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Summary

Theory development in marketing has received periodic debate. In the spirit o f  

reappraisal, this thesis endeavours to explain the nature o f  diversity in marketing 

practicc found among firms and the m anner in which marketing practice is 

related to organisational performance. The specific research goals are to explore: 

the nature o f  diversity in marketing practicc, as linked to strategic archetypes; 

whether there is evidence o f  order in the diversity o f  marketing practice that can 

be linked to organisational pcrfomiance; and the nature o f  the relationships 

among strategy, structure, and marketing practice and their impact on 

organisational performance.

The work o f  Miles and Snow and their typology o f  strategic types provides a 

valuable point o f  departure for examining diversity in marketing practicc and its 

impact on organisational performance. Their elegant typology offers a robust, 

integrated, contingency framework for exploring diversity. The notion that the 

nature o f  marketing is contingent on firm strategy and organisational type is not 

new; a main premise o f  the strategy implementation literature is that different 

business strategies need distinct configurations o f  organisational practice to 

achieve optimal performance. Coviello et a l .’s perspective on contemporary 

marketing practiccs is that organisations simultaneously employ a combination o f  

marketing practiccs.

To address the research objectives, the m em bers o f  the associations representing 

marketing and sales professionals within Ireland, the Marketing Society and the 

Marketing Institute, were invited to participate in the online survey regarding 

their organisations’ approach to and m anagem ent o f  marketing practices. The 

sample o f  207 useable responses is representative o f  the population o f  marketing 

practitioners in Ireland.

The data find support for the strategic archetypes, as proposed by Miles and 

Snow. Further, the archetypes o f  defender, prospector and analyser achieve 

superior organisational performance over the reactor archetype. Marketing 

practices m ay be observed and broadly conform to Coviello et al.’s contemporary



m arketing practices scheme. M oreover, the relational forms o f  contem porary 

m arketing practices (i.e. interactive and netw ork m arketing) are prim arily 

associated with services, w hile transactional form s o f  contem porary m arketing 

practice (i.e. transaction and database m arketing) are prim arily  associated with 

goods.

The analyses largely support the notion that relational forms o f  contem porary 

m arketing practices are prim arily associated with business custom ers, while 

transactional form s o f  contem porary m arketing practice arc prim arily  associated 

with consum ers. Except in the case o f  database m arketing, which is equally 

associated with either consum ers or business custom ers. There is no significant 

association betw een form s o f  m arketing practice, as outlined by C oviello et al., 

and organisational perform ance. H ence, the findings suggest each o f  the form s o f 

m arketing practicc m ay be equally successful. The findings offer partial support 

for a significant association betw een m arketing practice and strategic archetype, 

but only in relation to one o f  the eight dim ensions for contem porary m arketing 

practice, nam ely, the nature o f  custom er relationship.
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CHAPTER 1.0 INTRODUCTION

1.1 Marketing Thought and Marketing Practice

Theory development in marketing has received periodic debate (Burton, 

2001). Due to the demands of the market economy, academics and 

practitioners have been re-evaluating the nature o f  marketing, with the 

aim o f  developing a more robust understanding o f  marketing theory and 

its practice (Willmott 1999; Thomas 1999; Brownlie et al. 1999; Cova 

1999; Firat 1997; Brown 1995; Wensley 1995; Brownlie et al. 1994; 

Morgan 1992). The work o f  these scholars and practitioners indicates 

marketing is still evolving and they have focused their attention on three 

inter-rclated topics:

• relevance o f  the marketing concept: the philosophical foundations 

o f  the marketing concept

• role and scope o f  marketing within organisations: marketing’s 

role as an integrative/cross-disciplinary business process

• execution o f  effective marketing practices: challenges associated 

with the implementation o f  the marketing concept.

In the spirit o f  reappraisal, this thesis endeavours to explain the nature of 

diversity in marketing practice found among organisations and the 

manner in which marketing practice is related to organisational 

performance. Although the data from this research describe how 

organisations implement marketing, it also contributes to an 

understanding o f  marketing’s role and scope within organisations, and a 

more holistic understanding o f  marketing theory and the marketing 

concept in practice.

The contribution of marketing practice to organisational performance is 

examined in the contcxt of organisational strategy and structure. The 

relationship among organisational structure, strategy and performance is 

well established in the literature, and indicates that organisations with a



good stratcgy-structure fit achicvc superior performance than enterprises 

with a poor fit (e.g. Snow et al. 2005; Forte et al. 2000; Weiek 1977; 

Child 1972). However, the literature docs not adequately address the role 

that variations in marketing practice play in relation to performance, and 

this represents a shortcoming in the existing literature.

1.2 Thesis Topic

The literature o f  marketing contains few strong statements concerning the 

nature or role o f  diversity in marketing practice. The normative literature 

typically argues a standardised prescription for principles o f  marketing 

practice. That is, frameworks relating to marketing practice are typically 

prescriptive and lack a contingency perspective (Applabaum 2004; 

Hakansson et al. 2004; Brownlie et al. 1999). Yet, observation leads one 

to believe practice in marketing is richly diverse and multifomi.

The work o f  Miles and Snow (1978) and their typology o f  strategic types 

(i.e. defender, prospector, analyser and reactor) provides a valuable point 

o f  departure for examining diversity in marketing practice and its impact 

on organisational performance. Encouragement for this line o f  inquiry has 

been provided by the work o f  several researchers who have applied the 

typologies o f  Miles and Snow (1978) to issues o f  particular marketing 

concern (e.g. Slater and Olson 2001; Slater and Olson 2000; W alker and 

Ruekert 2000; Lukas 1999; Conant et al. 1990; McDaniel and Kolari 

1987).

The research question in this study asks: how is diversity in marketing 

practice explained; how is it related to strategic archetypes; and how is 

marketing practice related to organisational performance? The specific 

research goals are to explore:

• the nature o f  diversity in marketing practice, as linked to Miles 

and S now ’s (1978) strategic archetypes

2



• whether there is evidence o f  order in the diversity o f  marketing 

practice that can be linked to organisational performance 

(Coviello ct al. 1997)

• the nature o f  the relationships among strategy, structure, and 

marketing practice and their impact on organisational 

performance.

1.3 Diversity and Strategic Archetypes

Miles and S now ’s (1978) typology o f  strategy-structure archetypcs 

provides a useful framework for examining diversity in strategic 

behaviour bccausc it characterises entire organisations as an integrated 

and dynamic whole, taking into account the interrelationships o f  strategy, 

structure and process (W eisenfeld-Schenk 1994). A num ber o f  

researchers have empirically tested the typology’s validity in a variety o f  

industries and found it easy to operationalise and robust in application 

(e.g. Ghobadian ct al. 1998; Hambrick 1983; Snow and Hrebiniak, 1980).

Miles and Snow ’s (1978) typology has evolved from their investigation 

into how firms adapted to organisational and environmental change and 

sought to develop a general model that explained firm s’ adaptive cycle. 

Like other strategic-choice theorists o f  the time (e.g. Weick 1977; Child 

1972; Weick 1969; Thom pson 1967; Chandler 1962; Cyert and March 

1963), Miles and Snow (1979) recognise that environmental conditions 

only partially account for organisational behaviour and that top m anagers’ 

decisions are also crucial in determining organisational structure and 

process. Although m anagers’ decisions may be numerous and complex. 

Miles and Snow (1978) believe these decisions could be categorised into 

three broad generic problems: the entrepreneurial (i.e. choice o f  product- 

market domain), the engineering (i.e. transformation o f  resources into 

outputs) and the administrative (i.e. organisational structure).
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By using the concept o f  the adaptive cycle to interpret the literature and 

their research, Miles and Snow (1978) have developed an elegant 

typology consisting o f  three successful organisational types: defender, 

prospector, and analyser. Each type is found to have a particular 

configuration o f  technology, structure, and process consistent with its 

unique market strategy. Reactor, the fourth archetype, is found to have an 

inconsistent configuration and is unsuccessful in its response to the 

market environment (Miles and Snow 1978).

The Miles and Snow (1978) typology has been a robust, integrated, 

contingency framework for exploring diversity. It sheds light on the 

nature o f  diversity in strategy and form by illuminating the simple 

underlying order. A limitation to Miles and S now ’s (1978) typology is its 

cross-sectional orientation. That is, the static nature o f  the typology limits 

its ability to deal with diversity over time.

1.4 Strategic Archetypes and Diversity in M arketing Practice

Diversity in organisational strategy and form is well established in the 

literature on strategy and organisation theory. The notion that the nature 

o f  marketing is contingent on firm strategy and organisational type is not 

new. Indeed, a main premise o f  the strategy implementation literature is 

that different business strategies need distinct configurations o f  

organisational practice to achieve optimal performance (Slater and Olson 

2000). A small num ber o f  researchers, using the Miles and Snow (1978) 

typology, have explored specific aspects o f  marketing practice. McDaniel 

and Kolari (1987) provide support for the proposition that the degree o f  

market orientation varies across different configurations. L ukas’ (1999) 

study confirms the role o f  configuration as a determinant o f  market 

orientation, that configuration is systematically associated with a 

characteristic degree o f  market orientation, and that these relationships 

are consistent across different performance and environmental contexts.
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As well, Conant et al. (1990) find distinctive marketing competencies are 

associated with strategic archetypes.

Using a synthesis o f  the Miles and Snow (1978) and Porter (1980) 

typologies. W alker and Ruekert (1987) report one o f  the few studies 

exploring the interdependence o f  business strategy and marketing 

practice. They have developed a set o f  propositions outlining how 

marketing policies and activities contribute to the effective 

implementation o f  different business strategies. Slater and Olson (2000) 

take up Walker and Ruekert’s (1987) ideas and explore the performance 

implications o f  matching marketing practices to different strategy types 

with a specific focus on sales force management. Their findings strongly 

suggest, in so far as sales force m anagem ent practice is concerned, there 

are different patterns o f  practice that reflect different configurations, 

which are in turn, related to environmental conditions in different ways. 

Slater and Olson (2001) explore the match between business and 

marketing strategy and report that specific marketing strategies (i.e. 

decisions and practices) are uniquely linked to strategic types. 

Furthemiorc, when the marketing strategy is appropriately matched to the 

business strategy, there is no significant difference in market perfonnance 

or profitability among strategic types.

1.5 Classification of Contemporary M arketing Practices

Although Coviello et a l .’s (1997) contem porary marketing practices 

(CM P) framework is not as well established as the Miles and Snow 

(1978) typology, other academics have empirically tested it and found it 

valuable and infomiative (e.g. Brady et al. 2008; W agner 2005; Brady 

and Palmer 2004; Brady 2003; Brady et al. 2002; Lindgreen et al. 2000;). 

The dominant approaches to classifying contemporary marketing 

practices arc: transactional, database, interactive and network marketing.
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Covicllo ct al.’s (1997; 2000) pcrspcctivc on contemporary marketing 

practices is that organisations, regardless o f  size and type, simultaneously 

employ a combination o f  marketing practices. The authors believe they 

have been successful in developing a comprehensive taxonom y because 

they embracc a multi-theoretical approach (Brodie et al. 2008). That is, 

they do not believe various perspectives o f  marketing practices to be 

“ independent and mutually exclusive” (Brodie et al. 2008: 85).

The eight dimensions from which the contemporary marketing practices 

framework is built encompass four dimensions o f  exchange: purpose o f  

exchange, nature o f  communication, type o f  contact, and duration o f  

exchange (i.e. nature o f  relationship with customers); and four managerial 

dimensions: managerial intent, managerial focus, managerial investment, 

and managerial level (i.e. who performs/is responsible for marketing). 

The rationale behind the eight dimensions is to “provide a useful means 

o f  understanding and distinguishing between the ways marketing is 

currently practiced” (Brodie et al. 1997: 390).

It has been the objective o f  Covicllo et al. (1997) to capture the evolving 

nature o f  contemporary marketing practices, documenting m arketing’s 

efforts towards renewal (Brodie et al. 2008; Gronroos 2007). The 

contemporary marketing practices approach provides a framework that 

acknowledges the complexity and multidimensional nature o f  marketing 

practice within organisations.

1.6 Research Approach

Since the demise o f  positivism and logical empiricism “ scientific 

knowledge cannot be known to be true in an absolute sense” (Van de Ven 

2007: 14). Engaged scholarship embraces a pluralistic approach, “o f  not 

only multiple perspectives, but also a degree o f  openness ... in addressing 

complex social phenom enon (Van de Ven 2007: 17). This study draws on
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critical realism and critical rationalism, both o f  which are based on a 

pragmatic philosophy o f  science (Van de Ven 2007; Heyt 1999).

From the perspective o f  critical realism , science is a process o f  

constructing partial models to represent a com plex phenomenon “and 

comparing them with rival plausible alternative m odels” (Van de Ven 

2007: 14). Consequently, research knowledge “advances by comparing 

the relative contribution o f  different m odels” (Van de Ven 2007: 15). 

Critical realism values not only convergent evidence, but also inconsistent 

or contradictory evidence, which may often prove to be more insightful 

(Van de Ven 2007). This study draws on two frameworks, the M iles and 

Snow (1978) typology o f  strategic archetypes and the Coviello et al. 

(1997) framework o f  contemporary marketing practices, to investigate the 

complcx behaviour o f  organisations. Further, the relative contribution o f  

each framework is assessed with respect to how well it explains 

organisational behaviour, taking particular note o f  data inconsistent with 

previous studies.

