR

MIRZAPUR,

BADOHI

MUMBAI

KARUR,

CANNANORE

(KANNUR)

Source: the Home textile Furnishing Industry in India: Market Research
2009 (Pg.21)
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Kannur- The Home Textile Capital of Kerala
The Kannur home furnishing industry (also called Cannanore in

earlier times) is located in and around Kannur district in the North of Kerala.
It has one of the largest concentrations of looms in Kerala, along with
Kozhikode districts and has a distinctive product range that includes
furnishing oriented hand woven linen for bedrooms, bathrooms and kitchen.
These two districts generate greater than 85% of the total textile exports
from Kerala and is a cluster that is entirely export oriented in its product
range. It has been catering to international tastes from as far back as in the
1950s, when the first exports of bed sheets and body coverings (‘mundu’)
left the country. Kannur handloom furnishings have a history that goes
back to the 1800s, and is interspersed with the independence struggle, the
missionary work of the early Christian movements and the setting up of
handloom weaving factories on the lines of German looms from Mangalore
to Calicut, to provide employment to converts. Handloom exports started in
the early 1950s with the strong entrepreneurial skills of the Kannur handloom
mill owners. It is notable that export happened only from Kannur despite
handlooms, as a cottage industry existing throughout the state. A cluster
that has been surprisingly remote, located in the northern part of Kerala,
and devoid of any real infrastructural investment for several decades. In
spite of this, it continues to be prominent in the home textile industry and
has further extended its product range into higher value added segments.

Global Competitiveness Despite Size
This study draws on research conducted during 2010-11, on the

value chain of manufacturing export firms in the cluster. Structured as mixed
method research, the study used a sequential exploratory design with two
phases. The first phase was case study research of specific firms in the
region, to understand the nature of operations and magnitude of linkages.
The second was a descriptive survey of firms using an interview schedule,
to complement the case study findings. Though firms in the region were
mostly between 5-10 crore turnovers annually, small by any standards,
they were catering to mainstream markets and meeting the specific needs of
these markets within the narrow frameworks of size and activities. They
were able to meet exacting standards of quality, durability, and testing
specifications so crucial for the home textile market and able to do so since
the 1970s, in some cases and the eighties in others. These were systematic,
repeat orders and that too not of generic me-too products, but of very
fashion oriented, seasonal and market/country specific home décor needs,
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that changed every season. This was not by chance but borne by a clear
and distinct ability to provide for those specific needs, and to do so
consistently. The following are a set of industry specific needs and an
examination of how firms delivered to meet these needs.

1. Trend specificity: there was a significant amount of change in home
textile marketing and sourcing. Earlier artwork was produced through the
design team of the buyer office, but now firms in Kannur needed to build
strengths in this. Firms in Kannur now had in-house teams of designers
that were able to create optional designs, which were approved by buyer
after sending samples to them. The supplying firms in developing countries
were taking up increased responsibility. Firms in Kannur took up design
development by maintaining in- house design teams manned by well-
qualified design-trained personnel. Most of the finishing work and packing
for retail showroom done for private labels was being done at the factory
especially packing for the final retailer showrooms.

2. Designers in buyer markets: case studies revealed that more than a few
companies were employing the services of freelance designers to create the
artwork or prepare sample designs and give colour suggestions based on
the market trends. These samples were created in the suppliers factories.
These finished designs were sent to the designers who approached stores
or importers to place orders. Designers in the buyer market gave them a
much better chance of being successful in creating winning designs. They
were also better equipped to come out with a contemporary product range
or collection. It added value to their offering.

3. Regular attendance at international fairs: one of the key strengths of
the region was the ability to cater to new product development through
sample development. It was seen that firms key personnel visited fairs very
year. Every year at least two fairs were visited- the idea was to ensure an
ongoing contact with existing buyers and to meet new potential buyers.
The other benefits was to get new ideas for new products and to meet up
and discuss new product ideas and needs for existing buyers, about product
changes. Suggestions of products etc. in many cases new product
development was fair based and mainly seasonal. The fairs offered regular
meetings with older buyer and regular buyers. They met for a social contact
and to maintain business networks, as well as to increase the personal
touch of these contacts. These buyers usually choose the next season’s
orders from the developed samples that the stall exhibits. At least ten percent
of stall visitors are new or potential buyers. They visit fairs to see new or
different products and new enquiries are made from interested buyers.
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4. Improving the efficiency of operations: Efficiency has been somewhat
improved by changing mix of activities. Low value activities have been
outsourced when it was no longer economical to use within factory. Use of
the home workers in the proximity to do preprocessing activities like winding
and warp development was also done. In house handloom production was
done just sufficiently enough to cover the costs of running the handloom
intensive factory in firms with large handloom infrastructure and focusing
on Kannur based power looms and handloom cooperatives for fabric
production. This practice was seen in all cases studied and survey evidence
also revealed a shared production strategy.

5. Use of improved fabric finishes: one of the necessities in this industry
has been the need for treated fabrics- water resistance, lamination,
smoothening or tendering, fusing fabrics for knead edges and calendaring.
Firms have invested in state of the art finishing equipment. Finishing
activities were improved and equipments for the same installed. The final
product look and feel was so improved, as to command better pricing, and
increase value added.

6. On-site presence of buyer personnel: A majority of buyers for firms from
the region were not recently drawn. They had been doing business for
years together. This meant that their ties moved beyond order fulfillment,
maintenance of standards and delivery schedules to trust based ties. Buyers
trusted their regular supplies to get orders done, in requisite quality levels.
Trust based on personal relationship building, frequent interaction, meetings,
and strong buyer’s involvement, made standards redundant.

7. Ensuring certification/governance norms of buying firms: High quality
was almost a rule as the cases study firm did not cater to mass-market
buyers. Certifications for factories and working conditions were carried out
with certification firms based abroad, and with third party certifiers
commissioned by the buyers. Within firms quality was made the primary
norm by the following activities: Inspection at every stage, mandatory forms
developed at each stage, inspection formats created to the level of post
packing inspection. Allotting merchandisers to deal with separate buyers
so that responsibility is not shifted to and fro, and involving second tier
producers in the certification process.

8. Active Upgrading of products each selling season: Case studies revealed
that product and process upgrading were carried out by most of the firms in
the region. Clear evidence of upgrading can be seen in the range of products
that were being produced by the firm. Every year producers needed to
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exhibit or develop new product ideas. This was not just new in colors or
sizes, but genuinely new to the company. The development of these products
is usually a two way process involving suppliers and designer staff,
proprietor’s personal attention and top management of both links. New
products are developed through back and forth movement of ideas, color
schemes, production methods, results, fine-tuning products and carrying
out finishing variations. Quick sample development was a distinct advantage
that suppliers had. Coming out with new samples and variants in colour,
size and style was done very rapidly in limited times, reducing cost of
customization, and giving producers clear advantages. In many cases
producers also came out with their own product ideas.

9. Handholding or supporting suppliers through executive governance:
executive governance means that firms are guided or directed by their buyers
regarding practices, quality, and new or innovative designs. Executive
governance is seen within the area when organizations like the Textiles
Committee carried out quality awareness classes and drives to promote
specific quality systems like ISO. Lead firms who were value chain
participants or their support personnel exerted executive governance. They
came to the supplier premise to consider new products, new weaves and
marketing ideas. The influence of the final buyer staff on within company
key staff like merchandisers and quality supervisors is high. The executive
governance measures of buying firms are not just to one or two personnel
but are to firm staff at lower levels also. The buyer personnel are able to
convey factors of importance, buyers concerns, work methods, product
requirements etc, as well as understanding supplier concerns. They are
able to consider the needs of second tier manufacturers and the constraints
they work under; the uniqueness of this link is absorbed into the final
product attributes.

10. Inherent strengths of the region: perhaps the single most important
factor that drove the region was the inherent awareness of good quality:
What was in built into the strength of the region was firms’ general
consciousness of good quality. The weaving abilities of the local population
stems from their weaver based roots as well as the systematically learned
techniques over decades of German missionary shop weaving
establishments. It was embedded in their psyche, and was part of the social
linkages and the networks that the region harbored with different levels of
producers, ranging from the larger looms/ factory based, to the home worker,
with his one or two looms and family members carrying out pre-loom
activities. This was not built up overnight through training programs or

Does  Size Really Matter...

221



workshops or through government schemes but was a testimony to their
weaver roots and social networks encompassing the activities within and
around the weaving trade.

11. Mass customization: the nature of buyers- smaller, exclusive, and limited
volume- required a high flexibility in order size. The region specific strengths
were high flexibility in volumes of production. There was high variation in
the meter age requirement by different buyers, but this need was catered to
by using different production sources. An automatic outcome to small
volumes was high variability in orders. The designs and complexity of
weaves varied across orders and buyers. Sometimes only color variations
were woven, but mostly, the patterns were different, across seasons, and
across specialty products ordered as special promotions.

12. Short runs: It is understood that flexible orders and variety will mean
shorter production runs. Firms in the region were able to develop samples
and send them closer to the peak season. The new product development
process was rapid and it enabled them to send product variations closer to
the selling season and in smaller lots. Buyers were happy because the risk of
non-performance in the market could be avoided, if they could source in
shorter lead times with less order sizes, incorporating changes in market
acceptance or changes in final product characteristics. It becomes clear
that supply chain principles of tailored sourcing and postponement of
production closer to the selling season was followed without actively
adopting the practice.

Conclusion
The above discussion may enable us to conclude that in many emerging
markets, size of the industry or turnover of the firm may not determine the
degree of success. For firms in developing country markets it may be possible
to remain small and yet competitive. It may be the possible road ahead on a
scale will require the adoption of a completely different set of skills and
practices, which have to be learnt and applied to be successful. Indian
manufacturing has been traditionally limited by import substitution policies
of the earlier plans, which emphasized small scale and traditional enterprise.
It may take another decade to truly achieve growth through ‘scaling up’,
but till that time, regional strengths and socially embedded trades may well
achieve growth predictions, if utilized and marketed well.
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Purchase  Intentions  for a  Brand

Dr. Mohammad Razi-ur-Rahim

Introduction
Every human being is a consumer of different produces. Mahatma

Gandhi had said, “A consumer is the most important visitor on our premises.
He is not dependent on us. We are dependent on him. He is not an outsider
to our business. He is part of it. We are not doing him a favour by serving
him. He is doing us a favour by giving us an opportunity to do so”. So
consumer is like the blood of our business and also a satisfied customer is
a word of mouth advertisement of product/services. The use of brands is
essentially a phenomenon of the late 19th and early 20th century. The industrial
revolution, with its improvements in manufacturing and communications
opened up the Western world and allowed the mass-marketing of consumer
products. Many of today’s best-known consumer brands date from this
period: Singer Sewing-Machines, Coca-Cola Soft Drinks, Bass Beer, Quaker
Oats, Cook’s Tours, Sunlight Soap, Shredded Wheat Breakfast Cereal, Kodak
Film,  American Express travellers’ checks, Heinz Baked Beans and Prudential
Insurance are just some examples. The introduction of these brands come
early trademark legislation. This allowed the owners of these brands to
protect them in law. The birth of advertising agencies such as J Walter
Thompson and NW Ayer in the late 19th century gave further impetus to the
development of brands. But it is the period since the end of the Second
World War that has seen the real explosion in the use of brands. Propelled
by the collapse of communism, the arrival of the internet and mass
broadcasting systems, and greatly improved transportation and
communications, brands have come to symbolize the convergence of the
world’s economies on the demand-led.

A seller needs to be aware of the relevant objective and need of
consumer and how their objectives might best be served by the products.
Customer satisfaction provides a leading indicator of consumer purchase
intentions and loyalty. Market share can indicate how well a firm is performing
currently; satisfaction is an indicator of how likely it is that the firm’s
customers will make further purchases in the future. Studies indicate that
the ramifications of satisfaction are most strongly realized at the extremes.
When a customer is satisfied with a product, he or she might recommend it
to friends, relatives and colleagues. Willingness to recommend is a key
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metric relating to customer satisfaction. Sometimes purchase intention does
not result in an actual purchase. The marketing organization must facilitate
the consumer to act on their purchase intention.