From the perspective o f  critical rationalism , the aim is to generate “a 

series o f  states o f understanding” by pursuing a “general schema o f  

problem solving” (Popper 1972: 164). This schema o f  problem solving is 

represented as: P| => TT ^  EE => P2 ; where P| represents the problem  

from which the study begins; TT is the tentative tlieoiy  that informs the 

rationale for the study’s rationale; EE signifies error elimination, 

whereby the tentative theory is critically examined; and P2 represents the 

rev ised  problem  that emerges during the process o f  investigating the 

original problem (Popper 1972).

Popper’s (1972) attention to the process o f  reasoning encom passes an 

evolutionary dimension, much akin to the survival o f  the fittest (Van de 

Ven 2007). That is, there is a gradual culling o f  plausible rival theories; 

those that persist through rigorous testing are considered the best theories.
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at that time. However, similar to biological evolution, theories may be 

refuted or become obsolete at some point in the future. Hence, it may be 

pragmatically useful to accept a well-tested theory as true, until it is 

falsified or refuted (Smith 1998). The interaction between tentative 

theories (TT) and refutation (EE) is what advances scientific knowledge 

towards more interesting problems (P2) (Van de Ven 2007; Smith 1998; 

Popper 1972).

Availing o f Popper’s (1972) schema o f problem solving, an analogous 

representation o f this study is as follows:

• P| = This study examines whether there are associations among 

strategic archetypes, forms o f marketing practice and 

organisational performance.

• TT = The hypotheses (see Chapter 4) developed as a result o f  a 

review o f the relevant literature (see Chapters 2 and 3).

• EE = The empirical testing (sec Chapter 5) o f these hypotheses 

through an online survey with marketing practitioners in Ireland.

• Pi = The acccptance or rejection o f the hypotheses (see Chapter 5) 

and, which in turn, influence the reformulation o f the original 

problem (see Chapter 6).

1.7 Overview of Methodology

Marketing practitioners in Ireland arc the target population from which 

inferences about the diversity o f marketing practice and strategic 

archetypes are to be made. The research hypotheses are tested through an 

online survey distributed to members o f the two associations representing 

marketing and sales professionals within Ireland, the Marketing Society 

and the Marketing Institute. On balance, the advantages o f online 

surveying (i.e. lower costs, speed o f data collection, ease o f data 

management, wider geographic reach, and media richness) outweigh the 

limitations (i.e. declining response rates and inability to control the 

respondents’ environment).



The rcscarchcr acccsscd a survey instrument used in relation to Coviello 

ct al.’s (1997) contemporary marketing practiccs to which minor 

adjustments were made prior to piloting (see Appendix A). The researcher 

has relationships with several associations (i.e. Information Technology 

Association o f  Galway (ITAG), Kcrrysoft and the executive MBA 

programme at NUl, Galway), which were amenable to piloting the survey 

instrument. The pilot was run between August and October 2006. The 

feedback from the pilot respondents revealed the main barrier to survey 

completion was length. Further feedback identified the performance 

questions as being too sensitive/inappropriate, as well pilot respondents 

believed there were too many open cndcd-qucstions, which were too time 

consuming to complete. The overall analysis indicated the survey 

instrument would need to be revised prior to its distribution to the sample 

population.

In developing the final survey instrument (see Appendix B), every effort 

was made to ensure it was lean. That is, only questions deemed essential 

to answering the research hypotheses were included. Most o f  the 

questions in the final survey are drawn from the literature (i.e. Miles and 

Snow 1978; Conant et al. 1990; Covicllo et al. 1978; Coviello and Brodie 

2001; DeSarbo 2005). Prior to its distribution, the questionnaire was 

tested between August and October 2007, with a purposefully selected 

group o f  experts and marketing practitioners using the think-aloud 

protocol (Dillman 2007). A number o f  revisions were implemented across 

three rounds o f  testing.

The members o f  the associations representing marketing and sales 

professionals within Ireland (i.e. M arketing Society and Marketing 

Institute) were invited to participate in the online survey regarding their 

organisations’ approach to and m anagement o f  marketing practices. The 

survey (see Appendix B) was hosted by SPSS Ireland on their secure
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server for a seven-wcck period from the 19''  ̂ M ay until the 7"' July 2008. 

A three-wave emailing (Dillman 2007) was employed in contacting the 

members o f  the two associations (i.e. pre-notification, invitation and 

reminder). Crucially, the sample obtained (i.e. 207 useable respondents), 

which is representative o f  the population, namely organisations in Ireland 

employing marketing professionals. Analyses o f  the data examine the 

profile o f  respondents and their organisations, the classification o f  their 

organisations according to Miles and S now ’s strategic archetypes, as well 

as Covicllo et a l.’s (1997) contemporary marketing practices.

1.8 Dissertation’s Structure

This study examines the associations am ong strategic archetypes (Miles 

and Snow 1978), forms o f  marketing practicc (Covicllo et al. 1997), and 

organisational performance (DeSarbo 2005). Chapters 2 and 3 provide a 

review o f  the literature pertaining to strategic configurations, diversity 

and contemporary marketing practices.

The research model and hypotheses are outlined in Chapter 4. As part o f  

the research design, the advantages and limitations o f  online surveys is 

examined, as well as lessons drawn from the pilot survey, which 

contributed substantially in developing the online survey ultimately 

employed.

The findings are presented in Chapter 5. Marketing practitioners in 

Ireland are the target population from which inferences about the 

diversity o f  marketing practice and strategic archetypes are made. 

Respondents are members o f  the two associations representing marketing 

and sales professionals within Ireland, namely the Marketing Society and 

the Marketing Institute. Access to such a population adds value to the 

literature because these associations’ m em bers work in all types o f  

organisations and across all product-market sectors, which differs from 

many o f  the studies pertaining to Miles and S now ’s (1978) strategic
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archetypes and Coviello et al.’s (1997) forms o f  contemporary marketing 

practices.

Chapter 6 presents the conclusions drawn from the study and its 

contribution to the literature. The data find support for the strategic 

archetypes (i.e. defender, prospector, analyser and reactor), as proposed 

by Miles and Snow (1978). Further, the archetypes of defender, 

prospector and analyser achieve superior organisational performance over 

the reactor archetype.

Marketing practices may be observed and broadly conform to Coviello et 

al.’s (1997) contemporary marketing practices scheme o f  transaction, 

database, interactive and network marketing. Moreover, the relational 

forms o f  contemporary marketing practices (i.e. interactive and network 

marketing) are primarily associated with services, while transactional 

forms of contemporary marketing practice (i.e. transaction and database 

marketing) are primarily associated with goods.

The analyses largely support the notion that relational forms o f  

contemporary marketing practices (i.e. interactive and network 

marketing) are primarily associated with business customers, while 

transactional forms o f  contemporary marketing practice arc primarily 

associated with consumers. The exception is database marketing, which 

is equally associated with either consumers or business customers.

There is no significant association between forms o f  marketing practice, 

as outlined by Coviello et al. (2001), and organisational performance. 

The findings offer partial support for a significant association between 

marketing practice and strategic archetype, but only in relation to one of 

the eight dimensions for contemporary marketing practice, the nature o f  

customer relationship.





CHAPTER 2.0 STRATEGIC ARCHETYPES AND DIVERISITY

2.1 Introduction

Miles and Snow ’s (1978) typology o f strategy-structure configurations 

provides a useful framework for examining diversity in strategic 

behaviour because it characterises entire organisations as an integrated 

and dynamic whole, taking into account the interrelationships o f strategy, 

structure and process. Miles and Snow’s (1978) metaphor for this set of 

interrelationships is the adaptive cycle (for further discussion see section 

2.3 Miles and S n o w ’s Adaptive Cycle and Strategic Archetypes), whereby 

organisations arc “continuously cycling through sets o f decisions” in 

relation to their product-market, the product itself, and organisational 

processes (Hanibrick 2003: 116).

Miles and Snow (1978) have categorised these sets o f decisions into three 

broad, generic problems-, the entrepreneurial (i.e. choice o f product- 

market domain), the engineering (i.e. transformation o f resources into 

outputs) and the administrative (i.e. organisational structure). Moreover, 

the patterns arising from organisations’ decisions translate into 

configurations o f  four basic strategy types (i.e. defenders, prospectors, 

analysers and reactors), which “populate the business landscape” 

(Hambrick 2003: 116). And even though from one industry to the next, 

these strategic types may differ in some aspects, the essential nature o f 

each is constant (Hambrick 2003). Hcnce,

Defenders are businesses that prosper through stability, 
reliability, and efficiency. Prospectors prosper by stimulating 
and meeting new product-market opportunities. Analyzers 
prosper by purposely being more innovative in their product- 
market initiatives than Defenders, but doing so more 
cautiously and selectively than Prospectors. Reactors vacillate 
in their approach to their environment and, as a result, don’t 
[typically] prosper (Hambrick 2003: 116).
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The value o f  the Miles and Snow (1978) typology is its potential for 

prediction. Further, this predictive potential is focused on business level 

strategy. Over the last thirty years, rcscarchers have found the Miles and 

Snow (1978) typology easy to operationalise and robust in application 

(e.g. Hambrick 2003; Lukas 1999; Ketchen et al. 1997; Conant ct al. 

1990; Shorten and Zajac 1990; Zahra and Pearce 1990; Hambrick 1983; 

Snow and Hrebiniak 1980). Indeed, the typology’s validity has been 

empirically tested in numerous industries and with a variety o f  firm types. 

The following list offers a modest selection o f  studies availing o f  the 

Miles and Snow (1978) typology within the last ten years:

• Automobile industry (e.g. Murakami 2000)

• Banking (e.g. Pleshko 2007)

• Biotechnology (e.g. Malone et al. 2008)

• Comic book industry (e.g. Mayfield et al. 2007)

• Consulting (e.g. Christiansen and Higgs 2008)

• E-commerce (e.g. Kearns 2005)

• Hospitals (e.g. Cueille 2006)

• Hospitality firms (e.g. Garrigos-Simon et al. 2005)

• Manufacturing (e.g. O ’Regan and Ghobadian 2006)

• Mining (e.g. Simons et al. 1999)

• Non-profit organisations (e.g. Kunle 2006)

• Pharmaceutical firms (e.g. Pinto and Curto 2007)

• Public organisations (e.g. M eier et al. 2007)

• Public utilities (e.g. Ghobadian et al. 1998)

• Restaurants (e.g. Williams and Tse 1995)

• Retailing (e.g. M oore 2005)

• Small and m edium-sized enterprises (SM Es) (e.g. Aragon- 

Sanchez and Sanchez-Marin 2005)

• Strategic business units (SBUs) (e.g. DeSarbo et al. 2005)
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As an introduction to Miles and S now ’s typology, this chapter outlines 

the theoretical framework, strategic-choicc theory, which informed Miles 

and S n o w ’s perspective. As well, the central components o f  the typology 

are discussed and how the typology has been used to examine aspects o f  

marketing practice.

2.2 Strategic-Choice Theorists

Miles and S now ’s (1978) typology evolved from their investigation into 

how f inns  adapted to organisational and environmental change and 

sought to develop a general model that explained f im is’ adaptive cycle. 

Like other strategic-choice theorists o f  the time (e.g. A nsoff  1979; Weick 

1979; Child 1972; Thom pson 1967; Cycrt and March, 1963; Drucker 

1963; Chandler 1962), Miles and Snow (1978) recognise environmental 

conditions only partially account for organisational behaviour and that 

m anagers’ decisions arc also crucial in detemiining organisational 

structure and process.

2.2.1 Neoclassical Economics: Theory  ̂o f  the Firm

“The only crucial test o f  a theory is its predictive power” (Cyert and 

March 1963: 13). Strategic-choice theorists, disappointed with the lack o f  

predictive power offered through neoclassical economic theory, sought 

more effective theoretical explanations for firm behaviour. The 

neoclassical assumptions such as rational behaviour and perfect 

information do not reflect the market reality enterprises face. Moreover, 

strategic-choice theorists assert the behaviour o f  firms cannot be 

adequately explained in terms o f  pursuing profit maximisation goals, that 

neoclassical frameworks for analysing uncertainty are faulty and ignore 

control processes (Simon 1962).

“The neoclassical economic theory o f  markets with perfect competition 

and rational agents is deductive theory that requires almost no contact 

with empirical data once its assumptions are accepted” (Simon 1959:
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254). Som e econom ists, such as Friedm an (1953), consider realism  o f  

assum ptions irrelevant, as the “ function o f  econom ic theory is to build 

propositions with which the world can be analyzed and not to reproduce 

the w orld” (Cyert and M arch 1963: 14). N evertheless, strategic-choice 

theorists recognise “a num ber o f  im portant and interesting questions 

relating specifically to firm  behaviour that neoclassical econom ic theory 

cannot answ er and was never developed to answ er” (Cyert and M arch 

1963: 15). Furtherm ore, strategic-choice theorists believe efforts in 

“understanding the business firm [would induce] secondary changes o f 

considerable m agnitude in the other branches o f  econom ic theory” 

(Sim on 1962: 15).

2.2.2 Organisation Theory’: Administrative Economics

The study o f  firm behaviour in organisation theory is even m ore diffuse 

than the study o f  econom ic activities o f  the firm. S trategic-choice 

theorists concentrate on the adm inistrative branch o f  organisation theory, 

which focus on the problem s o f  the executive in dealing w ith an 

organisation and the m echanism s for resource allocation (Sim on 1959; 

Sim on 1955). As a branch o f  organisation theory, adm inistrative theorists 

take the decision-m aking proccss as its specific focus o f  conccrn (Cyert 

and M arch 1963). Thus, adm inistrative theorists concentrate on 

developing theory to explain “how  decisions are m ade in organizations, 

with spccial em phasis upon the processes o f  executive influence and the 

im pact o f  organizational position on individual goals and perceptions” 

(Cyert and M arch 1963: 18).

A dm inistrative theorists recognise there is a narrow  area o f  hum an 

behaviour that approxim ates neoclassical assum ptions and w here 

“neoclassical theory w ith its assum ptions o f  rationality is a pow erful and 

useful tool” (Sim on 1959: 255). H ow ever, as the com plexity  o f  the 

environm ent increases, m ore inform ation is required “about the 

m echanism s and processes that econom ic m an uses to relate h im self to
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that environment and aehieve his goals” (Simon 1959: 279). To develop a 

fuller understanding o f  the econom ic man, administrative theorists look 

towards the theory o f  utility and its application to choice under 

uncertainty as a means to investigate the adm inistrative man, w ho has 

limited knowledge and ability. In addition, administrative theorists draw 

on psychology and sociology to explore the notions o f  adaptive and 

satisficing behaviour so as to understand the actual processes o f  business 

decisions, which most closely resembles the adaptive man in a fully 

dynamic environment (Simon 1959).

Unlike the neoclassical theory o f  the firm, there is no need to aggregate, 

as the unit o f  analysis within administrative theory is the behaviour o f  one 

firm. Although administrative theorists examine individual economic 

actors, they also believe using realism  in the approach to the f irm ’s 

decision problems could provide economics with an ability to handle 

concrctc public policy problems (Simon 1962).

2.2.3 Integrating the Theory' o f  the Firm with Administrative Theory'

To build their analytical perspective strategic-choice theorists blend 

aspects o f  the theory o f  the firm from neoclassical economics with the 

administrative branch o f  organisation theory. Strategic-choice theorists do 

not aim to replace neoclassical models, but to enhance their analytical 

prowess. By applying “neoclassical models to actual decision-making 

problem s within the fimi, ... important modifications and improvements 

have to be m ade in these models i f  they arc to operate successfully with 

the kinds o f  imperfect information that are available in the real world” 

(Simon 1962: 15). From an economic perspective, strategic-choice theory 

could be classified as descriptive microeconomics, as it strives to explain 

the economic behaviour o f  individual economic actors.

Strategic-choice theorists construct their theoretical stance by identifying 

the firm as the basic unit o f  analysis, by focusing on the importance o f
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predicting firm behaviour, and by emphasising the actual process o f 

organisational decision-making (Cyert and March 1963). As theorists, 

they adhere to the basic hypothesis that the environment, external 

strategic behaviour and the internal structure are interrelated (Ansoff 

1979). Thus, strategic-choice theorists locate their analysis o f 

environment, organisational structure, and performance within the scheme 

o f organisational decision-making (Child 1972).

2.2.4 Relational Paradigm o f  Environment, Strategy' and Structure

Chandler’s (1962) relational paradigm of environment, strategy and 

structure is the foundation on which many strategic-choice theorists have 

developed their conceptual models. Chandler “postulated a dynamic 

sequential relationship between the environment, a business firm’s 

strategic behaviour in the environment {strategy), and the consequent 

changes in the internal configuration {struclure)" (A nsoff 1977: 59). 

Hencc, environmental conditions inform an enterprise’s choice o f strategy 

for long-term success. In turn, strategy infomis structure, which is the 

design o f organisation through which an enterprise is administered 

(Chandler 1962).

Strategic-choice theorists take the decision making process as a specific 

focus o f concern (Cyert and March 1963). They view strategy formulation 

as the “process o f arriving at decisions that concern the future direction of 

an enterprise. Such decisions deal primarily with the relationship between 

a firm and its environment and the internal allocation o f resources and 

managerial responsibilities” (Child and Francis 1977; 112). Decisions and 

actions are the end products o f m anagers’ efforts. Strategic-choice 

theorists believe the most crucial decisions arc entrepreneurial decisions, 

which relate to the allocation or reallocation o f resources (Chandler 1962; 

Drucker 1963).
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To infonn decisions, organisations must find ways to know the 

environment by scanning the environment for data, interpreting and 

giving meaning to the data, and taking action based on the learning 

gleaned from environmental scanning and interpretation (Daft and Weick 

1984). Organisational decision makers’ evaluation of their firm’s position 

within the environment informs the choice o f  goals, which in turn, are 

reflected in the strategic action pursued (Child 1972). Environmental 

conditions, in conjunction with organisational objectives, organisational 

size, and technology are identified as significant forces in shaping 

organisational structure (Child 1972). Hence, different environmental 

conditions require different organisational stnjctures to achieve optimal 

perfonnance; for example, higher environmental variability and 

complexity requires a more adaptive organisational structure (Child 

1972).

Analysis of organisational structure and environment must recognise 

decision-makers’ choice, as their evaluation of the environment 

significantly shapes what is deemed the optimal structure for effective 

performance. Organisational decision makers recognise structure has 

consequences for performance, as they are charged with finding the 

appropriate configuration of resources, structure and processes, which is 

internally consistent and consistent with the scale and nature of the 

strategy planned (Child 1972). The goodness o f  f i t  or efficiency between 

organisational strategy, structure, and process is deemed to substantially 

determine organisational performance (Child 1972; see section 2.4.1 

Concept o f  Fit for further discussion). The organisation’s overall level of 

performance is determined by the conjunction of efficiency with demand.

2.3 Miles and Snow’s Adaptive Cycle and Strategic Archetypes

Although managers’ decisions may be numerous and complex, Miles and 

Snow (1978) believe these decisions can be categorised into three broad, 

generic problems: the entrepreneurial (i.e. choice of product-markct



dom ain), the engineering (i.e. transform ation o f resources into outputs) 

and the adm inistrative (i.e. organisational structure).

By using the concept o f  the adaptive cycle to interpret the literature, as 

outlined in the previous sections and their research. M iles and Snow 

(1978) have developed an elegant typology consisting o f  three successful 

organisational types or configurations o f  defenders, prospectors, and 

analysers. Each type has a particular configuration o f  technology, 

structure, and process consistent with its unique m arket strategy. M iles 

and Snow (1978) identified a fourth type, reactors, w hich has an 

inconsistent configuration and is unsuccessful in its response to the 

m arket environm ent. M oreover,

with enough cycles and insight, a given business becom es a very 
good, com prehensively aligned Prospector, A nalyzer, or 
Defender. I f  a business lacks insight, or if  it fails to take 
advantage o f  alignm ent opportunities afforded by the adaptive 
cycle, it will be an incongruent, poorly perform ing Reactor. O f 
course, the hyper-aligned business will face a m ajor challenge if  
it needs to change its strategy. But the M iles and Snow typology 
and adaptive-cycle conccpt are even useful for assessing w hat is 
required to change from one strategic profile to another 
(H am brick 2003: 116)

A sum m ary profile o f  the strategic types is given in Tables 2.1 and 2.2.

The M iles and Snow (1978) typology has been a robust, integrated, 

contingency fram ework for exploring diversity. It sheds light on the 

nature o f  diversity in strategy and form by illum inating the sim ple 

underlying order. In addition to understanding the order in d iversity , it is 

relevant to consider how diversity m ay contribute to an industry ’s long

term  success. A lthough it is w orthy to note, a lim itation to the M iles and 

Snow (1978) typology is its cross-sectional orientation. That is, the static 

nature o f  the typology limits its ability to deal with diversity over time.
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Table 2.1 Summary Profiles of Miles and Snow’s 
Strategic Types: Defender, Prospector, Analyser and Reactor

Strategic
Type

Strategy-Structure Profile

Defender

In the case  o f  the defender, top m anagem ent de libera tely  seeks to create  a stable 
en v ironm en t for their chosen  p roduct-m arket dom ain. E ssen tially , defenders aim  
to seal o f f  a portion  o f  the total m arke t and w ork  aggressive ly  to prevent 
com pe tito rs  from  en tering  their p roduct-m arket dom ain . T his is often  ach ieved  
by focusing  on on ly  a few  corc  technolog ies. G enerally , defenders do re la tively  
little env ironm en ta l scann ing  for new opportun ities . T hus, grow th  is typ ically  
ach ieved  th rough m arket penetration  and som e product developm ent. D efen d ers’ 
success em anates  from  effic ien tly  ta rge ting  and serv ing  a steady  p roduct-m arket 
dom ain . T h e  d e fen d er stra tegy  is m ore eas ily  achieved in stable industries w here  
there  is re la tive ly  little technological change. H ence, the au tom ob ile  industry  is a 
good exam ple  o f  an industry w here  defender-type  stra teg ies are m ore likely to 
succeed. A lthough  new  car m odels are in troduced  each  year, these new  p roducts  
typ ica lly  o lfe r  m inor, increm ental changes  ra ther than m ajor leaps in p roduct 
innovation . T he risk o f  pursu ing  a d e fen d er strategy is o f  becom ing  ineffective  
in add ress ing  m a jo r shifts in the m arke t environm ent.

Prospector

In m any  respects , prospecto rs are the opposite  o f  defenders. Prospecto rs 
typ ica lly  choo.sc env ironm ents that are m ore  dynam ic, re la tive  to o th e r firm s in 
the sam e industry . U nlike defenders, prospecto rs pursue a broad and 
con tinuously  develop ing  p roduct-m arket dom ain . As innovation  is a centra l aim , 
p rospecto rs  m ust be persisten tly  v ig ilan t and expansive , w hile  scann ing  the 
env ironm en t for new  opportunities. T hus, grow th is typ ica lly  ach ieved  through  
product d ev elopm en t and d iversifica tion . Prospectors arc frequently  instigato rs 
o f  industry  change. In fact, change is typ ica lly  the m anner in w hich p rospecto rs  
m ay gain  adv an tag e  over their com petito rs . In essence, p ro sp ec to rs ' success 
em anates from  iden tify ing  and exp lo iting  new  product and  m arket opportun ities . 
T he c o m p u te r so ftw are  industry  exem plifies  p rospccto r-typc  behav iour, as m any 
.software fim is seek to identify  the next ‘k ille r’ so ftw are  app lication  that will 
bring  them  to a dom inan t position  w ith in  a given p roduct-m arket .sector. R isks 
assoc ia ted  w ith  the p rospecto r s tra tegy  are  low profitab ility  and over ex tension  
o f  resou rces in the con tinuous pursu it o f  innovation.

Analyser

A nalysers ho ld  the m iddle ground  betw een  defenders and p rospecto rs. By 
co inb in ing  the streng ths o f  each, analy se rs  aim  to sim ultaneously  innovate  w hile 
m a in ta in ing  a s tab le  base in trad itional p roduct-m arkcts . H ence, analy sers  seek a 
balance, w hich  a llow s them  to m inimi.se risk and  m axiin ise  profit 
s im u ltaneously . T yp ica lly , analysers  im prove  on p ro sp e c to rs ' innovations and 
on ly  pursue  innovations after o ther firm s have tested their viability . A t the sam e 
tim e, an a ly se rs ' accrue m ost o f  their p ro fit from  a .stable set o f  p roducts  and 
custom ers. G iven  that the analysers en d eav o u r to em ula te  the s treng ths o f  both  
defenders and  p rospecto rs, grow th  m ay com c from m arke t penetra tion  as w ell as 
p roduct and  m arke t developm ent. H ence, the pharm aceu tical industry  m ay  best 
exem plify  the  an a ly se rs ' dual approach o f  stab le  and dynam ic p roduct sets. The 
stable  p roduc ts  arc those that have succccdcd  in the p ro cess  from  R & D  through 
to com m erc ialisa tion . For several years  a fte r com m erc ialisa tion , due to the 
p ro tection  o f  pa ten ts, these p roducts  allow  the pharm aceu tica l firm  to 
accum ula te  h ig h er profits. In add ition , a portion  o f  the profits from  stab le  
products , are re invested  in R& D effo rts  for new  pharm aceu tica l p roducts  and /o r 
app lications -  the dynam ic p roduct sets. The greatest ri.sk in pursu ing  the 
an aly se r s tra tegy  is that the balance sough t, betw een stab ility  and fiex ib ility , is 
e ithe r lost o r never su ffic ien tly  a tta ined . F urtherm ore, the dual system  m ay 
p rec lude  firm s froin becom ing  e ither fully e ffic ien t o r effective.

Reactor

R eactors a re  an inconsisten t configura tion  and are generally  unsuccessfu l in their 
response  to the  inarke t environm ent. R eac to rs  are unstab le  because  they  lack a 
set o f  con sis ten t response m echan ism s that they can put into effect w hen faced 
w ith  a chan g in g  env ironm ent. T his incon.sistency po ten tia lly  s tem s from  three 
sources: (i) m anagem en t fails to articu la te  a v iable o rgan isational s tra tegy ; (ii) a 
stra tegy  is a rticu la ted  but techno logy , struc tu re , and p rocess are not linked to it 
in an ap p ro p ria te  m anner; (iii) m anagem ent adheres to a pa rticu la r s tra tegy- 
s truc tu re  re la tionsh ip  even though it is no  longer re levan t to env ironm enta l 
cond itions.