Consumer behaviour refers to the activities in which people acquire,
consume and dispose products and services (Balackwell et al., 2001). Owing
to the proliferation of brands in the recent decades, there are a growing
number of researches conducted in the field of consumer behaviour. This
research paper is going to investigate the relationship between Age, Sex
and Brand Preference of different brands of soft drinks. Brand serves a
pivotal role for distinguishing goods and services from those of the
competitors (Aaker, 1991; Murphy, 1998). The emergence of brand equity
underlines the importance of brand in marketing tactics and hence provides
useful insights for managers and further research (Keller, 2003).

Brand
A definition of a brand by The American Marketing Association

(AMA) in the 1960’s is “a name, term, sign, symbol, or design, or a
combination of them, intended to identify the goods and services of one
seller or group of sellers and differentiate them from those of competitors”.
Brands typically are made up of name (the word or words used to identify a
company, product, service, or concept), logo (the visual trademark that
identifies the brand), tagline or catchphrase, graphics, the distinctive shapes,
colours, sounds (a unique tune or set of notes), scents, tastes and
movements. Brands that keep their promise attract loyal buyers who will
return to them to regular intervals. Brands can generate high-quality
earnings that can directly affect the overall performance of the business.

Brand is a noticeable name or symbol which can differentiate the
goods and services from the rivals (Keller, 1998). A brand is also composed
of products, packaging, promotion, advertising, as well as its overall
presentation (Murphy, 1998). From the consumers’ perspective, brand is a
guarantor of reliability and quality in consumer products (Roman et al.,
2005). Nowadays, consumers have a wide range of choice to choose from
when they enter a shopping mall. It is found that consumers’ emotions are
one of the major determinants which affect their buying behaviour (Berry,
2000). When deciding products to purchase, consumers would have their
preferences. Successful branding could make consumers aware of the
presence of the brand and hence could increase the chance of buying the
company’s products and services (Doyle, 1986). Successful brands can be
totally different in nature; they share something in common, for instances
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well-priced products and consistent quality (Murphy, 1998). As mentioned
by Levitt (1983), there are four elements for building a successful brand,
namely tangible product, basic brand, augmented brand and potential brand.
Tangible product refers to the commodity which meets the basic needs of
the customers. Basic brand, on the other hand, considers the packaging of
the tangible product so as to attract the attention from the potential
customers. A potential brand is established through customer preference
and loyalty. By doing so, the image of the brand could be well instilled in the
customers’ mind. Consumers use brands as cues to make decisions to
purchase or try products.

Brand Equity
‘Brand equity’ refers to a set of assets and liabilities associated

with a brand, including its name and symbol, which could impose beneficial
or detrimental effects on the values arising from the products or services
(Aaker, 1991; Yasin et al., 2007). The brand equity happens when consumers
are willing to pay more for the same level of quality just because of the
attractiveness of the name attached to the product (Bello and Holbrook,
1995). Poor product quality and customer services could adversely affect
the brand image, giving rise to a reduction in sales volume. Brand is also a
trade-able product with measurable financial value (Murphy, 1998). For the
consumers, brand equity could provide them with information about the
brand which influences their confidence during the purchasing process.
There is a high propensity for consumers with good perception to buy from
the same shop again than those with poor perceptions. Past purchasing
experiences and familiarity with the brand could be attributable to the
perceptions generated from the consumers (Aaker, 1991). As for the firm,
brand equity could also be a source for the firm to generate cash flow.

Besides, brand equity could also allow higher margins through
premium pricing and reduced reliance upon promotional activities (Aaker,
1991). Owing to the positive image, consumer no longer focuses on the
short-term promotion but the brand on the whole. Brand equity is a broad
concept which can be further subdivided into four main areas, namely (i)
brand loyalty, (ii) brand awareness, (iii) perceived quality and (iv) brand
associations (Keller, 1998).

(i) Brand loyalty: It is one of the core components of the brand equity
and also positively and directly affects brand equity (Atilgan et
al., 2005). Under the influence of brand loyalty, consumers continue
to buy the brand, regardless of the superior features, prices and

227



convenience owned by its competitors (Aaker, 1991). Based on
the practice that repeat buying is one of the indicators for brand
loyalty. Having loyal customers is a kind of blessing. Brand loyalty
is regarded as valuable asset under different circumstances. First,
it can help reduce the marketing costs of doing business (Aaker
1991), second, loyalty to a brand can enhance trade leverage, third,
loyal customers could influence the others to purchase the brand
and finally, brand loyalty can help provide ample time for the firm
to response to competitors’ newly launched products. According
to Aaker (1991), it is important to treat the customer with respect in
order to keep them loyal.

(ii) Brand Awareness: It is one of major determinants of brand equity.
It refers to the ability of a potential consumer to recall the
recognized brand, linking the brand with its corresponding product
class (Aaker, 1991). It is important for the potential consumers to
be aware of a product so that it can become one of the purchasing
choices. Brands with higher level of awareness would be more
likely to be purchased (Yasin et al., 2007). This could probably
explain why consumers tend to buy a recognizable brand rather
than an unfamiliar one (Hoyer, 1984; Macdonald and Sharp, 2000).
As mentioned by Keller (1998), brand awareness can be enhanced
through repeat exposure to the brand. In order to achieve brand
awareness, two tasks are to be accomplished, namely increasing
brand name identity and associating it with the product class.
Advertising and celebrity endorsement could be some useful tools
for raising brand awareness. It is found that advertisement attitude
is attributable to the influence on brand attitudes, affecting
consumer’s intention to purchase (Mackenzie et al., 1986; Tasci et
al., 2007). Celebrity endorsement can give rise to source credibility
and source attractiveness.

(iii) Perceived Quality: It is defined as the customer’s perception of
the overall quality or superiority of a product or service (Yasin,
2007). It is a kind intangible, overall feeling towards a brand, it is
subjective in nature and hence the knowledge of actual detailed
product specifications could have little correlation with the
perceived quality. Perceived quality of a brand could help generate
values by providing a pivotal reason-to-buy, differentiating the
position of a brand, charging premium price, motivating channel
members to perform well and also introducing extensions into new
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brand categories (Aaker, 1991). It is found that perceived quality is
of utmost importance in determining brand loyalty as well as repeat
purchase (Delong et al., 2004). Perceived quality is determined by
a number of factors. Perceived quality can further be classified
into product quality and service quality. Regarding product quality,
there are seven dimensions which affect the consumers’
perception, namely performance, features, conformance with
specifications, reliability, durability, serviceability as well as fit and
finish. Service quality, on the other hand, is judged by its
corresponding tangibles, reliability, competence, responsiveness
and empathy (Aaker, 1991). The country-of-origin of a product is
found to affect its perceived quality (Khanchaturian and
Morganosky, 1990) and also the perceptions towards the purchased
value (Ahmed and d’Astou, 1993). Consumers could have their
preferences for products made from one county over another
(Papadopoulos et al., 1990). Price is one of the important cues to
evaluate perceived quality (Aaker, 1991). It is found that price is
more relevant in judging the perceived quality of a product given
that a person lacks the ability to evaluate the quality of a product.

(iv) Brand Association: It is defined as the specific linkage between
the memory and the brand (Aaker, 1991). Keller (1998) and Yasin et
al., (2007) further note that equity of a brand is largely supported
by consumers’ associations towards the brand, which contribute
to a specific brand image. Brand association is such a complicated
concept that connects to one another, consisting of multiple ideas,
episodes, examples, and facts that create a brand knowledge
network (Yoo et al., 2000). In addition to the tangible products, the
intangible qualities, for instances innovativeness and
distinctiveness are also taken into account as brand associations.
Keller (1993, 1998) divides brand associations into three categories,
namely attributes, benefits and attitudes. Attributes refer to the
specific characteristics a product has. Attributes can be further
categorized into product-related attributes as well as non-product
related attributes. For product-related attributes, the overall
features of the product or service are concerned. As for non-
product related attributes, price information, packaging, user
imagery as well as imagery are to be considered. Benefits are another
category in brand associations. They can be classified into
functional, experimental and symbolic. Function benefits signify
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the physical or basic advantages a brand may have. For
experimental benefits, they are related to consumers’ emotional
feelings. Symbolic benefits, on the other hand, refer to the signal
effect that a brand may impose on the consumers. Signal effect is
determined by the image of consumers and also the personality of
the brand. Finally, attitudes are regarded as the consumers’ overall
assessments towards a brand. They incorporate summary
evaluations of information which represent how consumers feel in
a long run, lying in a continuum form positive to negative (Gabbott
and Hogg, 1998). Different brands have different associations to
their prospective customers.

Such kind of associations can provide bases for them to make
purchase decisions and even become loyal to the brand.
Associations help the customers to process or retrieve information
(Keller, 1998). Associations can also be used to trigger the
customers to recall their past experiences, making the customers
remember the brand by heart. Brand association can differentiate
one brand from another. Brand association may include some
product attributes or consumer benefits which encourage the
consumers to purchase the brand. Once brand association is
constructed in a meaningful way, a vivid brand image is established.
Brand image possibly affects how consumers perceive the brand
and hence their purchasing behaviour. Specific brand image
attached on a product may differentiate itself from the others.

Intent to purchase is a kind of decision where it is studied that
why a customer purchases a brand in particular. Constructs like
considering something purchasing a brand and anticipating to
purchase a brand aids to scope the intentions of purchasing (Porter,
1974). Sproles and Kendall (1986), a consumer’s decision making
style is “a mental orientation characterizing a consumer’s approach
to making choices”.

The Problem Statement
This is a bivariate problem. The basic intention of the problem is to
understand the relationship between AGE, SEX and BRAND PREFERENCE
of different brand of soft drinks
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Research Questions
RQ1:To understand the relationship between Age and Brand

Preference

RQ2: To understand the relationship between Sex and Brand
Preference

RQ3: To measure the error reduction in predicting brand preference (if
any), where age of respondent is known.

RQ4: To measure the error reduction in predicting brand preference (if
any), where sex of respondent is known.

Research Hypotheses
Based on extant literature and objectives of the study, hypotheses

were framed. Chi-square test was used for testing the hypotheses.

H01: There is no significant relationship between Age and Brand
Preference

H02: There is no significant relationship between Sex and Brand
Preference

The decision to choose a survey method may be based on a
number of factors which include sampling, type of population, question
form, question content, response rate, costs and duration of data collection
(Aaker, Kumar and Day 2002). Owing to the nature of the study it was
decided, to personally administer the structured research instrument
developed for the study. The language used in the questionnaire is English.
However, it can be very time consuming if a wide geographic region is
involved. Two types of measurement scales were used in this research:
nominal and interval. Nominal scales were used for identification purposes
because they have no numeric value. Interval scales were used to measure
the subjective characteristics of respondents. The questions were designed
to be short, simple and comprehensible. Care was taken to avoid ambiguous.

Two types of response format were chosen: dichotomous close-
ended and labeled scales. In order to obtain information pertaining to
respondents’ demographics a dichotomous close-ended question format
was used. In addition, so as to obtain respondent’s perception towards
purchase intention of brand, labeled scale response format was used. The
questionnaire began with less complex and less sensitive questions and
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progressed to opinion-sought questions. The target population of this study
was defined as the regular customer of the soft drinks at the time survey
was conducted. The simple random sampling process was adopted for this
research. Based on this subset, attempt has been made to infer regarding
the characteristics of the entire population (Hayes, 1998). The required
sample depends on factors such as the proposed data analysis techniques,
financial support and access to sampling frame (Malhotra, 2007). In all one
hundred and two retail stores were randomly approached. Of these ninety
eight agreed to participate in the study. During editing phase of the
questionnaires, it was observed that eight of the responses were incomplete
in various respects and thus had to be discarded. This resulted in a total of
ninety responses. To meet the objective of the study, the inferential analysis
was performed. Inferential analysis refers to the cause-effect relationships
between variables. Inferential statistics used for this research. Chi-square
test is conducted. The data were analyzed using MS-Excel 2000 spreadsheet
program; SPSS 20.0 statistical analysis software is used.

Limitations of the Study

Although efforts were made to carry on a research that was
theoretically and empirically sound, the study suffers from several
limitations:

1. This study is restricted only to the Malappuram district in Kerala
(India). So, the results may not be applicable to other areas.

2. This study is based on the prevailing circumstances but the
customer’s satisfaction may change according to time, fashion,
technology, development, etc.

3. As per the population of the study is huge; the researcher has
taken only small sample respondents from all service providers.