S o u rce : A d a p ted  fro m  M ile s  a n d  S n o w  (2 0 0 3 )
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Table 2.2 Approach of Miles and Snow’s Strategic Types in Solving 
the Entrepreneurial, Engineering and Administrative Problems

Problem s Defender Prospector A nalyser Reactor

Entrepreneurial

Cost and 
Benefits

To seal o ff a 
portion o f the 
total market to 
create a stable set 
o f  products and 
customers

Difficult for 
competitors to 
dislodge firm 
from its industry 
niche, but a major 
market shift may 
threaten survival

To locate and 
exploit new 
product and 
market 
opportunities

Product and 
market 
innovations 
protect firm from 
a changing 
environment, but 
the firm also runs 
the risk o f  lower 
profitability and 
over-extension of 
its resources

To locate and 
exploit new 
product and 
market
opportunities and  
maintaining a 
firm base o f 
traditional 
products and 
customers

Low investment 
in R&D, 
combined with 
imitation o f 
demonstrably 
successful 
products, 
m inimises risk, 
but domain must 
be balanced 
between stability 
and flexibility

To survive and 
avoid complete  
decline by 
reviving product 
profitability

Management fails 
to articulate a 
viable
organisational 
.strategy for the 
environment.
That is, the firm 
is continuing to 
offer products no 
longer required or 
serv'ing customers 
who are no longer 
profitable

Engineering

Cost and 
Benefits

To produce and 
distribute goods 
or services as 
efllcicntly as 
possible

Technological 
efficiency is 
central to 
performance, but 
heavy investment 
in technology 
requires these 
problems remain 
familiar and 
predictable for 
lengthy periods

To avoid long
term commitment 
to a single 
technological 
process

Technological 
fiexibility permits 
a rapid response 
to a changing 
domain, but due 
to multiple 
technologies, it 
cannot maximi.se 
efficiency in its 
production and 
distribution 
systems

To facilitate and 
co-ordinate 
numerous and 
diverse operations

Dual
technological core 
is able to serve a 
hybrid stable- 
changing domain, 
but the
technology can 
never be 
completely 
effective or 
efficient

To realign 
technology with 
.structure and 
process

Technology, 
structure, and 
process are not 
linked in an 
appropriate 
manner for the 
environment

Adm inistrative

C ost and 
Benefits

To maintain strict 
control o f  the 
organisation in 
order to ensure 
efficiency

Administrative 
system is ideally 
suited to maintain 
stability and 
efficiency, but not 
well suited to 
locating and 
responding to 
new products or 
market 
opportunities

To be efficient in 
stable portions o f 
the domain and 
fiexible in 
changing portions

Administrative 
system is ideally 
suited to maintain 
flexibility and 
effectiveness, but 
may undcr-utilise 
and mis-utilise 
resources

To facilitate and 
co-ordinatc 
numerous and 
diverse operations

Administrative 
system is ideally 
suited to balance 
stability and 
flexibility, but if 
this balance is 
lost, it may be 
difficult to restore 
equilibrium

To realign 
procc.ss with 
strategy and 
structure

Administrative 
system is poorly 
aligned, as 
management 
adheres to a 
particular 
stratcgy-structure 
relationship that 
is no longer 
relevant to 
environmental 
conditions

Source: A dapted  from  M iles and Snow  (2003).
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2.4 Contingency Organisation Theory

As coincd by Lawrence and Lorsch (1967), contingency organisation 

theory- views organisations as complex multivariate systems. Hence, a 

theory that aims to explain organisational behaviour should pursue the 

systematic collection o f  multivariate, empirical data. Moreover, such a 

theory is “contingent in the sense that [it tries] to understand and explain 

how organizations function under different [environmental] conditions” 

(Lawrence and Lorsch 1967: 186). The environment is determined by an 

organisation’s decision as to what business it is in. Further, the “ internal 

attributes of the organization, in terms o f  structure and orientation, can be 

tested for goodness o f  fit with the various environmental variables, 

[whereby] ... organisational performance emerges as a function o f  this 

fit’' (Lawrence and Lorsch 1967: 209).

According to Lawrcnce and Lorsch’s (1967) definition, the Miles and 

Snow (1978) typology is located within contingency organisation theory. 

Further, informative contingency theories o f  business and corporate 

strategy are important in their potential to facilitate “the productivity of 

corporations, large and small, by improving the strategy choices made by 

such organizations” (Hofer 1975: 808).

2.4.1 Configurational View o f  Strategy'

The work o f  Miles and Snow (1978) has been instrumental to the fields of 

strategic management and organisation theory in two significant ways by: 

(i) delineating the concept o f  strategic equifinality, and (ii) initiating the 

configurational view  o f  strategy (Hambrick 2003). Equifinality refers to 

the idea that within a particular industry or environment, there are several, 

but not an infinite number o f  ways for organisations to prosper (Hambrick 

2003). Configurations arc groups of organisations with a similar profile of 

organisational characteristics (Ketchen et al. 1997; Meyer et al. 1993; 

McKee ct al. 1989; Miller and Mintzberg 1984). Thus, configurations 

“represent common alignments o f  elements [and] their predictive power
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relies on the fact that most alignments are unlikely while relatively few 

arc far more common” (Miller 1996: 506). Moreover, “the configuration 

approach to research in strategic management offers much potential for 

solving some o f the difficulties inherent in accurately articulating 

multifaceted constructs and relationships among them” (Dess ct al. 1993: 

30).

Sincc Miles and Snow (1978) have outlined their strategic archetypes, 

there have been several other contingency-based configurations, which 

are similar, in some respects, to the Miles and Snow (1978) typology 

(Hambrick 2003). These configurational theories hypothesise superior 

performance or effectiveness for those organisations that resemble one o f 

the ideal types defined in the theory (Doty et al. 1993). Examples o f some 

o f these configurational theories are:

• M intzbcrg’s (1979) five ideal types o f  simple structure, machine 

bureaucracy, professional bureaucracy, divisionalised form, and 

adhocracy

• Porter’s (1980) set o f generic strategies o f  cost leadership, 

differentiation, focus, and stuck in the middle

• M iller’s (1990) high-performance gestalts o f  craftsman, builder, 

pioneer, and salesman

• Treacy and W iersem a’s (1995) three strategic types o f  operational 

excellence, product leadership, and customer intimacy

Several empirical studies have availed o f a synthesis o f the Miles and 

Snow (1978) and Porter (1980) typologies to create low-cost defenders 

and differentiated defenders, because the academics believe such a 

synthesis improves the explanatory power o f their analysis (e.g. Slater et 

al. 2007; Olson et al. 2005; Slater and Olson 2000; W alker and Ruekert 

1987). Indeed, Segev’s (1989: 487) study comparing the Miles and Snow 

(1978) and Porter (1980) typologies, suggests “a synthesis o f the
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typologies along two dimensions: internal consistency of the strategy and 

level o f  proactiveness.” Although, Segev (1989: 492) finds the “Miles and 

Snow’s typology lends itself better to evaluation o f  environmental 

variables” than docs Porter’s (1980) framework.

However, Murray (1988), as well as Miller and Dess (1980), question 

whether such a synthesis is appropriate, as they are more critical in their 

evaluation of Porter’s (1980) typology. Murray (1988: 390) finds Porter’s 

(1980) types “arc n o t ... mutually exclusive and that each strategy may be 

linked to a variety o f  strategic means.” While, Miller and Dess (1980: 

576) find

that: (1) even though [Porter’s (1980) typology] is a simple 
framework, [and] captures a great deal o f  complexity, (2) it 
does not provide a completely accurate portrayal of strategy- 
performance relationships or o f  the ability and desirability of 
combining strategic advantages, and (3) the gencralizability of 
the generic strategies is questionable.

With respect to predictive potential, Doty ct al. (1993) have empirically 

tested Mintzberg’s (1979) ideal types against Miles and Snow’s strategic 

types. Their study indicates there is not sufficient support for 

“Mintzberg’s (1979) theory that organizations will be more effective [if] 

they resemble his five ideal types” (Doty ct al. 1993: 1196). In contrast, 

the Miles and Snow (1978) typology, based on “fit among contextual, 

structural, and strategic factors is a relatively powerful prcdictor of 

organizational effectiveness” (Doty et al. 1993: 1239). Doty et al. (1993) 

continue by noting their findings are not unique, although their study 

shows the Miles and Snow (1978) typology “ is a more powerful predictor 

o f  organizational effectiveness than has previously been reported.” 

Indeed, o f  all the “strategy classification systems introduced over the past 

[30] years, the Miles and Snow typology has been the most enduring, the 

most scrutinized, and the most used” (Hambrick 2003: 116).
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As a coarse-grained methodology. Miles and Snow’s (1978) typology, is 

meant to be generalisablc and indicate statistical significance (Harrigan 

1983). At the same time, like other coarse-grained methodologies (e.g. 

Porter 1980), it may not be able to explain the interaction o f forces 

observed and may “occasionally miss important contingencies” (Harrigan 

1983: 399).

In contrast, /?77e-gra//?£'c/ methodologies (e.g. Mintzberg 1978) are more 

proficient in capturing nuances and the details o f context (Harrigan 1983). 

In this respect, fine-grained methodologies may offer an “improved 

understanding o f forces underlying phenomenon in each observation” 

(Harrigan 1983: 399), but their findings arc not typically generalisablc.

2.4.2 Concept o f  Fit

The concept of//'/ is embedded in contingency theory (Van de Ven 1979); 

it is central to the development o f theories in organsisation theory and 

strategic management (Venkatraman and Camillus 1984), and it is vital to 

the contingency concept in relation to the formulation o f business strategy 

(Hofer 1975). Academics availing o f a configurational view, suggest 

organisations achieve superior performance when they are well- 

configured  or have a good fit . Specifically, organisations must match or 

align their priorities and practices with their chosen strategy (M iller and 

Le Breton-M iller 2006). Indeed, “high-performing configurations are 

those with internal and external congruence, alignment or fit” (Snow et al. 

2005: 433).

Hence, “the fit among the elements o f an organization may be evidenced 

by the degree to which strategy, structure and systems complement one 

another” (Miller 1996: 511). Similarly, organisational /orw.v may be 

viewed as specific configurations o f complementary goals, boundaries, 

and activities (Van de Ven 1979). However, it is worth noting, “a better 

f t  does not mean that there is only one fit - selection is a matter o f
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relative superiority over other forms” (Van de Ven 1979: 322).

Venkatraman and Camillus (1984), in their meta-analysis of the concept 

of fit, as it relates specifically to strategic management, have developed a 

conceptual scheme to distinguish different perspectives of fit (see Table 2.3). 

According to Venkatraman and Camillus (1984), the Miles and Snow 

(1978) typology belongs to the integrated formulation-implementation 

school (i.e. see cell 6 in Table 2.3), which views fit as the integration of 

aligning organisational strategy with environmental conditions, as well as 

tailoring organisational mechanisms in line with strategy. Further, 

Venkatraman and Camillus (1984: 520) recognise that “Miles and Snow 

(1978) employ a qualitative measure o f  fit among strategy, structure, and 

process to differentiate the stable strategic types (defenders, prospectors, 

and analyzers) from the unstable strategic type (reactor).” As such. Miles 

and Snow (1978) represent one of the few “attempts at measuring the 

content o f  fit, with a limited focus on strategy and structure” 

(Venkatraman and Camillus 1984: 520).

The intention o f  Venkatraman and Camillus (1984), in developing this 

scheme is to clarify the specific meaning o f  fit as it is used in various 

settings; they do not suggest one perspective is necessarily superior to 

another. That is, for a particular research stream one perspective o f  fit 

may be more appropriate to use than another, but no one perspective is 

necessarily better (Venkatraman 1989). Indeed, Venkatraman (1989) 

encourages researchers “to consider [using] multiple specifications [of fit] 

as competing theories or models, especially in cases in which the extant 

research may not be powerful enough to suggest rejecting the 

[perspectives] outright.”
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Table 2.3 Proposed Conceptual Scheme 
to Distinguish Different Perspectives of Fit

1) Strategy Form ulation School
4) Inter-organisational (Strategy) 

N etworks School

K ey Issues Exemplar),' Studies K ey Issues E xem ptaty  Studies

Them e: Aligning Bain 1956 Them e:  Strategy Aldrich 1979
strategy with the Bourgeois 1980 analysis at the A nsoff 1982
environmental Chandler 1962 collective level. Fombrun & Asley
conditions Christensen & em phasising 1983 W

X
C ontr ibu t ing M ontgomery 1981 interdependence o f Khandwalla 1981 H
Streams: Hatten & Schendel strategies o f  various Pennings 1981 W*n
• 10-strategy 1977 organisations vying Pfeffer & Salancik

interface Hedley 1977 for resource allocation 1978 >
• lousiness Hofer 1975 C on tr ibu t ing r

policy/strategy Porter 1979; 1980 Streams:
managem ent Rumelt 1982 • Interorganisation

Scherer 1980 al networks
Yip 1982 • Resource-

dependency
themes

• Constituency
analysis

2) Strategy Im plem entation School 5) Strategic-C hoice School

K ey Issues E xem plary Studies K ev Issues E xem plary Studies 2
Them e: Tailoring Chandler 1962 'I’heme: Managerial Child 1972 m
administrative and Channon 1971 discretion moderating M ontanari 1978
organisational Galbraith & Nathanson the determ inistic view (See Fry 1982 and 2
mechanisms in line 1978;1979 regarding decisions on Galbraith and r
with strategy G rinyer & Yasai- organisational Nathanson 1978 for ■■
C ontr ibu t ing Ardekani 1981 mechanisms reviews) w

e
Streams: Gupta & Govindarajan C on tr ibu t ing 3
• Business policy 1982 Streams:
• Normative King 1978 • Contemporary 3

©
strategy literature Lorange & Vancil 1977 organisation

Rumeil 1974 theory
Stonich 1982 • Business policy-
W aterman. Peters & organisalion
Philips 1980 theory interface

3) Integrated Form ulation- 6> O verarching G estalt School
Im plem entation School

K ey Issues Exem plary Studies K ev Issues Exem plary Studies
T hem e: Strategic A ndrews 1971 Them e:  Broadly Chakravarthy 1982
managem ent involving Caves 1980 configuring Hrebiniak 1981
both formulation and Chandler 1962 organisation and Jauch & Osborn
implem entation and G rinyer & Yasai- environment. 1981 2
covering both Ardekani 1981 emphasising Lawrence & Dyer
organisational and Hitt, Ireland & Paiia interdependence but m t 1980 o
environm ental 1982 causation Thom pson 1967
conditions Jem ison 1981 C on tr ibu t ing Thorelli 1977 >

H
C o n tr ibu t ing Miles & Snow 1978; Streams: Van de Ven 1979
Streams: 1980 • Organisation O
• Business W hite & llam m erm esh theory

policy/strategic 1981 • Business
managem ent W illiamson 1981 policy/strategic

• M arkets and management
hierarchies • Population
program ecology-based

concepts

C O N TE N T  O F FIT PATTERN OF IN TER AC TIO N S
(E lem en ts  to be  A ligned  with S tra tegy) (P rocess  o f  A rr iv ing  at Fit)

Source: V en k a t ram an  and  C am il lu s  (1984).

27



2.5 Strategic Archetypes and Performance

A spccts o f  organisational perform ance have been frequently used in 

evaluating  the im pact o f  business strategy based on M iles and Snow ’s 

typology. “The general argum ent is that the specific strategies o f  firms 

w ithin each strategic type could affect perform ance; it is the variation in 

these strategies that cause perform ance to vary” (Shoham  et al. 2002: 

242). K etchen et a l.’s (1997: 233) m eta-analysis o f  40 em pirical studies 

investigating the configurations-perfom iance relationship “rem oves any 

equivocality  surrounding configurations’ ability to predict perform ance.” 

They find “ that an organization’s perform ance is partially explained by its 

configuration, ... [and that] configurations contribute m ore to 

perform ance explanation [in studies availing of] (1) broad definitions o f  

configurations, (2) single-industry sam ples, and (3) longitudinal designs” 

(K etchen ct al. 1997: 223).

M iles and Snow (1978) assert that prospectors, analysers and defenders 

m ay be successful if  their organisational strategy is appropriate for the 

com petitive environm ent and deploy appropriate capabilities; as well as, 

that reactors are less sucecssful than the other strategic archetypes due to 

their poor strategy-structure fit. Further, M iles and Snow (1978) suggest 

organisational perform ance will be relatively equal in defender, 

prospector, and analyser organisations, but also h igher than in a reactor 

organisation. This assertion has been confirm ed by a num ber o f  studies 

(e.g. S later and Olson 2001; Conant et al. 1990; Smith et al. 1989).

How ever, there is evidence from other studies, depending upon the 

industry, the sam ple size, or o ther organisational constructs, w hich 

suggest there are differences am ong strategic archetype perform ance o f  

defenders, prospectors and analysers (A ubert and C roteau 2005). For 

exam ple, there arc a num ber o f  studies that show  prospectors outperform  

defenders (e.g. A ndrew s et al. 2006; Evans and Green 2000; W oodside et 

al. 1999; Ham brick 1983). A dditionally, there are studies that show
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analysers to outperform prospectors, espeeially in situations where 

analysers have imitated, appropriated, and distributed the prospectors’ 

innovations more rapidly than prospectors themselves (Slater et al. 2007).

Although rcactors arc generally expccted to achieve low performance, 

there are studies that show reactors to have performed well. For example, 

Kumari et a l.’s (2006) study shows reactors’ performance, with rcspect to 

market value, to fall between that o f  prospectors and defenders; and that 

reactors’ perfonnance is indistinguishable from analysers. Snow and 

Hrebiniak’s (1980) study shows reactors, within the highly regulated 

environment o f air transport, performed best. As reactors are not as 

willing as their competitors to assume risk, perhaps a highly regulated 

environment suits rcactors where they may do much better than ju st 

survive (Ketchen ct al. 1997). Therefore, it is possible, though not as 

likely, for reactors to perform well in some environments (Ketchen ct al. 

1997: 225). Indeed, rcactors may achieve success through sheer luck, 

rather than through strategic design.

Thus, the link between strategic archetype and performance is not as 

straightforward as the typology suggests (Zahra and Pearce 1990). Meta- 

analytic reviews o f studies employing the Miles and Snow’s (1978) 

typology show there are contradictory findings relating to performance 

(Ketchen et al. 1997; Zahra and Pearce 1990). Moreover, the relative 

performance among archetypes is neither comprehensive nor conclusive 

(Andrews ct al. 2006). Nevertheless, among the numerous studies 

availing o f the Miles and Snow (1978) typology, there is stronger support 

for prospectors, analysers and defenders outperforming reactors (Andrews 

et al. 2006; Ketchen et al. 1997; Zahra and Pearce 1990).

2.6 Strategic Archetypes and Diversity in M arketing Practice

In relation to examining diversity in marketing practice, several 

researchers have applied the Miles and Snow (1978) typology to aspects
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o f  marketing with considerable success, such as market orientation 

(Matsuno and Mentzer 2000; Lukas 1999; McDaniel and Kolari 1987), 

interdependence o f  business strategy and marketing practice (Slater and 

Olson 2001; W alker and Ruekert 1987), marketing competencies (Conant 

et al. 1990) and sales force management (Slater and Olson 2000).

2.6.1 Market Orientation

Among these studies, the area o f  market orientation has received the most 

attention. Am ong the first to apply the Miles and Snow (1978) typology 

to marketing strategies, McDaniel and Kolari (1987) fmd the typology is 

useful to the field o f  marketing strategy. Their motivation for applying the 

typology to marketing strategies primarily centres on the increasing 

dynamism o f  the general business environment (McDanicl and Kolari 

1987). Moreover, extending the application o f  the typology to marketing 

strategy is reasonable, as the organisational mission, objectives and 

resources infiuence the specific marketing strategy an organisation 

pursues (McDaniel and Kolari 1987).

Their investigation o f  the US banking industry not only provides “support 

for Miles and S now ’s typology [but] also suggest additional relationships 

between strategic type, marketing orientation, and views toward specific 

marketing strategy elements” (McDaniel and Kolari 1987: 29). There are 

specific differences in marketing orientation and marketing behaviour 

between defenders and prospectors, as well as, defenders and analysers. 

For example, defenders are the least likely o f  the strategic archetypes to 

consider marketing strategy as being central to achieving their 

organisational objectives (McDaniel and Kolari 1987). Furthermore, these 

defenders are more likely to rely on traditional banking products, which is 

consistent with Miles and S now ’s (1978) assertion that defenders seek a 

narrow, and perhaps a less technically sophisticated product base as a 

means to secure stability. In contrast, prospectors are more likely to invest 

in new technology so as to offer more innovative financial products.
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while analysers are noted for having highly adaptive processes to respond 

to the increasingly dynamic banking industry environment.

McDaniel and Kolari (1987) caution that their findings are limited to one 

industry; thus in other industries, the relationships between strategic type 

and behaviour may differ, particularly i f  the industries arc less turbulent. 

Nevertheless, Lukas (1999: 155) finds Miles and S n o w ’s (1978) strategic 

types “are systematically associated with a characteristic degree o f  market 

orientation ... and these relationships are consistent across different 

performance and environmental contexts.” L ukas’ (1999) investigation o f  

manufacturing firms finds prospectors place the greatest emphasis on 

marketing orientation, while analysers have a stronger competitor 

emphasis. O f  all the strategic types, reactors are shown to have the 

weakest emphasis on marketing orientation and competitor orientation.

Matsuno and Mentzer (2000) examine the role o f  business strategy type 

as an alternative, potential moderator o f  the market orientation- 

performance relationship among US manufacturing firms. Their empirical 

investigations “ find evidence that supports the moderating effects o f  

business strategy type on the strength o f  the relationship between market 

orientation and business perfomiance” M atsuno and M entzer (2000: 1). 

Specifically, they find analysers gain little in performance by increasing 

market orientation. In emulating aspects from the defender and 

prospector, the analyser minimises risk while m axim ising the opportunity 

for profit. In contrast, defenders gain considerable benefit in return on 

investment (ROI) by increasing market orientation, but loose in other 

performance dimensions, such as market share, sales growth and new 

product sales. Overall, prospectors benefit the most, in all dimensions o f  

performance (i.e. market share, sales growth, now product sales and ROI), 

by increasing market orientation.
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2.6.2 Interdependence o f  Business Strateg)’ and Marketing Practice

The other area receiving ample attention is the interdependence o f  

business strategy and m arketing practice (Slater and Olson 2001; Walker 

and Ruekert 1987). W alker and R uekert’s (1987; 15) meta-analysis o f  the 

empirical evidence from various other studies examines “the relationship 

o f  different types o f  structure, processes, and policies involved in the 

performance o f  marketing activities to the overall performance o f  

different business strategies.”

Their propositions in relation to prospectors suggest marketing, sales, 

product research and development (R&D), as well as engineering would 

each have considerable influence and autonomy within the organisation; 

as a result, the potential for conflict among these areas would be high 

(W alker and Ruekert 1987). They believe prospectors would focus on a 

broad range o f  technically sophisticated products, offer high quality o f  

service, seek high prices, and consequently, the levels o f  investment in 

advertising and sales promotion would be relatively high.

Walker and Ruekert (1987) offer further propositions for differentiated 

defenders and low-cost defenders. In relation to differentiated defenders, 

they propose sales, finance and other specialised areas would be the most 

influential within the organisation; however, each area would have only 

moderate autonomy. They propose that differentiated defenders would 

focus on a narrow range o f  high quality o f  products, offer high quality o f  

service, seek high prices, and the levels o f  investment in sales force 

activities would be high.

In relation to low-cost defenders. W alker and Ruekert (1987) suggest 

process engineering, production, distribution, financial management and 

control would be the most influential areas within the organisation. 

Moreover, as there would be a high degree o f  synergy among these areas, 

the potential for conflict would be low. They also propose that low-cost
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defenders would focus on a narrow range o f less technically sophisticated 

products, offer a lower quality o f service, seek lower prices, and 

consequently, the levels o f  investment in advertising and sales promotion 

would be low.

Slater and Olson (2001) examine the performance implications o f 

matching marketing strategy to business strategy by surveying senior 

marketing executives o f manufacturing and service firms about their 

organisational practices. Overall, they observe “superior performance at 

the firm or SBU level [is] achieved when specific marketing strategy 

types [are] matched with appropriate Miles and Snow (1978) business 

strategy types (Slater and Olson 2001: 1055). Specifically, they find 

prospectors, by availing o f an aggressive marketing strategy, will achieve 

superior performance; analysers are likely to achieve superior 

performance through a mass marketing strategy; low-cost defenders 

succeed by pursuing a marketing minimser strategy; and differentiated 

defenders perform best through a value marketing strategy. Slater and 

Olson (2001: 1063) emphasise

that each o f these contingent relationships is unique. In other 
words, each o f the four identified business strategies requires a 
different marketing strategy comprised o f unique combinations 
o f marketing decisions and related practices to achieve 
superior performance. And, there is no significant difference 
among the business strategy types with regard to either 
profitability or market performance (relative to objectives and 
competitors) when marketing strategy type is appropriately 
matched to business strategy type.

2.6.3 Marketing Competencies and Sales Force Management

Conant et al. (1990) investigate marketing competencies among US 

health management organisations (HMOs) by developing a multi-item 

scale to operationalise the Miles and Snow (1978) typology. Their 

findings suggest the marketing competency o f new service development is 

the dimension that differentiates defenders, analysers and prospectors
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from each other. Further, the marketing competencies o f prospectors are 

superior to those o f the other strategic types. Ahhough, they also observe 

that “all three stable archctypcs [i.e. defender, prospector and analyser] 

perform equally well in terms o f profitability and outperform reactors 

(Conant ct al. 1990: 365).

Conant et al.’s (1990) findings are consistent with the concept o f 

equifinality, as asserted by Miles and Snow (1978). For example, they 

find defenders’ performance to be favourable, despite their relative weak 

levels o f marketing competencies (Conant et al. 1990). Thus, the same 

outcomes (i.e. favourable performance) can be achieved in multiple, but 

finite ways. In the case o f defenders, Conant et al. (1990: 377) suggest 

their favourable levels o f  perfomiance may be due to “compensatory 

strengths such as the financial and operations competencies.”

Acknowledging that different business strategies require configurations o f 

organisational practice to achieve optimal perfomiance. Slater and Olson 

(2000) examine sales force practices among US manufacturing firms. 

They propose, as sales force management is an important functional 

activity, it should contribute to the successful implementation o f business 

strategy.