This study had a number of constraints, the researcher was
successfully conducted. This success may be attributed to the development
and application of a robust and flexible research design supported by valid
and reliable research instrument that enabled the researcher to minimize the
effects of aforementioned limitations.
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Analysis and Findings

In a Chi-square test, for a 90 percent confidence level, if the significance
level is greater than or equal to 0.1, it signifies that there is no association
between the two variables in the cross-tabulation and if significance level is
less than 0.1, then it signifies that there is a significant relationship between
the selected variables.

The data was mainly constructed to find the relationship between the
dependent and independent variable. Age and Sex was taken as independent
variable and choice of a drink as dependent variable. Six brands of soft
drinks were considered as the different choices for respondent. The age
group was coded into six categories as 1 to 6 and  sex was coded into two
categories (males and females) as 1 and 2, the brand of soft drink were
coded into six categories and the coding is as follows:

Table 1.1: Showing the Codes for Independent and Dependent Variable

Independent Variable Dependent Variable

Age Code Sex Code DifferentBrands Code

˂ 16 1 Male 1 Coke 1

16-25 2 Female 2 Pepsi 2

26-35 3 Seven Up 3

36-45 4 Sprite 4

46-55 5 Maaza 5

>55 6

Chi-square test has been used to cross tabulation and to
understand the relationship between the independent and dependent
variable. Calculation of contingency coefficient and the lambda asymmetric
coefficient is done to find the strength of the association between the two
variables. Sample size is taken as 110. Analysis of cross-tabulation is done
and SPSS software package for the cross-tabulation is run.
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Table 1.2: Showing Cross Tabulation for Soft Drink and Age

Drink Preference Age Total

˂ 16 16-25 26-35 36-45 46-55 >55

Coke 7 11 6 4 3 2 33

Maaza 0 1 7 2 3 1 14

Pepsi 4 6 2 1 0 2 15

Seven Up 4 4 2 1 1 1 13

Sprite 1 8 3 2 1 0 15

Total 30 20 10 8 16 6 90

From the table 1.3, the Chi-square test read a significance level of
0.0285 at 90 percent confidence level. For 90 per cent, significance level is
0.1, that is, (1 – 0.9), so the above result shows that at 0.0285 (which is less
than 0.1), there is a significant relationship between the two variables. At 95
per cent confidence level, significance level being 0.05, and the value 0.0285
is still less than 0.05, there is relationship between the variables that is age
and preference of soft drink.

Table 1.3: Showing Chi-Square Test for Age and Brand Preference

Chi-Square Value Df Significance

Pearson ð2 23.087a 20 0.0285

Likelihood Ratio 26.968 20 0.0136

Fisher’s Exact Test 22.109

a. 25 cells (83.3%) have expected count less than 5. The minimum
expected count is .87.

b. Based on 10000 sampled tables with starting seed 92208573.

The contingency coefficient value is less than +0.5 then the
variables are less strongly associated. In this case Age and Soft Drink
preference are less strongly associated (Table 1.4). In this case the
contingency coefficient value being 0.452, which is less than 0.5, hence the
variables are weekly associated.
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The asymmetric lambda value (with Soft Drink Dependent) is 0.018,
which means that 1.8% of error is reduced in predicting brand preference
when age is known. From the above results it is concluded that there is a
significant relationship between AGE (independent variable) and BRAND
PREFERENCE (dependent variable), of the respondents. Thus we conclude
that the age of the respondent plays an important role in the purchasing
intentions of a particular brand of soft drink.

Table 1.4: Showing Directional Measure between Age and Soft Drink
Preference

Value Asymp

Std.

Error
a

Approx T
b

Significance

Contingency Coefficient 0.452 0.0285

Lambda:

Symmetric

Soft Drink Dependent

Age Dependent

0.060

0.018

0.100

0.049

0.063

0.045

1.193

0.277

2.176

0.0233

0.0781

0.0030

Goodman and Kruskal Tau

Soft Drink Dependent

Age Dependent

0.055

0.064

0.021

0.024

0.0490
c

0.0098
c

a. Not assuming the null hypothesis

b. Using the asymptotic standard error assuming the null hypothesis

c. Cannot be computed because the asymptotic standard error equals
zero

d. Based on chi-square approximation

e. Based on 10000 sampled tables with starting 92208573
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Table 1.5: Showing Cross Tabulation for Soft Drink and Sex

Soft Drink Sex

M F

Total

Coke 16 17 33

Maaza 8 6 14

Pepsi 5 10 15

Seven Up 5 8 13

Sprite 10 5 15

Total 44 46 90

From the table 1.6, the Chi-square test read a significance level of
0.0367 at 90 percent confidence level. For 90 per cent, significance level is
0.1, that is, (1 – 0.9), so the above result shows that at 0.0367 (which is less
than 0.1), there is a significant relationship between the two variables. At 95
per cent confidence level, significance level being 0.05, and the value 0.0367
is still less than 0.05, there is relationship between the variables that is sex
and preference of soft drink.

Table 1.6: Showing Chi-Square Test for Sex and Brand Preference

Chi-Square Value Df Significance

Pearson ϰ
2

4.299
a

4 0.0367

Likelihood Ratio 4.369 4 0.0358

Fisher’s Exact Test 4.225

The contingency coefficient value is less than +0.5 then the
variables are less strongly associated. In this case Sex and Soft Drink
preference are less strongly associated (Table 1.7). In this case the
contingency coefficient value being 0.249, which is less than 0.5, hence the
variables are weekly associated.

The asymmetric lambda value (with Soft Drink Dependent) is 0.000,
which means that 0.0% of error is reduced in predicting brand preference
when age is known. From the below given results it is concluded that there
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is a significant relationship between SEX (independent variable) and BRAND
PREFERENCE (dependent variable), of the respondents. Thus we conclude
that the sex of the respondent plays an important role in the purchasing
intentions of a particular brand of soft drink.

Table 1.7: Showing Directional Measure between Sex and Soft Drink
Preference

Value Asymp

Std.

Error
a

Approx T
b

Significance

Contingency Coefficient 0.249 0.0383

Lambda:

Symmetric

Soft Drink Dependent

Age Dependent

0.069

0.000

0.159

0.051

0.000

0.112

1.312

c

1.312

0.0189

c

0.0189

Goodman and Kruskal Tau

Soft Drink Dependent

Age Dependent

0.010

0.048

0.010

0.044

0.0460
d

0.0373
d

a. Not assuming the null hypothesis

b. Using the asymptotic standard error assuming the null hypothesis

c. Cannot be computed because the asymptotic standard error equals
zero

d. Based on chi-square approximation

e. Based on 10000 sampled tables with starting 92208573

Conclusions
It is concluded that there is a strong relationship between Age and Brand
Preference. And it is also concluded that Sex and Brand Preference has
strong relationship. The customers of different age groups have different
preferences. It is observed that customers of less age group are more
interested and brand loyal to particular tastes. Even the sex of the customers
has strong preference for particular tastes.

Purchase Intentions for a Brand
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Future Research
Future research can be done on the following areas:

(1) For a particular age group the brand preferences can be explored

(2) For a particular age group the tastes of different soft drink can be
explored.

(3) For a particular sex group the brand preference and tastes can also
be explored.

(4) This research can be repeated in other geographical areas.
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Trade  Shows - A  Multidimensional  Tool  for
SMEs

Shobha Menon

Introduction
Small and medium enterprises (SMEs) are the backbone of the

nation’s economy. They constitute the major portion of the industrial base
and also contribute significantly to the nations’ exports as well as to a
nation’s Gross Domestic Product (GDP) or Gross National Product (GNP).
The SMEs, as they are popularly known, thus play a vital role in the industrial
development of any country. The SME sector is also well recognized the
world over for its significant contribution in fulfilling various socio-economic
objectives, such as higher growth of employment, output, promotion of
exports and fostering entrepreneurship. As per the Europe –India SME
Business Council Report (2010), the SME sector of India is contributing to
45% of the industrial output, 40% of India’s exports, employing 60 million
people, creating 1.3 million jobs every year and produce more than 8000
quality products for the Indian and international markets. With approximately
30 million SMEs in India, 12 million people expected to join the workforce in
next 3 years, the sector is growing at a rate of 8% per year.

The definitions of ‘small’ and ‘medium’ sized enterprises differ
from one country to another. SMEs have been defined against various
criteria such as the number of workers employed, volume of output or sales,
value of assets employed, and the use of energy. Organization for Economic
Cooperation and Development (OECD) defines establishments with up to
19 employees as ‘very small’, between 20 and 99 employees as ‘small, from
100 to 499 employees as medium and over 500 employees as large enterprises.
In India, RBI has defined SME as a small scale industrial unit as an
undertaking in which investment in plant and machinery does not exceed
Rs 1 crore except in respect of certain specified items. Units with investment
in plant and machinery in excess of SSI limit and up to Rs 10 crore are treated
as medium enterprises (ME).

The arguments advanced in favor of SMEs in general (Armstrong
and Taylor 1993) are ability to create new jobs at a time when major
corporations are downsizing; improvements to industrial relations and
working environment; diversified and flexible industrial base; stimulating
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competition, leading to an energetic enterprise culture; and ability to
stimulate innovation. Examining Indonesia, Dahles (1998) notes that tourism
SMEs fulfills a dual role - on the one hand of being an innovative and
enterprising force in the local economy and on the other a reservoir of
hidden unemployment (people creating their own work). In this respect,
developing countries are not too different from mature economies, where it
is observed that small business start-ups accelerate during a recession
(Armstrong and Taylor 1993; Storey 1994).

SMEs in Tourism
Travel and tourism is one of the largest industries in the world,

supporting more than 258 million jobs worldwide and generating some 9.1%
in global Gross Domestic product, according to the World Travel &Tourism
Council. A basic characteristic of tourism the world over is the fragmented
nature of the business units that, when pieced together from the total
destination offer as perceived by the consumer. At one level there is
competition, and at another, cooperation. Small and medium-sized enterprises
(SMEs) in tourism are fundamental for visitor satisfaction at destinations; it
is the small business that often imparts much of the individuality of
experience and unique sense of place to the visitor. Indeed, some types of
tourism product, such as rural tourism or alternative tourism, are primarily
SME-based.

Typically, unlike other industries, the SME itself may not be the
main attraction, but rather a component of an overall destination offer with
pulling power. There is no universally accepted definition of what constitutes
an SME (Department of Trade and Industry, 1999), but number of employees
emerged as a popular criterion. The revised European Union definition and
the United Kingdom Department of Trade and Industry both refer to ‘small’
enterprises as employing fewer than 50 people and ‘medium’ enterprises as
employing between 50 and 249 people (Department for Trade and Industry,
1999). An additional category of ‘micro’ business was defined as employing
fewer than 10 people. As a conceptual definition, Morrison (1996: 400)
described a ‘small tourism businesses as one being financed by one
individual or a small group and is directly managed by its owner(s), in a
personalized manner and not through the medium of a formalized
management structure. Figures taken from the European Commission’s
Directorate General (DG) XXIII’s European Observatory for SMEs in 1997,
the British Hospitality, Trends and Statistics in 1997, and independent
research commissioned by the Wales Tourist Board presented at a DGXXIII
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and Welsh Office conference, indicated that European tourism was very
much reliant on the performance of SMEs, as over 99% of known tourism
businesses employed fewer than 250 people, with over 92% qualifying as
micro-operators (Middleton, 1998). Using a different definition of ‘small’ a
turnover of less than £250,000, the  UK Department for Culture, Media and
Sport (1999) identified 125,000 businesses in the United Kingdom tourism
industry, of which 80% were categorized as ‘small’. Superficially, tourism is
an attractive sector for developing an SME. Barriers to entry are low, the
product does not appear technically demanding, and the business
apparently supports lifestyle choice (Cooper et al., 1998; Morrison, 1996).
The situation in India is no different. There are no official statistics on the
number of SMEs in the tourism sector in India but even a cursory look at the
list of tourism players show that majority are SMEs.

Challenges Facing SMEs
In their review, Harrison and Leitch (1996) record the number of US

firms failing within five years as 50%, while in the United Kingdom 36% of
all businesses registered for value added tax fail within three years of
registration. They also refer to a study of London firms, where barely half of
SMEs under 10 years old were likely to survive the next decade. This evidence
tends to confirm the “rule of thumb” of local retail bank managers, that
about one-third of SMEs are successful, one-third are surviving in a struggle
that could go either way, and the remaining third should not be in business
in the first place. In practice, SMEs struggle with limited financial resources
and management expertise, a high debt/equity ratio, scant opportunity for
economies of scale, and marked seasonality and other demand patterns
that further compound the cash flow problem. (Cooper et al., 1998; Friel,
1998; Waterworth, 1987). Financial constraints lean towards a low-cost
marketing option (Weinrauch et al., 1991) and, lacking the specialist expertise,
marketing gravitates towards an ‘intuitive’ approach with an emphasis on
short-term marketing operations (Carson, 1990). As a consequence, small
businesses may not demonstrate a strategic approach to marketing
(Weinrauch et al., 1991). Lancaster and Waddelow (1998) challenged the
general perception of SMEs being quick to respond to changes in the
marketplace; their research indicated a lack of flexibility matching a preference
for the trusted formula on which the business was originally conceived.

Further weaknesses in SME management included a tendency
towards product- orientation, a ‘doing’ rather than a ‘thinking’ culture, and
a habit of valuing staff according to effort, in terms of long hours and
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loyalty, as opposed to performance in terms of ability and effectiveness
(Lancaster & Waddelow, 1998). Typical characteristics of SMEs, as identified
by the UK Government’s Bolton Committee, (reporting in 1971 on a perceived
decline in the role of small firms), include a limited market share reflected in
the size of operations, ownership and management by the same individual
or small group of individuals, legal independence, little influence on prices
in the marketplace, and a personalized management style (Bolton, 1971;
Carson et al., 1995; Storey &Johnson, 1987; Thomas, 1998).

There are a number of weaknesses occurring in tourism SMEs that
can constitute barriers to successful tourism development of an economy.

Supply dominated by family businesses – This results in negligible market
power to influence purchases and sales and low quality of management
expertise  that exacerbate the difficult business climate in respect of securing
finance and penetrating the market.

 Limited business skills - Tourism SMEs often have severe limitations in
respect of marketing, delivering quality, price policy, and cost control and
re-adjustment ability. The high exit or marginal survival levels in the tourism
sector is an indication of the magnitude of the problem. They act as are
‘price-takers’ in the manner of the perfectly competitive economic model
because they are unaware of market trends. They behave in a cost orientated
manner in what is a market-orientated industry (Kotas and Wanhill, 1981).
Their ability to track the market is limited to their weekly booking patterns
and year-on-year sales. When the market falls they do not have a pro-active
stance, unlike the larger operators who are able to get back into the market
place with improved product offers. They resort to cost cutting, particularly
staff hours, with owners and family labour putting in more time to make up
the difference. Marketing decisions are simplistic, informal, loose,
unstructured, spontaneous, reactive and haphazard because of a lack of
marketing background.

Shortage of finance - Tourism SMEs do not engender confidence in lenders.
Tourism SMEs  are saddled with high cost  finance from the  banking sector
which lay stress on financial performance, which may demand a level of
commitment that owner managers with lifestyle goals are unwilling to provide.
In part evidence of this, Storey (1994) notes that most SMEs tend to remain
small, implying that growth is the exception and not the rule.

Tendency to ‘free ride’-The ‘free rider’ issue is endemic in tourism because
the product is produced by different economic agents, with completely
different functions, resources and knowledge base. All produce a part of
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the whole, but profit is distributed by the consumption process, which is
divided unevenly between producers. The private tourism sector capitalizes
on the  public ‘commons’ or merit goods by selling a package that they have
only partly produced and thereby reaping the economic rent for themselves.
This partly explains the low costs of entry into this industry.

Low level of market intelligence - Wood (2001) observes that marketing
information systems used within SMEs are largely confined to internal data
that are supplemented by small scale customer surveys and informal
investigations about local competitors. External data tend to be drawn from
personal contacts and episodic monitoring of a miscellany of sources such
as trade associations and magazines. Information technology is not greatly
used to aid information gathering, analysis and management.

What are Trade Shows?
In business - to- business markets, trade fairs are an important

means of communication between sellers and buyers. Trade fairs bring
manufacturers, suppliers, and distributors from a particular industry or
related industries to a single location to exhibit products and services and
to provide information to potential buyers. (American Marketing
Association).Trade fairs are not usually open to the public except on the
last day. Trade fair activities include a combination of communication
instruments, ranging from advertising and public relations to direct selling.

Trade shows rank second behind only personal selling in
influencing buying decisions of industrial purchases. It has been reported
by Trade Show Bureau that the cost per visitor is one-third of a personal
sales call. It takes approximately 0.8 sales calls on average to close a sale
initiated by a trade show lead while most estimates place the number required
by a field salesperson to be five. The differential is about 3.5:1, in favour of
trade shows. (Herbig, O’Hara, Palumbo, 1998). The study noted that the
advantages of using a trade show include: a message delivered to a large
number of qualified people (86% of all show attendees represent a buying
influence, are interested in a specific exhibited product or service and have
not been called on lately by a sales representative); introduction of new
products to a large number of people; uncovering potential customers;
enhancing goodwill; and gaining free company publicity. The study also
lists other advantages as identifying prospects, servicing current accounts,
introducing products, improving corporate image, gathering competitor
information and selling. Trade shows significantly influence the need
recognition and vendor evaluation stages in the industrial buying process.
Trade shows however have the disadvantage of being expensive.

Trade Shows-A Multidimensional...
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Conventions and trade shows accounted for nearly half of the $
263 billion in direct spending on business meetings in the US during 2009.
The trade show sector alone generated more than $ 33.7 billion in direct
spending. Trade show spending will reach $ 15.63 billion by 2014, based on
a CAGR of 4.2%. Overall spending in 2014 will rise approximately 4% over
last year’s level as the world economy picks up steam. It is reported that 85
% of exhibitors regard taking part in trade fairs as important or very important,
whereas five years ago the figure was 79 %. AUMA Chairman Boekstegers
states: For companies exhibiting at trade fairs, this is not something they do
on the side. They are highly committed and their confidence in this marketing
instrument has even increased. The last recession in 2009 and the vast
increase in the number of online media have clearly not undermined the
importance of trade fairs. Field work or direct sales calls the second most
important medium for face-to-face meetings actually lost ground over the
same period. Currently, 76 % regard it as important or very important, nearly
10 % less than the percentage in favour of trade fairs. US companies invest
14% of marketing communications budget in attending trade shows,
European companies approx. 20%. In 2000 and 2001, it was estimated that
there would be approx. 4800 trade shows held with 112 million exhibitors
and 1.5 million attendees for business purposes. In China, the trade show
industry injected net 0.044% of GDP into China’s economy. All this
underscores the growing importance of trade shows.

Trade shows traditionally are classified as vertical or horizontal on
the basis of their market coverage. The former have a fairly narrow focus
and attract a specific type of visitor   (e.g.  Trade fair on the mining industry).
Horizontal shows feature a variety of products and hence attract a much
wider audience, therefore, less focused.

Uniqueness of Travel Trade Shows
The experience and credence qualities together with the underlying

service characteristics signify the importance of travel trade, both for visitors
and exhibitors. There are multiple layers of markets and business
relationships involved in the context of travel trade fairs. The representatives
at the travel trade fairs have to very informed, experienced and qualified
.The travel trade exhibitors must exhibit consistency in the delivery of quality
,image and be able to manage fluctuating demands with full price authority
and design and package (bundling) services as per the retailers request in
real time. Thirdly, the simultaneity and inseparability of production and
consumption of trade shows mandates top managers to exhibit ownership

246

MARKETING DYNAMICS IN EMERGING MARKETS



and decision making power. All these features of travel trades highlight the
distinctive nature and complexity of services marketing (Yuksel, Voola, 2010).
Due to these reasons, Rittichainuwat and Mair (2011) also state that the
trade show budget was ranked as one of the top three highest marketing
budget allocations among tourism firms.

Multidimensional Role of Trade Shows
Trade shows have multiple roles. However, here we confine

ourselves to highlighting those aspects of trade shows which are of special
relevance to SMEs. Various studies have highlighted the multidimensionality
of trade shows. Bonoma (1991) was one of the earliest writers who identified
the different dimensions of trade shows. He identified basically two-selling
and non- selling.

Tafesse and Korneliussen (2006), in their study, based on empirical
findings in Ethiopia, showed that trade show performance, in an emerging
market context, is multidimensional. They identified four major dimensions
of trade shows. Kare Hansen (2004) has evolved a measure of Trade show
performance that includes five different dimensions. Based on the literature
survey, six different dimensions have been identified:

MULTIDIMENSIONALITY OF TRADE SHOWS

TS Performance

Sales-related Competitive Relationship Image Market International-
Activities Intelligence Building Building Scanning isation

Competitive Intelligence Dimension
This dimension includes collecting information about competitors’

products, exchange information with competitors, evaluate displayed
products by competitors and benchmark competitive position. The study
(Tafesse and Korneliussen, 2006) defined competitive intelligence as a
systematic, targeted, timely and ethical effort to analyze competitors in

Trade Shows-A Multidimensional...
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order to produce actionable insights for decision making. Particularly,
Sharland and Balogh (1996) note that by drawing together competing firms
at one place for a short time, trade shows present participants a potential
gold mine of low cost access to competitive information. This suggests that
exhibitors utilize trade shows as a means to collect competitive information.

Market-scanning Dimension
This dimension includes gathering information on new product ideas,
exploring market opportunities in new regions /segments introduce new
products at the show and explore export opportunities. These items are
possibly associated with the concept of market-scanning. Tafesse and
Korneliussen’s study, view market scanning, within the context of
environmental scanning, as the process of seeking and collecting information
about suppliers, buyers, competitors and technological trends. For Olsen
and Sallis (2006), market scanning involves generating tactical market
information pertinent to short term customer needs and strategic market
information related to potential markets and products pertinent to the long
term strategic focus of the firm. Gathering information on new product ideas
gives information about new product technologies which subsequently
underpins research and development efforts (Bello and Barczak, 1990). The
study explains that by introducing new products at the show the firms can
learn about customers’ reaction to new products and can gauge the
commercial potency of new products. Hansen (1999) noted that information
exchange at trade shows helps companies choose better trading partners,
reduces legal and contracting costs, and helps to decide which parts of the
business can be spun-off or kept in-house.

The Image-building Dimension
Tafesse and Korneliussen’s study identifies getting publicity in the media,
meeting key decision makers and demonstrating company capability to
customers. The study has classified meeting key decision makers as an
image building activity as there is  tendency among emerging market
exhibitors to consider establishing contacts with decision makers (often
government officials and policy makers) as more of an image building rather
than a selling activity. This has been explained as a precautionary step for
facing future bureaucratic hurdles, which are common in emerging
economies. Hansen (1999) noted that the conceptual domain of the image-
building dimension includes all activities related to building corporate image
and reputation at the trade show. International trade shows are large industry
gatherings where one of the primary objectives for exhibiting is to create
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product interest and awareness. Barczyk et al. (1989) identified three
important image-building motives for exhibiting at trade shows.

a. A firm’s need to exhibit because of its competitors’ participation in
the trade show

b. Customers’ expectation of a firm’s participation and the possibility
that they might interpret the firm’s failure to appear as a sign of
trouble

c. A firm’s use of trade shows as a vehicle to create or solidify an
image to participants in the market place

Relationship Building Dimension
Building new relationships and strengthening existing relationships

is one of the basic advantages of participation in a trade show. This is of
great importance when the cultural and special distances between the firm
and the customers are very high. This characterises especially the buyers
and sellers at international trade shows. Many booths at European
international trade shows have their own conference rooms and lounges,
and drinks and snacks are often served to visitors (Tesar, 1988), which
encourage visitors to spend significant amount of time in the booths they
visits, thus lengthening interactions (Rice, 1992). Smith (1998) found in a
case study that trade show attendees indicated a high degree of success in
building relationships at the show. The other important aspects of this
dimension is the opportunity to meet key decision makers who are otherwise
inaccessible (Shust, 1981; Witt and Rao, 1989), and accomplishing personal
contact with customers (Lilien, 1983; Morris, 1988).