Their findings indicate higher-performing prospectors build strong 

relationship with customers so as to understand their latent needs, as well 

as to identify possible opportunities for new product development. As 

prospectors motivate their sales force by focusing on outcomes (i.e. 

sales), they extend moderate levels over their sales force (Slater and 

Olson 2000).

Higher performing analysers pursue a relationship selling strategy. 

Similar to prospectors, analysers motivate their sales force by focusing on 

outcomes, at the same time, they reduce risk “by using moderately high
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levels o f  supervision to provide clear direction to sales force m em bers and 

... by balancing com m ission-based com pensation with a salaried 

foundation” (S later and O lson 2000: 824).

In relation to low -cost defenders, S later and O lson’s (2000) findings are 

consistent w ith Porter’s (1980) fram ew ork, w here organisations outsource 

their selling function so as to focus on their core com petency o f  

production. Typically, h igher-perform ing low -cost defenders avail o f  

com m ission-based com pensation. In contrast, differentiated defenders 

avail o f  a relationship selling strategy to increase profitability. A lthough, 

S later and O lson (2000; 824) note “differentiated defenders m ay also use 

a transaction-based selling strategy to m axim ize selling opportunities, at 

least in the short run.”

Overall, S later and O lson (2000: 813) “ find substantial support for the 

general proposition that the different strategy types require individualized 

profiles o f  sales force m anagem ent practices for optim al effectiveness and 

that sales force m anagem ent is im portant to the successful 

im plem entation o f  business strategy.”

The findings from these studies indicate there is an association with 

strategic archetypes. That is, there arc d ifferent patterns o f  m arketing 

practice that reflect d ifferent configurations, w hich arc in turn, related to 

environm ental conditions in different ways. Furtherm ore, these studies 

suggest when m arketing practice is appropriately m atched to 

organisational strategy it facilitates organisational perform ance (O lson et 

al. 2005; V orhies and M organ 2003). H ow ever, there are those who 

contend organising m arketing to facilitate business strategy is a 

particularly difficult challenge for m anagers (e.g. V orhies and M organ 

2003; C espedes 1995; W ebster 1997).
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2.7 Summary

“Typologies at their best are memorable, neat and evocative” (Miller 

1996: 506). The Miles and Snow (1978) typology is distinguished 

because: (i) it is well informed by theory and “ it differentiates among 

types o f  strategies, organisations, and dccision-making styles;” (ii) it has 

furthered theory because “the types invoke contrast” ; and (iii) “ it has 

shown how and w hy the attributes o f  each type is interrelated, which has 

important conceptual implications” (Miller 1996: 507).

Miles and S now ’s (1978) adaptive cycle categorises the sets o f  decisions 

organisations “continuously cycling through” in relation to product- 

market. product, and organisational processes into three generic 

problems: entrepreneurial, engineering and administrative (Hambrick 

2003: 116). The patterns arising from organisations’ decisions translate 

into configurations o f  four strategy types: defenders, prospectors, 

analysers and reactors, which “populate the business landscape” 

(Hambrick 2003: 116). Regardless o f  industry or product type, the 

essential nature o f  each strategic type remains constant (Hambrick 2003).

Configurations “represent com m on alignments o f  elements [and] their 

predictive power relies on the fact that most alignments arc unlikely while 

relatively few are far more com m on (Miller 1996: 506). The value o f  the 

Miles and Snow (1978) typology is its potential for prediction. Doty et al. 

(1993) have empirically tested the Miles and Snow (1978) typology and 

find, based on “ fit among contextual, structural, and strategic factors [it] 

is a relatively powerful predictor o f  organizational effectiveness” (Doty et 

al. 1993: 1239).

It is thought “better practice aided by better theory can m ake a big 

difference in a f irm ’s performance” (Snow et al. 2005: 431). Over the last 

thirty years, rcsearchcrs and practitioners have found the Miles and Snow 

(1978) typology easy to operationalise and robust in application. Indeed,
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the typology’s validity has been empirically tested in numerous industries 

and with a variety o f  firm types. “It is because the [Miles and Snow 

(1978)] typology deals with fundamental strategic and organizational 

tradeoffs that it possesses such enduring relevance and appeal” (Hambrick 

2003: 117).

Having reviewed the literature pertinent to Miles and Snow’s (1978) 

strategic-practice typology the following chapter, 3.0 Contemporaiy 

Marketing Practices, examines the extant literature pertaining to Coviello 

et al.’s (2001) framework.
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CHAPTER 3.0 CONTEMPORARY MARKETING PRACTICES

3.1 Introduction

Throughout history there have been few groups so separated from the rest 

o f  the world as not to be touched by marketing activities (Lyon 1933). 

Marketing activities are pervasive and arc by no means limited to 

industrialised or advanced societies (Gronroos 1996; Lyon 1933). 

Although marketing activities have always existed, marketing was first 

coined and used as a noun, in contrast to its earlier use as a verb, in the 

first dccade o f  the 20"’ ccntury (Pctrof 1997). Thus, marketing was 

discovered  because it was recognised as an idea and not just an activity 

(Bartels 1951). Since then, the idea or concept o f  marketing has evolved 

to where it is no longer viewed as a supplemental activity, but as a 

strategic management function that guides and co-ordinates the efforts of 

the entire firm (Hollander et al. 2005; Applbaum 2005; Bartels 1965).

More recent developments in the conceptualisation of marketing relate to 

the emphasis on establishing and maintaining relationships with 

customers as well as within the wider network o f  stakeholders, namely 

suppliers and customers (Groonroos 2007; 1990). Thus, the simple 

exchange o f  more traditional marketing approaches is replaced with the 

development o f  long-term, value-added relationships maintained over 

time with various publics (Groonroos 1994; 1990). The increasing 

addressability o f  marketing means organisations do not deal with 

customers, or other publics as a mass or a segment, but through creating 

individual relationships, managing each in terms o f  its state of 

development (Blattburg and Deighton 1991).

Organisations recognise the long-term value of customers is increasingly 

important and marketing is viewed as a process that should support the 

creation of perccived value over time, thereby redefining the character of 

marketing through the enhancement and management o f  relationships
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(Groonroos 2007; Hakansson and Snchota 1995). In this rcspcct, the 

challenge for organisations is to address the multi-facetcd market 

demands in an adaptable, flexible and responsive manner (Wind 2008; 

M cKenna 1991). It has been the objective o f  Coviello et al. (1997) to 

capture the evolving nature o f  contemporary marketing practices, 

documenting m arketing’s efforts towards renewal (Brodie et al. 2008; 

Gronroos 2007).

This chapter begins by reviewing Coviello ct a l.’s (1997) conceptualisation 

o f  the contemporary marketing practices framework; it continues by 

outlining the fram ework’s central components and examining the extent to 

which it has been tested and validated. Such a review serves as a 

foundation to illustrate how this framework may be used in conjunction 

with Miles and S now ’s (1978) typology to examine diversity in marketing 

practice.

3.2 Conceptualisation of Contemporary Marketing Practices

The impetus to investigate marketing practices, in the context o f  a 

contemporary environment, is as a result o f  a growing body o f  evidence 

that organisations simultaneously employ a combination o f  marketing 

practices (Brodie ct al. 2008). Further, practitioners arc less concerned 

about theoretical paradigms o f  transactional versus relational 

perspectives, than what is more effective in achieving organisational 

goals and in facilitating custom ers’ needs and wants. Hence, the paradigm 

o f  relationship marketing m ay not be as relevant to practitioners as the 

literature would like to suggest.

As well, Coviello et al. (1997: 502) among others (e.g. Zineldin and 

Philipson 2007; Blois 1996; Lehtinen 1996; Peterson, 1995; Fisk 1994; 

lacobucci 1994), criticise the lack o f  a precise definition for relationship 

marketing, which has becom e “a catch-all phrase based on the concepts o f  

relationships, interactions and networks.” According to Coviello et al.
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(1997: 502), this lack of definitional precision has “had two effects; (i) it 

has led to the term relationship marketing being applied rather loosely .. 

and (ii) it has also given rise to a multitude o f  narrow, convenient 

interpretations o f  the term ... to fit the specific needs of the researcher.”

At the tactical level, relationship marketing has been presented as 

manifestations of database marketing, electronic marketing, and multi

level or pyramid selling (Beckett-Camarata et al. 1998; Coviello et al. 

1997; Blattburg and Deighton 1991). At the strategic level, relationship 

marketing represents the ongoing relationships between an organisation 

and its customers, as well as the working relationships between an 

organisation and its suppliers, distributors and other business partners 

(Beckctt-Camarata et al. 1998; Coviello et al. 1997; Gronroos 1994). 

Moreover, research on interactions (i.e. the dyadic relationship between 

buyer and seller) and networks are also labelled as forms of relationship 

marketing (Coviello et al. 1997; Wcnsley 1995; Easton 1995; Morgan and 

Hunt 1994; Gronroos 1990). “These varied interpretations and multiple 

uses o f  the term relationship marketing are perhaps not surprising given 

the complexity o f  relationships themselves (Gummeson 1994). However, 

they have led to the term being both over-used and carelessly used in the 

literature” (Coviello et al. 1997: 502).

At another level, Coviello et al. (1997) recognise there is a body of 

literature to suggest the marketing of consumer goods and services differs 

significantly from the marketing o f  business-to-business goods and 

services. The dichotomies between consumer and business customers, as 

well as goods and services, have been a key consideration within the 

literature (e.g. Gronroos 2007; Lovelock and Gummesson 2004; 

Hakansson and Snehota 1995; Gronroos 1990). Consequently, Coviello et 

al. (1997: 504) believe an understanding o f  the contemporary marketing 

environment is complicated not only by the various manifestations of 

relationship marketing, but also “the view that some types o f  marketing
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arc more appropriate to certain industries than others.” These conflicting 

perspectives are what prompted Coviello et al. (1997: 504) to “develop a 

simple classification scheme which helps to identify and distinguish 

various types o f marketing that may be relevant to contemporary business 

practice.”

A review of marketing practices within the literature anchored the 

development o f  the classification scheme, where six streams of research 

have been identified with the ’’"newer process-based relational 

perspectives”, namely: services marketing, inter-organisational exchange 

relationships, channels, networks, strategic management and value chains, 

and finally, information technology (Brodic et al. 2008: 85). The literature 

review “was designed to capturc how marketing was described, defined or 

discussed, based on both historical and contemporary scholarly 

arguments” (Brodic et al. 2008: 84). The resulting profile o f marketing 

practices in a contemporary environment would afford the opportunity to 

“examine the relevance o f [transactional] and relational marketing in 

different organisational, economic and cultural contexts” (Brodic et al. 

2008: 84). More importantly, it would afford the opportunity “to balance 

theoretical arguments with evidence o f managerial practice” (Brodic et al. 

2008: 85).

As the contemporary marketing practices classification scheme embraces 

a multi-thcoretical approach, it is believed to be a comprehensive 

taxonomy encompassing a range o f marketing practices (Brodie et al. 

2008; Coviello and Brodie 2001; Coviello et al. 1997). That is, “distinct 

boundaries [are] not drawn between each aspect o f marketing, nor [has] 

each aspect implied to be independent and mutually exclusive” (Brodie et 

al. 2008: 85).
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3.3 Overview of the Contemporary M arketing Practices Framework

Four forms o f  marketing are identified in the contemporary marketing 

practices classification scheme, namely transaction, database, interaction 

and network marketing (Coviello et al. 1997; Coviello and Brodie 2001). 

Transaction marketing, which is also referred to as traditional marketing, 

involves managing the elements in the marketing mix. Communication is 

seen as discrete, arms-length transactions to customers (Brodie et al. 

2008). Database marketing is also viewed as interaction to customers, 

which “involves using database technology to create a relationship. The 

intent is to retain identified customers, ... [but] relationships per se are 

not close or interpersonal, and are facilitated and personalised through the 

use o f  database technology” (Brodie et al. 2008: 85). Relational forms of 

marketing practices are interaction and network marketing. Interaction 

marketing is with the customer as it “implies face-to-face interaction 

between individuals ... , [where] both parties in the dyad invest resources 

to develop a mutually beneficial and interpersonal relationship” (Brodie et 

al. 2008: 85). Network marketing is also with the customer, “but occurs 

across and among organisations, ... [where] managers commit resources 

to develop their firm’s position in a network o f  various firm-level 

relationships (Brodie et al. 2008: 85). A more detailed description of each 

form of marketing practice is provided in Table 3.1.

It is worthy to note, in the earliest developments o f  the contemporary 

marketing practices classification scheme, database marketing is 

considered a low-form  o f  relational marketing, as there is personalised 

contact with customers via a database (e.g. Coviello et al. 1997; Coviello 

and Brodie 1998). In later developments of the CMP classification 

scheme, database marketing is considered a form o f  transactional 

marketing; although there is some form o f  personalised contact, the 

customer relationship is considered discrete and distant (e.g. Coviello et 

al. 2001: 387; Brodie et al. 2008). That is, in database marketing the 

organisation’s contact is “/o a targeted segm enf’, rather than interactive

42



Table 3.1 Forms of Contemporary M arketing Practices

M a r k e t in g  F orm D escr ip t ion

T ransactional
P erspective

T ra n sa c t io n
M a rk e t in g

Transaction marketing is commonly referred to as traditional 
marketing, which is focused on a single sale in the short term. 
Transaction marketing is said to be oriented towards product 
features with low service emphasis, and involves moderate 
customer contact and limited customer commitment. 
Consumer packaged goods are normally characterised by 
transaction marketing.