The Sales Dimension
This dimension includes generating sales at the show and develops

and maintains relationship with customers. The first item, generating sales
at the show, represents exhibitors’ efforts to generate revenue using the
trade show as a selling occasion. (Bonoma, 1983; Tanner, 2002).

The conceptual domain of sales-related dimension includes all
activities related to on-site sales and sales immediately after the trade show.
In the early models of trade show performance, assessment of sales related
activities are very conspicuous. Carman (1968) and Bonoma (1983) focused
on direct selling and introduction of new products as activities of importance
at trade shows. Cavanaugh (1976) listed several sales- related activities.
Kerin and Cron (1987) identified selling activities, such as introduction of

Trade Shows-A Multidimensional...
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new products, selling at the show, and new product testing, all of which
reflect the selling dimension.

The Internationalization Dimension
Various studies have stressed that trade shows are also an

important quick way for firms to gather information about export markets
and the procedures and other information relating to the export process.
Through trade shows, representatives of companies which are export-ready
can gain customers, disseminate information, identify prospects, gather
intelligence, and reinforce firm’s employee morale (Bonoma, 1983; Seringhaus
& Rosson, 1991). Some previous work found a positive relationship between
export promotion programs of the government and firm’s performance. The
study by Wilkinson and Brouthers (2006) found that greater use of trade
shows and programs that identified agents and distributors was associated
with firms reporting higher export performance satisfaction. The findings
suggest that SME firms using trade shows sponsored by state governments
are also likely to have positive export performance outcomes.

As per the survey conducted by ITB in 2013, the biggest tourism
trade show in the world, held in Berlin in March every year, 87.4 % of the
exhibiting companies expect positive follow up business after the fair in
2011. New contacts to the tourism industry were achieved 76.1 % of the
exhibitors. 82.6% of the exhibitors rated the resulting business performance
of their participation as clearly favourable. This shows the increasing
importance of trade shows in the industry and the multifaceted nature of
the trade shows.

Methodology
The well known travel trade shows in India are Kerala Travel Mart,

Travel Trade Fair, India International Travel Mart (IITM) etc .To assess the
multi dimensionality of trade shows, a survey was conducted among
exhibitors who exhibited in KTM 2012 from Sept 28 to 30, 2012 during the 7th

edition of the Kerala Travel Mart (KTM), Cochin, the first destination specific
tourism trade show in India. KTM 2012 had 312 exhibitors and 1198 visitors,
both domestic and international.

A questionnaire was designed by the researcher based on existing
literature. The respondents were asked to rate a list of objectives which
were measured on a 5 point scale, ranking from “1 = strongly disagree” to “5
= strongly agree”. The selection of the questions were compiled, based on
a review of the relevant empirical and conceptual studies, and, in particular
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Kozak (2005),  Kijewski et al (1993), Rice (1992), Rosson and Seringhaus
(1989,1991,1996), Hansen(1996), Blythe (1999) and Yuksel and Voola (2010).
The main objectives of the questionnaires were to document objectives
and describe the trade fair behavior of tourism exhibitors in Kerala.

Questions about general behavior related to the frequency of
exhibiting in KTM, and other major domestic and international shows of the
tourism industry. There was also a section at the end of the research
instruments seeking information about the firm’s primary business (hotel/
resort, tour operator, houseboat operator etc.), the size of the firm in terms
of employee strength, nature of ownership of the firm and the respondent’s
position in the company.

The sampling population of the study consisted of the exhibitors
who participated in the Kerala Travel Mart 2012.  Using the drop-off method,
common for survey research in trade shows, the questionnaires were
distributed to the exhibitors, at every alternate stand (systematic sampling)
at the beginning of the show and then collected prior to the end of the
show. Fifty seven usable responses were obtained, providing a response
rate of 37 % which is a good rate for a survey of this kind.

Kaiser –Meyer- Olkin (KMO) measure was calculated to check the
adequacy of the sample size. A value of 0.756 was obtained which is
considered good. To check the reliability of the scale, Cronbach alpha is
calculated which 0.877, which is a good value of overall reliability.

Profile of the exhibitors:
Data on exhibitors was analyzed using SPSS s/w. Hotels/Resorts

had the highest percentage of exhibitors (53 %) and the highest percentage
of the survey respondents (59.6%).  25 % of the exhibitors and 28.1% of the
survey respondents were tour operators. However, in the other categories,
the percentage of survey respondents was less than the percentage of
exhibitors in that category. Survey respondents among Ayurveda specialists
were 3.5% (against 5.4% of the exhibitors), Home stays 3.5% (against 7%)
and miscellaneous (like hospitals, consultants, media etc.) were 1.8% (against
6%).

The size of the firm has been calculated based on the employee
strength. It was found that   23 % of the firms have employee strength of 11
to 30 employees (medium sized firms), 12.5% have 31 to 50 employees (fairly
large).   12.5% were small players with employee strength of less than 10%.
Thus almost 35% of the firms were SMEs.

Trade Shows-A Multidimensional...
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Findings
Giving information about products and services, and developing

and maintaining relationships and maintaining company image and goodwill
are the most important objectives. Increasing morale is the least important
objective to attend KTM.

A factor analysis with varimax rotation was performed to identify
the underlying dimensions of the exhibition goals. The factor loadings along
with variance explained, are summarized in Table 1 below. For this sample of
exhibitors to KTM 2012, there are six underlying dimensions i.e. Competitive
Business Activities, Business development .market intelligence, trade show
related, maintaining market presence and relationships. The dimensions
revealed are quite similar to the dimensions detailed above viz. sales,
competitive intelligence, relationship building, image and market scanning.

Managerial Implications for SMES
Tourism is seen to be an important part of the economic agenda of

every nation. The arguments advanced in favour of targeting small tourism
businesses are: their ability to create new jobs at a time when major operators
are downsizing; improvements to working environment; diversified and
flexible structure of the business; stimulating competition, leading to an
energetic enterprise culture; and their creativity in introducing new service
products. They can also be part of the output experience for the tourist e.g.
advising visitors about itineraries, providing narratives on local history,
culture, folklore and landscape, as well as playing an active role in the
advancement of the community. On the other hand, the practical experiences
of government tourist agencies and research studies have shown that, while
there are good practices which can be held up as examples, there are a
number of weaknesses occurring in tourism SMEs that can constitute barriers
to successful tourism development.

This paper has recommended trade shows as an essential part of
the marketing strategy of SMEs. Due to its multidimensional roles, the trade
shows can function as an integrated communication tool for the SMEs.
Governments and national tourism organisations should evolve a strategy
of subsidising the cost of trade show participation by SMEs by offering
incentives. Their effectiveness will be further enhanced with the latest
advancements in virtual trade shows which will further reduce the cost of
participation. Networking opportunities, establishing brand image,
increasing sales, competitive intelligence, gathering marketing intelligence,
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global footprint are some of the key benefits which SMEs can acquire
through participation in trade shows.

Conclusion
SMEs with their limited resources face a lot of constraints in

accessing the targeted customer market. They do not have a long term
marketing strategy to promote their business. Their budget for marketing
expenses is limited. Trade shows are an effective tool for the small and
medium entrepreneurs as it represents all the elements of the marketing mix.
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Table 1 FACTOR LOADINGS FOR EXHIBITOR OBJECTIVES

UNDERLYING FACTORS

Competiti

ve

Business

Activities

Business

developm

ent

Market

Intelligen

ce

Trade

show

relate

d

Maintain

market

presence

Relationsh

ip

Actual sales .779

Network with senior

industry leaders

.756

Explore opportunities .648

Find potential

customers

.611

Learn new suppliers,

Service providers

.601

Keep up with

competition

.555

New distribution

channels

.905

Introduce new

products/services

.720

Collect info on

competitors

.872

Do market research .752

Cost of exhibiting is

less

.839

Profile/quality of

visitors

.541

Increase morale .515

Maintain co. image &

goodwill

.806

Give info about co.'s

products & services

.647

Develop and maintain

relationships

.879

Cumulative variance

explained ( %)

21.248 34.827 46.978 57.948 67.372 76.566
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QR Code As a Strategic Marketing Tool:
Bridging Offline and Online Media

 George Joseph

Introduction
If you live in India you may have begun to notice some unusual-

looking square boxes appearing in print publications and advertisements.
These 2D matrix barcodes are called QR Codes. These square designs have
been popping up everywhere recently and there’s a good chance you’ve
seen them around in magazines, on direct mails, in stores, or even in your
way to work. They are computer generated images that are used as a shortcut
to connect customers directly with websites or online resources without
having to type a URL into an internet browser. When you see one, you can
scan it with your smart phone and it will connect your mobile browser
directly with the intended online location. QR Codes are similar to the
standard bar codes that currently appear on all types of consumer products,
QR codes can contain much more information than traditional barcodes. QR
Codes have been widely used in Japan and Europe in recent years, but are
only now starting to gain use with marketers in India. Major Indian businesses
have begun using QR codes in advertising and promotions. You can think
of a QR code as a paper-based hyperlink that connects the physical world
with the online world. For marketers, QR codes allow advertisements,
brochures, posters - even clothing or billboards – directing users to Web
pages that contain much more information and interactivity than can be
afforded on the printed page. This integration between print and web via
mobile adds a new dimension of communication to any marketing or outreach
effort.

How Do QR Codes Work?

A QR code consists of black modules (square dots) arranged in a
square grid on a white background, which can be read by an imaging device
(such as a camera) and processed using Reed–Solomon error correction
until the image can be appropriately interpreted; data is then extracted from
patterns present in both horizontal and vertical components of the image.
Thus a QR Code works by simply scanning the code with a mobile device
that is equipped with a camera and QR Code reader application. These
applications can be downloaded for free on popular smart phone platforms

259



such as i-Phone and Android. Once the QR Code is scanned using the
device’s camera it is translated into actionable information, such as a text
message or mobile web page. The act of linking from physical world objects
is termed as hard linking or object hyper linking.

Figure 1

Process
The following steps illustrate the processes.

Step 1: To encode the required text/SMS/URL/Contact  into  a  QR  code,
we can  make  use  of  some websites  that can  generate  the  code
for  us. These include: qrcode.kaywa.com, zxing, appspot,
nfggames.com, delivr.com etc.

Step 2: The website will generate the QR code for you.

Step 3: We can save the generated image file and embed it into wherever
we want in the document.

Step 4: We need to load the mobile device with the right decoder. You can
find many application websites supplied the decoders for different
mobile devices. Example: i-nigma, Quickmark

Step 5: We need to install the application into the device.

Step 6: For the document with the embedded image,  the  user  can  just
slide  the decoder over the area and the text will automatically  be
displayed  as  shown below. If the text is an URL, you can just click
the link and the reader will take you to the Website. If the text is a
contact record, the reader can save the record to the address book
of the phone with just one click.

Mobile operating systems
QR codes can be used in Google’s Android, BlackBerry OS and Apple iOS
devices (iPhone/iPod/iPad), as well as Microsoft’s Windows Phone operating
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system, Google Goggles, 3rd party barcode scanners, and the Nintendo
3DS. mbarcode is a QR code reader for the Maemo operating system. In
Apple’s iOS, a QR code reader is not natively included, but more than fifty
paid and free apps are available with both the ability to scan the codes and
hard-link to an external URL. BlackBerry 10 devices have a native QR reader
as well as several third party readers. Latest Windows Phone is able to scan
QR codes through the Bing search app.

Storage
QR Code data capacity can be explained as follows- Numeric-Max.

7089 characters; alphanumeric -Max. 4296 characters; binary (8 bits)-
Max.2953 bytes and Kanji/Kana- Max.1,817 characters.

Uses
Originally designed for industrial uses, QR codes have become

common in consumer advertising. In the shopping industry, knowing what
causes the consumers to be motivated when approaching products by the
use of QR codes, advertisers and marketers can use the behaviour of
scanning to get consumers to buy, causing it to have the best impact on ad
and marketing design. As a result, the QR code has become a focus of
advertising strategy, since it provides quick and effortless access to the
brand’s website. Beyond mere convenience to the consumer, the importance
of this capability is that it increases the conversion rate bringing the viewer
to the advertiser’s site immediately, where a longer and more targeted sales
pitch may continue. QR codes may be linked to a location to track where a
code has been scanned. Either the application that scans the QR code
retrieves the geo information by using GPS and cell tower triangulation or
the URL encoded in the QR code itself is associated with a location.

URLs
URLs aided marketing conversion rates even in the pre-smart phone

era but during those years faced several limitations: ad viewers usually had
to type the URL and often did not have a web browser in front of them at the
moment they viewed the ad. The chances were high that they would forget
to visit the site later, not bother to type a URL, or forget what URL to type.
Some of these disadvantages to URL conversion rates are fading away now
that smart phones are putting web access and voice recognition in constant
reach. Thus an advert viewer need only reach for his or her phone and
speak the URL, at the moment of ad contact, rather than remember to type it
into a PC later.
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Virtual stores
During the month of June 2011, according to one study, 14 million

mobile users scanned a QR code or a barcode. Some 58% of those users
scanned a QR or barcode from their homes, while 39% scanned from retail
stores; 53% of the 14 million users were men between the ages of 18 and 34.
The use of QR codes for “virtual store” formats started in South Korea and
Argentina, but is currently expanding globally. Big companies such as Wal-
Mart, Procter & Gamble and Woolworths have already adopted the Virtual
Store concept.

Code payments
QR codes can be used to store bank account information or credit

card information, or they can be specifically designed to work with particular
payment provider applications. There are several trial applications of QR
code payments across the world. In November 2012, QR code payments
were deployed on a larger scale in the Czech Republic when an open format
for payment information exchange - a Short Payment Descriptor - was
introduced and endorsed by the Czech Banking Association as the official
local solution for QR payments.

Website login
QR codes can be used to log in into websites: a QR Code is shown

on the login page on a computer screen, and when a registered user scans
it with a verified Smartphone, they will automatically be logged in on the
computer. Authentication is performed by the smart phone which contacts
the server. Google tested such a login method in January 2012.In the case of
transactional mail such as bills and statements, the addition of QR codes
can help businesses deliver tangible added value. A direct mail application
may present select customers with an invitation to scan the QR code for
further details. Once scanned, the code takes the customer to a personalized
webpage where the customer is recognized as being loyal and rewarded
with an appropriate offer. A busy executive may be looking to move house.
While travelling, he sees a property that appeals to her, but he does not
have an appointment to view the house. The for-sale sign has a QR code
which the executive scans with his smart phone. Arriving home, the QR
code leads the executive directly to a virtual tour of the property. Our
executive then phones or emails the realtor to request more details of this
house - and of others which match it - and makes an appointment to view it.
This example indicates the importance of QR codes being used as an integral
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element of a coordinated customer communication management strategy.
QR Codes can bridge the physical and the digital gap, taking users from a
static for-sale sign directly to the web and its myriad of possibilities.

Like and Follow
Asking people to “like” you on Facebook or “follow” you on Twit-

ter is a great idea, but making it easy for them to actually do it is also
important. Make it easier for them—provide a QR code that links directly to
your Facebook and Twitter Pages. You can use an app called Likify to
create QR codes that connect you with a Like button for your Facebook
page. You could be building your following instantly!  You can also create
discount codes that are unique to every QR code.  “Scan now for a 10% off
coupon,” could be a great way to build your customer base. You can also
create discounts that are specific to the QR code, and run them in advertise-
ments or post them in a store, and turn them into re tweets so that people
share them with their followers. All this helps you build community.

Figure 2

Boost Traffic
When it comes to using QR codes at your place of business the

right way, is to place them in a convenient location where people can take
the time to scan them, visit the site they are directed to, and take the intended
action. The wrong way, is to plaster them on any and all marketing materials,
flyers, or promotional content without any clear goal of why you’re doing
it. The placement is important, when it comes to your website—the goal
shouldn’t just be: drive more traffic, it should be: drive more traffic and
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provide something valuable to my customers. Restaurants for example can
put QR codes on their menus .More than just visiting the website they can
use this opportunity to provide something valuable (like recipes, information
about the source of their ingredients, or reviews of their most popular
dishes).Telling patrons where you source your produce is a great example
of how to use QR codes to provide valuable information.

Booking and Registrations
Placing QR codes on your event flyers to let people register for

your event online or, if you’re not using online registration, use it to connect
people with more information about the event. A QR code alone isn’t going
to get people to want to register. Make sure to provide enough content
about the event (text and visual) on your flyers and give people an incentive
to sign up. Sometimes, just telling your guests that signing up online will
save them time is enough to get them to scan your code.

Surveys and Feedbacks
With a QR code, you can give customers a chance to participate in

your survey while they’re waiting in line, seated at a table, or finishing up at
the register. It’s much more convenient and it will generate better results for
you. Using a flyer to explain why you’re running the survey and how their
feedback will be used. The biggest incentive for people to take your surveys
is seeing their suggestions put into action.

Customers into email subscribers
Whether you end up using QR codes or not—you should be

providing a way for everyone who visits your store, restaurant, or office to
sign up for your email newsletter. For new customers, this is an opportunity
for them to stay connected and learn more about your business. For you,
it’s a way to continue your relationship after they walk out the door and
improves the likelihood they will come back in the future. Newsletter signup
form can tell customers exactly: why they should sign up for the newsletter,
how to do it, and what to do if they are unable to scan the code. If you’re a
constant contact customer, our Scan-to-Join feature allows you to create a
QR code that takes your customers, clients, members, and supporters to a
mobile friendly. Join My Mailing List page, where they can add themselves
to your lists.
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Pin and Promote
Pinterest is a great way for small businesses to use pictures to

showcase their products online. If you’re a retail store with a new seasonal
collection or a bakery that turns desserts into works of art, you can take
pictures and pin them to your boards for the world to see. With a QR code,
you can link customers to your Page, specific boards, or directly to pictures
of products you’ve already pinned to your boards. This means you’ll not
only be able to build your following, but will also give customers the
opportunity to link directly to products they’ve found, love, and want to
share with their friends. Because Pinterest will be new to a lot of customers,
make sure to explain what your QR code is linking to and what they can do
when they get there.

Blog readership
If your business has a blog already, you’ve probably seen that it’s

not always easy to grow your readership. QR codes can be one among
plenty of ways to promote your blog online, by promoting it to the people
who are visiting your place of business each and every day. The best way
to do this is to think of how you can get your customers to read your blog
later, not right there at your store (most people probably won’t have the
time to do so). Consider turning one of your most popular posts into a
hand-out, place a stack of them where customers will find them, and include
a QR code on the page to link to more content. You can also add a QR code
to the back of your business cards.

Figure 3 Source-theagencyinside.com-Harte-Hankes
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Social service and volunteering
Whether you’re a non-profit or just a small business that supports

a local cause QR codes can be a great tool for driving donations and
participation from your customers. Create a flyer that captures the cause or
organization you support, include fundraising goals and a description for
how funds will be used, and include dates and deadlines.

Videos
Set up a QR code in your store that leads visitors to the videos

you’re using to market your business. Like QR codes, videos can be free
and easy to create, and provide a memorable first impression for people
who are just discovering your store. Always make sure to provide some
information about your video and why your customers should take the time
to watch it.

Online reviews
You’ve probably noticed that a lot of the benefits of QR codes are

geared toward connecting with new customers. But the fact is your loyal
customers are loyal for a reason. They know you, they’ve done business
with you in the past, and they’re probably already receiving your newsletter,
reading your blog, and following you on social media. So if you’re looking
to boost your ratings online and get feedback from the people who know
you best, they’re the people to target. A QR code allows you to link directly
to your business page on review sites like Yelp, so you can ask customers
to log on and share their thoughts. Put your business ahead of the curve.

Figure 4 Source-theagencyinside.com-Harte-Hankes
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Go local
What better place to promote a local deal then right there in your

place of business?  Using a QR code to connect people with your deal will
improve your chances of turning them into repeat customers and get them
talking about your business. Finding a new business they love and getting
a great deal in the process now that’s something people will tell their friends
about. Encourage your customers to use Facebook and Google+ to check
into your store or restaurant. Then give them rewards for checking in such
as discounts, deals and other incentives. QR codes cultivate relationships
with customers and, in a sense, bring them to you. The codes get them
talking about your company and with enticing incentives, these customers
are more likely to become repeat customers. Many small businesses also
use QR codes for local event registration. Make a flyer or poster with content
that is visually appealing, and consider offering an incentive when people
sign up for the event.

Sharing
There’s no limit to how, or even how much, you can share with QR

codes.  While a video or landing page is easily shared, you could go further
and share an entire eBook and even multiple pieces of content that share a
common link. The marketing potential of QR codes lies in the fact that they
are open source, free to generate and have a hyper linking capability. You
can generate and print your own QR codes for free, for others to scan, by
visiting one of several sites that generate QR codes.

Bridge the online offline gap
They can be easily added to offline media: business cards, flyers,

brochures, posters, billboards, signs. Ubimark, a US company, has published
books that include QR codes. One of them, a version of Around the World
in 80 Days, uses QR codes to provide readers access to the audio versions
of the book chapters and to Google Maps. You do not need to include your
web address anymore, or a phone number. And there is no risk that people
may copy them wrong. At the very moment when prospects are exposed to
your message, they can scan the QR code and get connected to your offer,
call to action or web site.

QR codes can be used for calls to action
You can link the codes to how-to videos, stories about a product, launching
a web site, launching a pre-filled tweet, watching a trailer, audio commentaries.
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You can program the code to deliver a text message with a promo code to
get a discount. Or you can have “Call us” and “Email us” messages, where
people scan the code and automatically call or email. Jeff Korhan, in an
article in Social Media Examiner, explains that QR codes enhance both your
search engine and social media optimization, You can increase traffic to
those searchable objects to further optimize them by encouraging more
sharing.

Trackable
Before, it was nearly impossible to measure who was reading your

ads in which magazines or newspapers, but with QR codes, you can track
results based on scans. Interested in finding out whether you get more
business from people seeing your ad in the local paper or the paper from a
few towns over? Maybe a QR code is just what you need. QR codes can
also be used to initiate the download of apps in one scan, saving the mobile
user from having to open the app store, search for the app and enter their
iTunes password.

The Royal Dutch Mint issued the world’s first official coin with a
QR code to celebrate the centenary of its current building and premises.
The coin can be scanned by a smart phone and link to a special website with
contents about the historical event and design of the coin. In the US,
McDonald’s, KFC and Wendy’s, used QR codes to market their restaurants
to consumers. The three agreed benefits to the companies were that QR
codes: Add shelf life to their packaging, Permit the test of different types of
content to see what consumers respond to most. Allow an on-going
commitment to provide customers with information about the products they
are consuming and to help them make informed choices. Examining
McDonald’s use of QR codes, fast food giant used mobile codes on their
packaging to provide customers with nutritional information. For example,
when consumers scanned these codes with their mobile phones, they were
directed to a page on McDonald’s mobile optimised website where they
could view all menu items with nutrition information. McDonald’s also used
QR codes as a digital extension to their promotions. For instance, one
campaign allowed consumers a chance at winning prizes, i.e., when a
consumer scanned a QR code on McDonald’s packaging, they were directed
to an online board game set up for the campaign. This campaign was very
successful and demonstrated that McDonald’s customers were engaging
with the QR codes on packaging, therefore encouraging McDonald’s to
look at ‘testing and delivering new content via QR codes on packaging and
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elsewhere. Profiling KFC, the article found that 90% of their customers are
mobile phone owners. Capitalising on the phenomenon of mobile usage,
KFC decided to use QR codes on their packaging to ‘hammer a marketing
message into consumers’ who are ‘glued to their smart phones while they
have a few minutes to kill inside KFC restaurants’.

QR codes with creativity
QR codes can become a great tool in your marketing with some creativity

1. QR Codes on business cards: Rather than overload a business
card with all of your contact info you could include the bare
minimum for reaching you, then create a QR code that leads people
to your Twitter, Facebook, LinkedIn profiles.

2. Scavenger hunts: For destination marketing, a scavenger hunt
approach can be a great way to get visitors to check out places
they might not otherwise go.

3. Labelling: Somewhere, a customer sees plants from your nursery,
he notice the QR code on the plant and quickly scan it. That takes
them to a mobile site where they can learn more about your nursery,
other services and links to where you can buy.

4. Storefront displays: Few retail businesses are open 24/7. Don’t
disappoint potential customers after you’ve left for the day. Create
a Shop Online Now QR code and put it in your storefront window.
One quick scan and you’ve turned a potential lost sale into an
online customer who’s going to share a lot more of their contact
information with you.