T ransactional
P erspective

D atab ase
M a rk e t in g

R ela tiona l
P erspective

In te rac t io n
M ark e t in g

Database marketing involves applying a tool or technique to 
develop and manage long-tenn relationships between the 
company and its targeted customers. In this marketing 
activity, the focus is still on the market transaction, but now 
involves both economic and information exchange. The 
marketer relies on information technology (e.g. in the form o f  
a database or the internet) to create a type o f  relationship, thus 
allowing firms to compete in a manner different from mass 
marketing. More specifically, the intent is to use technology to 
help retain customers over time. Communication patterns are 
generally driven and managed by the seller, and are therefore 
asymmetrical (similar to transaction marketing). Marketing is 
still to the customer, rather than with the customer.

Interaction marketing activities involve face-to-face 
interactions within relationships. Marketing occurs at the 
individual level based on social processes and personal 
interactions. Relationships are established between 
individuals, and can occur in both a formal and informal 
manner, with the parties being mutually active and adaptive.
At a managerial level, interaction marketing is truly with the 
customer, as both parties in the dyad invest resources to 
develop a mutually beneficial and interpersonal relationship. 
Interaction marketing is not the responsibility o f  a specialist 
marketer per se (as in database marketing), nor is the 
practitioner necessarily in the position o f  seller. Rather, 
interaction marketing can involve a number o f  individuals 
across functions and levels in the firm, and may encompass 
both buying and selling activities.

R ela tiona l
P erspective

N e tw o rk
M ark e t in g

Network marketing activities occur across organisations, 
where firms commit resources to develop a position in a 
network o f  relationships. This is generally accomplished 
through business and social transactions over time, as a result 
o f  developing and maintaining individual, interaction-based 
relationships. Thus, network marketing encompasses 
relationships at both the individual and firm level. Because the 
relationships are part o f  a larger net, they can range from close 
(interpersonal) to distant (impersonal), and have varying 
levels o f  dependence and degrees o f  communication. C o
ordination o f  parties through network marketing may be 
conducted by general managers or by part-time marketers 
from all areas in the organisation, or even outside the 
organisation. Relationships may be with customers, 
distributors, suppliers, competitors, and so on.

Adapted from Coviello and Brodie (2001).
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m arketing’s interpersonal dialogue with customers (Coviello et al. 2001). 

The distinction is made between transactional and relational marketing by 

asserting transactional forms o f  marketing are performed to the customer, 

while relational forms o f  marketing are performed with the customer 

(Coviello et al. 2001).

A further revision to the original contemporary marketing practices 

classification scheme (Coviello ct al. 2001) includes IT-enablcd 

interactivity, which is referred to as e-m arketing. E-marketing is defined 

as “using the internet and other interactive technologies to create and 

mediate dialogue between the firm and identified customers” (Coviello et 

al. 2001: 26). In this respect, e-marketing is relational, as it “encompasses 

one-to-one marketing and allows for mass customization” (Brodie et al. 

2008: 87). Several studies have found information technology (IT) to play 

a variety o f  roles in marketing practice (Brookes et al. 2004; Coviello ct 

al. 2003; Brady 2003; Brady et al. 2002). The findings from these studies 

suggest “a cautious approach to the adoption o f  new ITs with an emphasis 

on the information technologies that [support and reinforce] current 

marketing situation/practices, rather than transforming them ” (Brodie et 

al. 2008: 87).

Not all researchers have availed o f  this fifth form o f  marketing practice in 

their empirical studies (e.g. Coviello et al. 2002; W agner 2005; W alsh et 

al. 2004). Further, the distinction between e-marketing and database 

marketing, is somewhat blurred, as they arc highly correlated (e.g. Brodie 

et al. 2008; Lindgreen ct al. 2004). Moreover, further investigation is 

required to detennine how practitioners differentiate, i f  at all, between 

database and e-marketing (Brodie et al. 2008). For these reasons, e- 

marketing has not been included within this study, as it does not provide 

as useful a means o f  distinguishing between the different forms o f  

contemporary marketing practice.
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3.4 Dimensions of Contemporary M arketing Practices

Coviello et a l.’s (1997) extensive review o f the wider marketing literature 

reflects an integrated, pluralistic view o f marketing practice 

encompassing traditional and relational perspectives. “Coviello et al. 

(1997; 2000) argue that any or all o f  the approaches might be relevant to, 

or practiced by, an organization at a given tim e.” (Coviello and Brodie 

2001; 386). Further, Coviello et al. (1997) recognise, according to 

exchange and managerial dimensions, there are discemable differences 

among the marketing approaches. These eight dimensions (see Table 3.2) 

are derived from the literature (Coviello 1997) and have been refined and 

operationalised (Coviello and Brodie 2001; Coviello et al. 2000; Brodie et 

al. 1997). There are four dimensions o f exchange: purpose o f exchange, 

nature o f communication, type o f contact, and duration o f exchange (i.e. 

nature o f relationship with customers); and four managerial dimensions: 

managerial intent, managerial focus, managerial investment, and 

managerial level (i.e. who performs/is responsible for marketing). Table 

3.2 provides a fuller description o f each dimension o f contemporary 

marketing practice.

The rationale behind the eight dimensions is to understand and 

differentiate between the ways marketing is practiced (Brodie et al. 1997). 

Moreover, it offers a basis from which it is possible to determine whether 

types o f industries, organisations and customers are primarily associated 

with one or more forms o f marketing practice; and whether forms o f 

transactional marketing are being replaced by forms o f relational 

marketing (Coviello and Brodie 2001; Brodie et al. 1997).
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Table 3.2 Dimensions of Contemporary M arketing Practices

Dim ension Transaction
M arketing

D atabase
M arketing

Interaction
M arketing

Netw ork
M arketing

Prim ary  
pu rpose  o f  
e x change

G en era te  
f inancia l  return

A cqu ire
cu s to m e r
in fo n n a t io n

Build
individual
long- tem i
rela tionsh ips

Form  system - 
wide
rela tionships

N atu re  o f  
c o m m u n ica t io n  
(i.e. pattern,  
b a lance ,  and 
parties)

Firm  to m ass 
m arke t

F irm  to a
specific
seg m en t

Individual 
e m p lo y ees  
w ith their 
cus to m ers

Senior
m anagers  with 
o ther  senior 
m anagers

T y p e  o f  contact
A m is- len g th ,
im personal

S o m ew h a t
personal ised

in terpersonal Interpersonal

Dura tion  o f  
e x ch an g e  (i.e. 
na tu re  o f  
re la tionship  
w ith  cus tom ers)

M anageria l
intent

N o  future 
personalised  
con tact  by  the 
firm

Attract
c u s to m ers

S o m e  future 
pe rsonal ised  
con tact  by the 
f imi

Retain
cus to m ers

O n g o in g  
personal  
con tac t  with 
an  individual

D evelop  c o 
o pera t ive  
re la tionships

O n g o in g  
personal 
con tact  with 
the sys tem

C o-ord ina te
sys tem -w ide
rela tionships

M anageria l
focus

Produc t  or 
b rand

Product  or 
b rand  in a 
targe ted  m arket

R e la t ionsh ips
be tw een
ind iv iduals

C o nnected  
re la tionships 
be tw een  firms 
in a netw ork

M anageria l
resource
inves tm ent

4 P  activit ies
C o m m u n ic a t io n
techno logy

Personal
re la tionsh ips

Organisat ional ,
sys tem
rela tionships

M anageria l  
level (i.e. w h o  
perform s/is  
re sponsib le  for 
m arke ting)

Func tiona l
m arke te rs

Specia lis t
m arke te rs

All em p lo y ees
C h ie f
execu tive

A d ap ted  from C ov iel lo  and  B rodie  (2001) and  B rodie  et al. (1997).
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3.5 Validating tlie Contemporary M arketing Practices Scheme 

3.5.1 Empirical Studies o f  Initial Validation

The first empirical study (Brodie et al. 1997), validating the dimensions 

o f  marketing practice, finds;

• Transaction marketing is more likely to be associated with 

consum er goods

• Interaction marketing is more likely to be associated with 

industrial goods

• Database and network marketing are more likely to be associated 

with a more sophisticated use o f  technology

• Interaction and network marketing are more likely to be associated 

with high-technology organisations.

However, the study also finds “all four types o f  marketing are in evidence 

and practiced by most types o f  firms, to varying degrees” (Brodie ct al. 

1997: 401). As the findings do not clearly indicate one type o f  marketing 

practice is more com m on to some sectors than others, Brodie et al. (1997) 

believe it challenges, to a certain extent, G ronroos’ (1990) assertion o f  a 

paradigm shift from transactional to relational marketing. That is, forms 

o f  transactional and relational marketing co-exist within organisations.

The second empirical study in relation to the validation o f  the dimensions 

(Coviello and Brodie 1998: 184) found similar results where “many firms 

appeared to m anage a variety o f  approaches to customer relationships 

and, therefore, practiced both transactional and relational marketing.” 

Although there is support for relationship marketing, in principle 

(Gronroos 1990), the findings “also support the body o f  literature which 

questions the appropriateness o f  relationship marketing (Blois, 1996; 

Low, 1996); ... [as] under certain conditions in industrial markets, short

term opportunistic behaviour is not only accepted, but also encouraged” 

(Coviello and Brodie 1998; 184).
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3.5.2 Small Firms and Contemporary Marketing Practices

Coviello et al. (2000) reassert the importance o f  understanding 

organisations’ transition from one type o f  marketing to another, and/or the 

simuhaneous implementation o f  multiple types o f  marketing practice. In a 

study examining the marketing practice amongst small firms they note, 

“most firms will experience the pressure to develop the capacity to 

practice all four types of marketing within their organization” (Coviello et 

al. 2000: 542). Therefore, suggesting marketing practices among small 

firms is not as different from those among larger firms, as is often 

asserted in the literature (Coviello et al. 2000).

3.5.3 Examining the Consumer/Business-to-Business Divide

In testing the dimensions further, Coviello and Brodie (2001: 389) 

contend “there is a lack o f  consistent empirical support for the consumer/ 

business-to-busincss dichotomy, and a dearth of investigations focused on 

marketing practices in the dichotomous context.” Hencc, they question 

the dominant view o f  whether marketing is truly different in consumer 

and business-to-busincss organisations. These notions, considered in the 

context o f  the contemporary marketing practiccs classification scheme, 

led them to investigate whether: “fimis serving business markets arc more 

likely to practice interaction marketing and network marketing; ... [and] 

whether firms serving consumer markets arc more likely to practice 

transaction marketing and database marketing” (Coviello and Brodie 

2001: 389-390).

At an aggregate level, they find the marketing practices o f  fimis serving 

consumer markets are different from those serving business markets. In 

particular, they find consumer organisations “practice significantly higher 

levels o f  certain aspects of transaction [and database] marketing” while 

business-to-business organisations are more likely “to practice 

significantly higher levels o f  certain aspects o f  interaction [and network] 

marketing” (Coviello and Brodie 2001: 392). Hence, their findings
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broadly suggest business-to-business organisations “are m ore relational 

than their consum er counterparts in som e o f  their m arketing practices” 

(Coviello and Brodie 2001; 394). H ow ever, as only certain aspects o f  the 

forms o f  m arketing practice are associated with consum er and business- 

to-business organisations, C oviello  and Brodie (2001) conclude their 

hypotheses are only partially  supported. They are cognisant, that:

At one level, the d ichotom y argum ent seem s to be supported 
given the com parison across individual item s provides evidence 
that consum er firm s are m ore likely to practice transaction 
m arketing and database m arketing, and B2B firm s are more 
likely to em phasize interaction m arketing and network 
m arketing. H ow ever, additional analysis show s there are more 
sim ilarities than differences across the 3 1 individual variables in 
this investigation. Therefore, a clear d ichotom ous pattern fails to 
em erge, and the general patterns show that contem porary 
practices o f  both types o f  firm s reflect aspects o f  all four 
m arketing approaches (C oviello and Brodie 2001: 395).

C oviello and Brodie (2001) further conclude their findings are 

inconsistent with the dom inant literature, w hich argues for a 

consum er/business-to-business divide. They contend, regardless o f  the 

type o f  m arket served, transactional and relational paradigm s are relevant. 

Therefore, “although som e differences do em erge across contexts, it is 

unreasonable to argue that m arketing practices arc fundam entally 

different across consum er and B2B firm s” (C oviello and Brodie 2001: 

395). M oreover, they assert a com prehensive understanding o f 

contem porary m arketing practices requires a full spectrum  o f  m arketing 

approaches, encom passing the transactional and relational paradigm s.

3.5.4 Transactional/Relational Divide in Different Contexts

Progressing with the validation o f  their fram ew ork, C oviello et al. (2002: 

33) “exam ined 308 firm s in the United States and four other W estern 

countries to understand how  different types o f  firm s relate to their 

m arkets.” A gain, they investigated how  different types o f  firm s relate to
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their markets in terms o f  their contemporary marketing practices and 

whether there is an emphasis on either a transactional or relational 

perspective (Coviello et al. 2002).