5. Promotions, discounts and giveaways: If you want to encourage
patronage from the iPhone and Android set, you could create
discounts that are specific to the QR codes. You could run these
codes in advertisements or post them throughout your store. You
could even turn them into a “retweet” so that your shoppers share
their discount with their followers.

6. Laptop stickers: Slap a QR sticker of your vCard or website to
your laptop, making it easier for other geeks to connect with you
when you’re not available.

7. T-shirts: Put your QR code on your t-shirt for some self-promotion
and put them on interns and have them attend a public event like
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a trade fair. For more engagement from the crowd, put different
messages on the shirts, so people take more scans of more of your
codes.

8. Supplement your retail space: Groceries could link to pages that
talk about how their products were sourced, and perhaps to
interviews of the farmers who grew the food. Electronic shops
could bring visitors to review sites so they could get unbiased
reviews of stocked products. Or to an e-commerce site where
shoppers could buy out-of-stock items. Book stores could link to
their own reviews of books on their blog.

9. Increase e-commerce sales: Since QR codes can lead to URLs,
you can create a code that will populate a shopping cart with
specific products. (Assuming your e-commerce solution can handle
that.)

10. Gets the phone ringing: QR codes can also make a phone call. If
you want to get the phones ringing at your business or at campaign
headquarters you can create a code that will dial a predetermined
number. Likewise, QR codes can generate SMS text messages.

Examples of Extended Applications
Many  examples  of  applying  QR  codes  in business and industry

can be found in Australia, China, Hong  Kong,  Japan,  Korea,  Singapore
and Taiwan (ITSC, 2008).

LPG  cylinder  bottle  management  in Australia

Tracing  of  livestock  with  ID  numbers  in  Australia

Blood  test  process  management  in  Australia

Jewellery certification system in China

Bus  commuters  pass  issuing  system  in  Japan

Sushi freshness control system in Japan

QR codes printed in Chinese train tickets since 2010

Passenger management for a casino cruiser  in Japan

Extended Applications
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Patient identification in Japan, Hong Kong  and Singapore

Agricultural application in Taiwan

Telecom company as a basis of ebusiness  in Taiwan

Payment slips management in Taiwan

Philippines National Bureau of Investigation (NBI) clearances

Things to remember when planning a QR code Ad campaign
QR code marketing is still new to many marketers; consider these best
practices when planning a QR Code campaign.

1. Use standard QR codes.

2. Tell them what the QR code will do. Provide instructions to the
consumer, as well as providing a reason to scan the code.

3. Make it special. QR codes can look like they belong to the brand.

4. Consider placement.

5.  Provide multiple ways to engage ie. , multiple response mechanisms
in the ad, in case the viewer s don’t have a Smartphone.

6.  Provide a Mobile Experience. Provide a mobile Web page, designed
appropriate for the phone.

7. Consider engagement. Provide interesting ways to engage a user
on the page.

8. Get Opt-ins. Use multiple forms of opt-ins, for email, SMS, direct
mail and social media.

9. Get Personal. Marketers can leverage date in codes to provide a
personalized experience.

10. Put a tracking mechanism to determine if the campaign is working
and where users might be having trouble.

Conclusion
QR codes are now used over a wide range of applications, including

commercial tracking, entertainment and transport ticketing, product/loyalty
marketing. It can also be used in storing personal information for use by
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government, NGOs and other public agencies. QR codes can also provide
business with the following advantages like add shelf life to packaging and
labelling, test consumer interaction with marketing content, provide a direct
route of communication with consumers, product and business promotion,
Attract new consumers, target specific audiences, help respond to new
consumer demands, deliver marketing campaigns, help speak the same
language as consumers, provide analytics on the users visiting your site,
their numbers, the pages and products they view. One thing’s for sure, it is
only a matter of time before people start seeing how effective QR Codes is
and how it can save them lots of money in advertising in the future. You can
tie QR codes with other mobile marketing strategies you have. All you need
is to come up with great content that you could wow your customers with.
You can now increasingly see QR codes on billboards, in-store displays,
business cards, event ticketing and tracking, trade-show and conference
management, print ads, contests, direct marketing campaigns, coupons,
restaurant menus, sides of trucks, point-of-sale receipts, products tags and
packaging. What’s superior about QR codes is that they bridge different
forms of marketing streams together. For example ecommerce and mobile
commerce are both used for QR codes. QR codes acts as the link and it also
exposes customers to other forms of advertising the business or service of
the QR code has done. This maximizes exposure and can potentially generate
revenue. 
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Customer  Orientation – A Winning Tool in
Managing Customer Relations

Jose Varghese

Introduction
Customer Relationship Management (CRM) is a strategy used by

firms for selecting and managing customer relationships for the optimization
of the long-term value which would be generated for an enterprise. These
are to some extend the techniques and the electronic commerce capabilities
used by companies to manage customer relationships. CRM would be
effective only if there is a customer-centric business philosophy and culture
that supports effective marketing, sales and service processes across all
customer interaction channels. The customer data that is created by the
organization over a period of time would be utilized by the decision making
authorities either in the top management level or at the various departmental
levels. This would determine the strategies that the organization or the
department would come up with in order to create a satisfied customer base
so that the organization could reap the results of its efforts over a longer
period.

Any organization’s success depends ultimately upon the
performance of its customer contact employees. A plethora of studies have
established that customers, in today’s competitive environment, have more
information, demand prompt service and have greater expectations from the
service providers (Roman et al., 2002). In view of these developments, many
service providers’ companies have shifted towards enhancing their
performance through the customer oriented strategies. Customer orientation
behavior may be defined as the application of the marketing concept
philosophy at the employee customer level (O’Hara et al., 1991). It has been
widely addressed in prior literature that the practice of customer orientation
creates greater long-term performance benefits for the employees as well as
for the organization relative to sales orientation (Brady and Cronin, 2001:
Goff et. al., 1997; Kelly, 1992; Reicheld and Sasser, 1990; Saxe and Weitz,
1982).

The ability to retain a substantial satisfied customer base in a
highly competitive environment represents a great competitive advantage
for any sales organization. A sales effort which emphasizes relationship
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building is one in which satisfied customers are more likely to be found
(Kelley, 1992). it has been proved that a salesperson who spends time
performing behaviors that build strong relationships with customers, will
improve his/her sales performance. This paper aims at analyzing research
contributions that are available in the area of customer-salesperson
relationships in personal selling, and identifying the various factors that
have direct or indirect influence on individual salesperson’s performance.
These factors are later evaluated in the context of services marketing to
identify their relative importance specific to this field.

Research Justification

Job Characteristics Model argues that the motivation to work is a
function of three critical psychological states experienced meaningfulness
of the work (or experienced meaningfulness), experienced responsibility for
outcomes of the work, and knowledge of the actual results of the work
activities. These three critical psychological states, in turn, are determined
by five job characteristics skill variety, task identity, task significance,
autonomy, and feedback. In this research, we are drawing from the JCM to
identify both the intrinsic (experienced meaningfulness and organizational
identification) and extrinsic (pay satisfaction) motivators of customer
orientation and to establish interrelationships among these motivators.

Customer orientation is clearly an important indicator of
performance for service employees and organizations. The customer
orientation of the personnel in these organizations is directly related to the
practice of the marketing concept by the organization (Saxe and Weitz 1982)
and ultimately its profitability. The extent to which customer orientation is
displayed by service employees impacts the level of satisfaction experienced
by customers, and the quality and duration of the relationship between the
organization and its customers. Many service businesses are particularly
dependent on the development of long term relationships with their
customers (e.g., financial service firms and insurance agencies). From a
managerial perspective, it might be argued that customer orientation takes
on added importance in service organizations, because many times customers
do not have tangible indication with which to evaluate the service offering.
This research will help the managers with some guidelines for enhancing
the level of customer orientation among their personnel.

Customer Orientation

Customer orientation, the disposition to meet customer’s needs, is
central to creating satisfactory relationships with clients. Customer
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Customer Orientation...

orientation reflects the disposition of individuals working in service
industries (such as financial planning) to focus on and meet the client’s
requirements. There is some empirical evidence that customer orientation is
related to the relationship quality and in that, the use of customer oriented
selling has been found to be related to the quality of the customer –
salesperson relationship.  Customer orientation is the set of beliefs in sales
that says that customer needs and satisfaction are the priority of an
organization. It focuses on dynamic interactions between the organization
and customers as well as competitors in the market and its internal
stakeholders. It involves a continuous improvement in business processes.
It is “the business seen from the point of view of its final result, that is, from
the customer’s point of view.” (Peter F. Drucker, 1994, p.39). Customer
oriented selling has been advocated for years (Allesandra, Wexler, & Barrera,
1987; R. T. Peterson, 1988; Sonnenberg, 1988). Yet seemingly little is known
about the factors that affect a salesperson’s predisposition and/or ability to
engage in such behaviors (Macintosh, Anglin, Szymansky, & Gentry 1992;
Williams & Weiner, 1990). One might suggest that consumer-oriented selling
is an outgrowth of a satisfied and committed employee.

Customer orientation has been defined as the satisfaction of
customer needs at the level of the employee-customer interaction (Saxe and
Weitz 1982). Customer orientation is important because service employees,
who exhibit a high degree of customer orientation, engage in behaviors that
increase the satisfaction of their customers (Dunlap, Dotson, and Chambers).
Years ago, Saxe and Weitz (1982) developed a scale (the SOCO scale) for the
purpose of measuring customer orientation. In addition, customer-oriented
behaviors lead to the development of longterm relationships between the
organization and its customers that are beneficial to both the parties (Dunlap,
Dotson, and Chambers 1988; Saxe and Weitz 1982).

A critical determinant of one’s level of customer orientation is that,
person’s skill level which reinforces the contentions of Saxe and Weitz
(1982) relating to the premise that customer-oriented selling is more likely
when salespeople have the expertise necessary to assist the customers.
One might argue that the practice of customer-oriented sales techniques is
a long-term strategy that is accompanied by some level of risk. This risk is
associated with the fact that salespeople engaging in customer-oriented
selling are likely to be making short-term sacrifices in their current sales
results. Consequently, it seems reasonable to assume that only the more
confident and competent salespeople would have either the predisposition
or the ability to engage in this risky practice. Thus, the skill levels of

277



salespeople relate positively to their predisposition to engage in customer-
oriented selling tactics. Moreover, the relationship between the highest
levels of ongoing sales training and customer-oriented selling indicates
that one factor that should lead to the maintenance of sales skills is also
related to customer oriented selling - training.

The customer orientation of the personnel in the service sector is
directly related to the practice of the marketing concept by the organization
(Saxe and Weitz 1982) and ultimately its profitability (Phillips et al. 1990).
Customer orientation is important because service employees who exhibit a
high degree of customer orientation engage in behaviors that increase the
satisfaction of their customers (Dunlap, Dotson, and Chambers 1988). Thus,
customer orientation is clearly an important indicator of performance for
service employees and organizations.

Literature Review and Hypotheses

If the sales personnel/service personnel believe that they will
experience a feeling of accomplishment from the customer oriented selling
activity they will be motivated to expend the additional effort that is required
by customer-oriented selling. In order to develop this belief, salespeople
have to perceive customer oriented selling as being an important activity
(Hall, 1976; Thakor and Joshi, 2005). Consistent with this argument, prior
research has found experienced meaningfulness to be positively related to
intrinsic motivation. Thus in this research, we focus on experienced
meaningfulness as another key characteristics along with the prior customer
orientation in finding the impact of job characteristics in motivating customer
orientation of service personnel. It is found that the experienced
meaningfulness is a key determinant of activity importance; however, it is
not the only determinant. Activities take place within organizational contexts
and as such, the values of this context can shape employee perceptions of
activity importance (Thakor and Joshi, 2005).

Experienced Meaningfulness and Task attributes

Experienced meaningfulness of the work enhances motivation,
performance, and satisfaction. That is, “the person must experience the
work as meaningful, as something that ‘counts’ in one’s system of values”
(Hackman and Oldham 1980, p73).  According to the model, the attributes of
skill variety, task identity and task significance enhance the meaningfulness
of the job as the worker experiences it. If skill variety is to be related to
meaningfulness of the job, such variety must use the member’s skills and
talents and develop them further. Regarding task significance, there is a
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distinction between the significance that an employee personally experiences
and the significance that other external agents attach to a given job
(Chelladurai 1985). So it is suggest that

H1: Experienced meaningfulness will have a positive influence on individual
sales person’s customer orientation.

Pay Satisfaction

Pay has, not only economic implications for employers and for
employees when defined as an outcome variable involving actual pay
amounts, but psychological ramifications for individuals as job incumbents
when assessed from an affective perspective (Heneman & Judge 2006).
From an affective perspective, pay has been used as a proxy to gauge the
organizational value of positions as well as of employees from a relative
worth perspective (Author, 1997, 2008).

The positive affective evaluation of the magnitude of the reward
that is received in exchange for the investment of effort is actually known as
pay satisfaction (Churchill et al., 1974; Walker et al., 1977; Thakor and Joshi,
2005). The greater the magnitude of the reward that is received, the greater
is the salesperson’s / serviceperson’s ability to obtain valued outcomes. So
it is argued that

H2a: Sales person’s pay satisfaction will be positively related to customer
orientation of the sales person.

H2b: The strength of the positive relationship between experienced
meaningfulness and customer orientation will increase with increasing
levels of pay satisfaction.

Organizational Identification

The goal of the Organization Identification activity is to identify
for each requirement a global behavior, embodied by an organization. Each
requirement is so associated to an unique organization in charge of fulfilling
it. An organization is defined by a set of Abstract Roles, their Interactions
and a common context. The associated context is defined according to a
part of the Problem Ontology, described in the previous activity. Organization
and Role identification are two key activities and probably the two most
difficult ones in our process, because these two aspects are the basis of the
whole methodological process and occur quite early in the workflow.
Organizational identification is “the perception of oneness with or
belongingness to an organization, where the individual defines him or herself
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in terms of the organization(s) in which he or she is a member” (Mael and
Ashforth, 1992). Through this identification, individuals perceive themselves
as being linked with the organization. The individual sees the organization’s
successes and failures as their own successes and failures. This
identification has been recognized as an important factor in the well being
of organizational members (Brown, 1969; O’Reilly and Chapman, 1986). So
it is suggested that

H3a: Sales person’s organizational identification will be positively related
to customer orientation of the individual sales person.

H3b: The strength of the positive relationship between experienced
meaningfulness and customer orientation will increase with increasing
levels of organizational identification.

Methodology

For the study, sales people working for insurance companies (both
public and private) in the state of Kerala were considered as the population.
The researcher adopted multistage sampling method and 178 sales people
from public and private sector insurance companies are included in the
sample. Collection of data used standard tools. Survey method
(questionnaire method) is used for data collection Descriptive design has
been used in this study. Through survey, there is documentation of what is
actually happening in the current market condition. Quantitative approach
is used to analyze the data. The study has been completed within a time
span of 5 months from November 2012 to March 2013.

Analysis and Results

H1 is supported as the regression coefficient R is .594 which shows
there is a positive relationship between the independent variable experienced
meaningfulness and the dependent variable customer orientation. Adjusted
R square value is .349 which shows that 34 % variation in the dependent
variable customer orientation is due to the independent variable, experienced
meaningfulness. There is positive relationship between experienced
meaningfulness and customer orientation. The equation shows that the
relationship between average experienced meaningfulness and average
Customer orientation is significant (Beta=.594) and statistically significant,
t= 9.790 and significance of =.000
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This means experienced meaningfulness has a positive relationship with
customer orientation and hence proved. (Refer Table 1)

Table 1- Influence of experienced meaningfulness on
Customer Orientation

Model R R Square Adjusted R Std. Error of
Square the Estimate

1 .594a .353 .349 .58720

H2 is also supported as the regression coefficient R is .526 which
shows there is a positive relationship between the independent variable
organizational identification and the dependent variable customer
orientation. Adjusted R square value is .272 which shows that 27.2 %
variation in the dependent variable customer orientation is due to the
independent variable, organizational identification. There is positive
relationship between experienced meaningfulness and customer orientation.
The regression equation shows that the relationship between average
organizational identification and average customer orientation is significant
(Beta=.526) and statistically significant, t= 8.194 and significance of =.000
This means organizational identification has a positive relationship with
customer orientation and hence proved. (Refer table 2)

Table 2- Influence of organizational identification on customer Orientation

Model R R Square Adjusted R Std. Error of
Square the Estimate

1 .526a .276 .276 .62088

H3 is supported since the regression coefficient R is .393 which
shows there is a positive relationship between the independent variable
pay satisfaction and the dependent variable customer orientation. Adjusted
R square value is .149 which shows that 14.9 % variation in the dependent
variable customer orientation is due to the independent variable, pay
satisfaction. There is positive relationship between pay satisfaction and
customer orientation. The regression equation shows that the relationship
between average pay satisfaction and average Customer orientation is

Customer Orientation...
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significant (Beta=.393) and statistically significant, t= 5.664 and significance
of =.000. This means organizational identification has a positive relationship
with customer orientation and hence proved. (Refer table 3).

Table 3- Influence of pay satisfaction on customer orientation

Model R R Square Adjusted R Std. Error of
Square the Estimate

1 .393a .154 .149 .67117

Explanation for the Moderating Effect - Pay Satisfaction

Methodology
Initially, pay satisfaction (PS) was grouped into two parts, as high

pay satisfaction and low pay satisfaction. Then PS was recorded into a
different variable and values were assigned as 1 and 2 for low PS and high
PS respectively. T test was conducted for this recoded variable. If the T test
has a significant value (<.05) and the mean has a significant difference, and
so the CHOW test is administered. This can be done in a series of steps.

Step 1:

Linear regression was then conducted for the same variable. The residual
sum of squares (RSS1) and degree of freedom (DF1) was calculated from
that. This is the RSS value for the overall variable.

Step 2:

The same was done with high PS and low PS. RSS2, which is a sum of the
RSS values of high PS and low PS and DF2, which is the sum of the degree
of freedom of high PS and low PS was calculated.

Step 3:

RSS1-RSS2 and DF1-DF2

Step4:

Step 3 result divided by (RSS2/DF2)

The result that we get is approximately equal to the values in the Fisher’s
distribution table.
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Interpretation
After conducting the T test, if it is found that there is a significant

difference between the two means, and if the they are statistically significant,
then the researcher should try to prove that there is a moderating effect of
pay satisfaction. Therefore CHOW test is administered to establish the
moderation effect.

Calculation:

• RSS1= 60.685 DF1=176

• RSS2= (43.870+13.394)=57.264 DF2=(129+45)=174

• RSS1-RSS2=3.421 DF1-DF2=2

• 3.421/2= 1.7105

• RSS2/DF2=.329

• STEP 3 RESULT/(RSS2/DF2)= 1.7105/.329= 5.1990(2,174).

In view of the fact that the final result is 5.1990, and it falls in the
shaded region of the graph, according to Fisher’s distribution table (.05),
therefore, H0 is rejected. H0 in this case is, “regression intercept and slope
are both independent of pay satisfaction.” Since, H0 is rejected; we prove
that the intercept and slope (experienced meaningfulness) are both
dependent of pay satisfaction and that this dependency is the moderating
effect of pay satisfaction. According to the CHOW test, the calculation of
the slope and intercept are as follows:

Overall value of pay satisfaction:

CO=2.019+.565(EM)

Pay satisfaction low

CO=2.641+.420(EM)

Pay satisfaction high

CO=1.318+.728(EM)

It is interpreted from the above result that, since the overall value of the pay
satisfaction lies between pay satisfaction high and pay satisfaction low, it
proves hypothesis 2(b) conclusively that there exists a moderating effect of
pay satisfaction on customer orientation and experienced meaningfulness.

Customer Orientation...
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Explanation for the moderating effect - organizational identification

Methodology

Initially, organizational identification (OI) was grouped into two
parts, as high organizational identification and low organizational
identification. Then OI was recorded into a different variable and values
were assigned as 1 and 2 for low OI and high OI respectively. T test was
conducted for this recoded variable. If the T test has a significant value
(<.05) and the mean has a significant difference, so CHOW test Procedures
are applied.

Step 1:

Linear regression was conducted for the same variable. The residual sum of
squares (RSS1) and degree of freedom (DF1) was calculated from that. This
is the RSS value for the overall variable.

Step 2:

The same was done with high OI and low OI. RSS2, which is a sum of the
RSS values of high OI and low OI and DF2, which is the sum of the degree
of freedom of high OI and low OI was calculated.

Step 3:

RSS1-RSS2 and DF1-DF2

Step4:

Step 3 result divided by (RSS2/DF2)

The result obtained is approximately equal to the values in the Fisher’s
distribution table.

Interpretation

After conducting the T test, if it is found that there is a significant
difference between the two means, and if the they are statistically significant,
then the researcher should prove that there is a moderating effect of
organizational identification. Therefore, in order to prove it theoretically
CHOW test is administered.

Calculation:

• RSS1= 60.685 DF1=176

• RSS2= (42.062+14.829) =56.891 DF2= (130+44) =174
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• RSS1-RSS2=3.794 DF1-DF2=2

• 3.794/2=1.897

• RSS2/DF2=.3269

• STEP 3 RESULT/ (RSS2/DF2) = 1.897/.3269= 5.819(2,174).

In view of the fact that the final result is 5.819, and it falls in the
shaded region of the graph, according to Fisher’s distribution table (.05),
therefore, H0 is rejected. H0 in this case is, “regression intercept and slope
are both independent of organizational identification.” Since, H0 is rejected;
we prove that the intercept and slope (experienced meaningfulness) are
both dependent of organizational identification and that this dependency
is the moderating effect of organizational identification.

According to the CHOW test, the calculation of the slope and intercept are
as follows:

Overall value of organizational identification:

CO=2.019+.565(EM)

Organizational identification low

CO=2.452+.459(EM)

Organizational identification high

CO=.792+.857(EM)

We interpret from the above result that, since the overall value of
the organizational identification lies between organizational identification
high and organizational identification low, there by proving hypothesis
3(b) that there exists a moderating effect of organizational identification on
customer orientation and experienced meaningfulness.

Concluding remarks

Managers hoping to increase the customer orientation of their
personnel should strive to develop an understanding among their employees
of what is expected of them, and increase employee identification and
involvement with the organization. It is important that every employee
understands what the organization stands for. A sense of identification
with the organization has to be developed through a series of unique
activities of the organization. A special way of dealing with the customers
be it with regard to time or service will distinguish the organization from the
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others. This will help the employees develop a sense of belongingness to
the organization. This can also be done through the process of organizational
socialization. Assuming appropriate values and expected behaviors are
conveyed through socialization, the result should be a more customer-
oriented work force.

Organizational socialization can be done more effectively by
methods for socializing employees who includes realistic job previews,
orientation programs, formal training programs, initial job assignments, on-
the-job training, mentorships, organization manuals, and performance
evaluation processes. Regardless of the method or methods of socialization
that are implemented, it is extremely important that consistent and appropriate
values regarding customer-oriented behaviors are communicated to
employees.

As in every other case, pay satisfaction is a must for any employee
to work more effectively for the organization. It matters the same or even a
lot more when in the case of sales persons. They often have to roam about
and find clients and in that case, when they are paid less, their interest for
work would reduce drastically. Hence, salespersons should be paid adequately
to improve their customer oriented way of selling. Performance based pay
can be given to the salespersons so that they too have a feeling that they
are being paid according to the amount of hard work that they are investing
into this customer oriented selling. Non monetary rewards should be given
to the employees who are more into customer oriented selling. Rewards
such as free pleasure trips, dinner with the CEO, gift vouchers such as free
service at a famous beauty salon, or gifts such as LCD’s, refrigerator’s etc
can be given to the employees for achieving their target. This will enhance
the motivation of the employees to do more customer oriented selling.

The experienced meaningfulness of the salesperson enhances the
activity importance (Hackman and Oldham, 1980, p.73). Thus, by fostering
the perception of activity importance, experienced meaningfulness generates
sales person believes that, they will experience a feeling of accomplishment
by contributing higher for the performance of the organization. Therefore,
the managers must take keen interest in developing a sense of activity
importance in the minds of the salespersons. This can be done by organizing
various activities for the salespersons which make them feel that the activities
that they are associated with are of high importance and that they are also
contributing to the growth of the organization
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