In this study they strongly argue for a pluralistic conceptualisation o f  

marketing, such as their contemporary marketing practices framework, 

which “does not view transactional and relational marketing to be 

separate paradigms, mutually exclusive paradigms, or opposite ends o f  a 

continuum. Rather, it suggests that marketing is characterized by multiple 

complcx processes manifested in four different aspects o f  marketing 

practice” (Coviello et al. 2002; 34). In this respect, they choose to 

examine contemporary marketing practices in different contexts, namely 

according to the predominant type o f  product offered (i.e. either goods or 

services) and the predominant type o f  customer served (i.e. either 

consumers or businesses).

Coviello et al. (2002: 36) suggest the simple goods/services distinction 

has becom e less relevant in the context o f  contemporary marketing 

practice. Primarily because o f  the deficiency o f  empirical studies 

examining the distinction between goods and services. Moreover, only 

two studies found within the literature “ focus directly on the topic o f  

interest in the current research: how firms relate to their markets (George 

and Barksdale 1974; Hooley and Cowell 1985), and only George and 

Barksdale (1974) show clear differences in marketing practice. In 

contrast, Hooley and Cowell (1985) provide some support for the notion 

that the goods/services boundary is blurred” (Coviello et al. 2002: 36).

Similarly, the arguments regarding the division between 

consumer/business marketing is also less relevant in a contemporary 

context. Again, a lack o f  comparative studies within the literature 

suggests the distinction between consum er and business marketing is 

perhaps unjustified. “Only Zeithaml, Parasuraman, and Berry (1985) and
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Andrus and Norvcl! (1999) dircctly consider how firm s relate to their 

m arkets in term s o f  their various strategies/approaches, and an analysis o f  

these findings suggests that m arketing practices are m ore sim ilar than 

different” (C oviello et al. 2002: 36). M oreover, Coviello et al. (2002) did 

not uncover any studies that offer a com parison across consum er goods, 

consum er services, business goods, and business services firms.

The findings from Coviello et a l.’s (2002) study indicate consum er 

organisations, goods organisations, as well as consum er goods 

organisations are m ore likely to avail o f  transactional m arketing. 

O rganisations serving consum er m arkets arc m ore likely to avail o f  

database m arketing. Thus, at a general level, “these findings appear to 

support the early theoretical argum ents that business-to-business and 

service m arketing are different from consum er and goods m arketing” 

(Coviello et al. 2002: 42). How ever, there are no significant associations 

with respcct to interactive and netw ork m arketing, which suggests 

m arketing practice does not vary according to the type o f  product and 

custom er served (C oviello et al. 2002).

W ith respect to w hether there is an em phasis on either a transactional or 

relational perspective, their findings do not provide clear evidence. 

(Coviello et al. 2002). That is, “relational aspects o f  m arketing are 

im plem ented by all types o f  firm s, a transactional approach is still very 

m uch in evidence, even for non-consum er goods firm s” C oviello et al. 

2002: 42).

3.5.5 Performance and Contemporary Marketing Practices

It is only recently that two studies have, as a focus o f  the investigations, 

the association betw een form s o f  contem porary m arketing practices and 

perform ance (B rodie et al. 2008). The first, C oviello et a l.’s (2006) study 

on small service organisations, w ithin the C anadian tourism  

accom m odation sector (i.e. C anadian provinces o f  British Colum bia,
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Alberta, Saskatchewan, and Manitoba), test the associations between 

specific marketing practices and firm perfonnance, as well as the links 

between the various performance measures. The study finds transactional 

and interactive marketing are associated with customer acquisition and 

sales growth (Coviello et al. 2006). As well, success with customer 

acquisition, rather than customer retention, leads to profitability for firms 

(Brodie et al. 2008). Finally, as may be expected profitability is strongly 

influenced by sales growth (Coviello et al. 2006).

The second study examining marketing practice and performance (Brodie 

et al. 2007) encompass a broad section o f  industries drawn from executive 

MBAs studying in the US (i.e. collected in 2002) and middle managers 

within US firms (i.e. collected in 2005). This study finds e-marketing (i.e. 

located between database and interactive marketing on the scheme of 

contemporary marketing practices), “to be positively associated with 

improved acquisition perfonnancc, which in turn, influences retention 

performance. Additional results also suggest that the implementation of c- 

niarketing increases the effectiveness and efficiency o f  [database 

marketing] and [network marketing] practices” (Brodie et al. 2008: 87- 

88 ).

Examining the relationship between marketing practice and performance 

measures is constructive in the inquiry o f  organisations’ strategic 

behaviour. The investigations in relation to the association between 

marketing practice and performance are relatively new, and, as noted by 

Brodie et al. (2008: 88), “further work linking practices with performance 

is required.”

3.6 Contribution of the Contemporary M arketing Practices Scheme

Since the 1980s greater emphasis has been placed on marketing processes 

and relationships, which is commonly referred to as relationship 

marketing (Brodie et al. 2008). The overriding aim of the contemporary
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marketing practices scheme is to synthesise the traditional perspectives 

with the modem perspectives o f marketing (Brodie et al. 2008).

Coviello et al. (1997) acknowledge the arguments for a paradigm shift 

from transactional to relational marketing are persuasive. However, the 

evidence shows practitioners simultaneously avail o f  several forms of 

marketing practice, encompassing transactional and relational 

perspectives (Coviello et al. 2006; Coviello et al. 2003; Coviello et al. 

2002; Covicllo and Brodie 2001; Coviello ct al. 2000; Coviello et al. 

1997). Hence, it is irrelevant to practitioners as to what is the correct 

theoretical paradigm, which has been the debate among academics, as 

long as the marketing practices used are effective in achieving 

organisational goals.

This apparent gap between theory and practice has led Covicllo et al. 

(1997) to question the academic dichotomy between the transactional and 

the relational marketing paradigms. Their aim is to examine marketing 

practices in various organisational, economic and cultural contexts, as 

well as to balance theoretical arguments with evidence from managerial 

practicc (Dadzie et al. 2008; Saren and Pels 2008; Covicllo ct al. 2006; 

Wagner 2005; Coviello et al. 2002).

A unique aspect o f the contemporary marketing practices scheme is that it 

does not view alternative aspects o f marketing as mutually exclusive 

(Coviello and Brodie 2001). Further, distinct boundaries are not drawn 

between each aspect o f marketing. Consequently, the contemporary 

marketing practices classification scheme is meant to broaden the 

perspective o f marketing by identifying, recognising and categorising the 

full range o f relevant phenomena (Brodie et al. 2008).

While the empirical studies provide partial support for organisations 

offering goods and serving consumers being transactional, and 

organisations offering services and serving business customers being
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relational, there are exceptions (Coviello et al. 2006; Coviello et al. 2003; 

Coviello et al. 2002; Coviello and Brodie 2001; Coviello et al. 2000; 

Coviello et al. 1997). Moreover, transactional and relational practices co

exist within most organisations (Brodie et al. 2008).

As an understanding of marketing practice evolves, so should the 

classification scheme evolve. Following from the marketing management 

versus the relationship marketing debate, there is some speculation as to 

what may be the next challenge to address within the contemporary 

marketing practices classification scheme (Brodie et al. 2008). “The 

recent international discussion surrounding what Vargo and Lusch (2004) 

refer to as the Service Dominant Logic (SDL) has started to provide this 

challenge. ... [Primarily by suggesting] an alternative multiple logic may 

be a more appropriate way to interpret the changes that are taking place in 

marketing practice’' (Brodie et al. 2008: 90).

Regardless of the next topic o f  investigation, the principle guiding the 

development o f  the scheme is to embrace plural, hybrid and even 

paradoxical perspectives. This philosophy, which engages in a multi- 

theoretical and multi-method approach, is a means towards synthesis 

(O ’Driseoll 2008). Indeed, reconciling apparent contradictions is central 

to the contemporary marketing practices classification scheme 

(O’Driscoll 2008; Saren and Pels 2008).

3.7 Summary

Exactly what the marketing landscape will be into the future no one can 

precisely predict. Indeed, an organisation’s strategy for success today, may 

be its undoing tomorrow. Nevertheless, marketing operates in a dynamic 

environment and change is the one thing that marketers can expect.

It has been the objective o f  Coviello et al. (1997) to capture the evolving 

nature o f  contemporary marketing practices, documenting marketing’s 

efforts towards renewal (Brodie et al. 2008; Gronroos 2007). Coviello et

54



al. (2002) argue for a pluralistic conceptualisation o f  marketing; they 

contend transactional and relational marketing are not separate, mutually 

exclusive paradigms, nor arc they the apposing ends o f a continuum. They 

contend, regardless o f the type o f market served, transactional and 

relational paradigms arc relevant. Moreover, they argue organisations may 

choose to avail simultaneously o f multiple forms o f marketing practice 

(Coviello et al. 1997; 2000).

The value o f the contemporary marketing practices scheme is its ability to 

distinguish between different types o f marketing practice (i.e. transaction, 

database, interaction and network). The scheme “has provided a rich basis 

o f knowledge on which to construct theoretical frameworks that

acknowledge the complexity and multidimensional nature o f

[contemporary marketing practiccs], ... offering both [a] broad

understanding based on multiple contexts, and richer embedded

understandings based on particular contexts” (Little ct al. 2008: 132).

The framework o f contemporary marketing practiccs has evolved by 

questioning conventional wisdom, which is healthy and necessary for the 

discipline. Similarly, the framework itself requires continual “review and 

redevelopment in order to remain contemporary, ... [primarily by paying] 

attention to the underlying theories in marketing, strategic management 

and organisational theory that underpin contemporary practiccs (Brodie et 

al. 2008: 91).

The following chapters, 4.0 Methodology! and 5.0 Findings, outline the 

research design, the data analysis, as well as the central findings arising 

from the research.
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CHAPTER 4.0 M ETHODOLOGY

4.1 Introduction

The research model, hypotheses, and design are presented in this chapter. 

As part o f  the research design, the advantages and Hmitations o f  online 

surveys is examined, as well as lessons drawn from the pilot survey, 

which contributed substantially in developing the online survey ultimately 

employed.

4.2 Research Model and Hypotheses

The research aims are to examine Miles and Snow’s (1978) strategic 

archetypes, Coviello et al.’s (1997) classification o f  contemporary 

marketing practices, each scheme’s relationship with organisational 

performance, and whether there is a relationship between strategic 

archetype and marketing practice. The literature reviewed in the 

proceeding chapters, 2.0 Strategic Archetypes and  Diversity and 3.0 

Contemporary M arketing Practices, informed the research hypotheses. 

Hence, the model (see Figure 4.1) developed for this research is drawn 

from the literature and sets out to test the following seven hypotheses:

H I: Configurations o f strategy-structure may he observed and  

broadly conform to Miles and S n o w ’s (1978) strategic 

archetypes o f  prospector, analyser, defender and reactor.

H2: ‘G ood’ strategy'-structure fit, which emerges through the 

configuration, leads to superior organisational performance o f  

prospectors, analysers and defenders over reactors.

H3: M arketing practices may be observed and broadly conform  

to Coviello et a l . ’s (1997) contemporary marketing practices 

scheme o f  transaction, database, interactive and network 

marketing.
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H4: Relational forms o f  contemporary marketing practices, 

namely interactive and network marketing, are primarily 

associated with sen'ices; while transactional forms o f  

contemporary marketing practice, namely transaction and 

database marketing, are primarily associated with goods.

H5: Relational forms o f  contemporary marketing practices, 

namely interactive and network marketing, are primarily 

associated with business customers; while transactional forms 

o f  contemporary’ marketing practice, namely transaction and 

database marketing, are primarily associated with consumers.

H6: Relational forms o f contemporary marketing practices, 

namely interactive and network marketing, are associated with 

higher organisational perfi)rmance than transactional fi)rms o f  

contemporary marketing practice, namely transaction and 

database marketing.

H7: Coviello et a l.’s (1997) forms o f  contemporary- marketing 

practices vary with regard to Miles and Snow ’s (1978) strategic 

archetypes.
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Figure 4.1 Strategic Archetypes and M arketing Practices Model
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As this research examines marketing practice, as well as strategic 

archetype, it is reasonable for marketing practitioners in Ireland to be the 

target population from which inferences about the diversity o f  marketing 

practice and strategic archetypes may be made. There arc only two 

associations representing marketing and sales professionals within 

Ireland, namely, the Marketing Society and the Marketing Institute. An 

added advantage is that their members work in all types o f  organisations 

and across all product-market sectors. Access to such a population affords 

a unique opportunity, as many o f  the studies pertaining to Miles and 

S n o w ’s (1978) strategic archetypes and Coviello et a l.’s (1997)
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contem porary m arketing practices, avail o f  m ore narrow  product-m arket 

categories (e.g. banks, hospitals, tourism  organisations, publishing, 

electronics, food processing, retailers etc.). Those studies involving 

broader product-m arket categories typically avail o f  convenience sam ples 

com prising o f  m em bers from an (executive) M asters in Business 

A dm inistration (M BA ) program m e. It w as decided to test the research 

hypotheses by developing an online survey distributed to m em bers within 

these associations. Hence, consideration is given to the advantages and 

lim itations o f  using this survey mode.

4.3 Online Surveys

As the internet has achieved m ainstream  acceptance, it is unsurprising 

academ ics and practitioners from a variety o f  d isciplines, such as 

m arketing, inform ation system s, m anagem ent and econom ics, are 

increasingly em ploying this alternative m ode o f  data collection (Ray and 

Tabor 2003). Online or electronic surveys have rapidly becom e a 

preferred survey m ethod due to their potential for acquiring m ore accurate 

data and generating faster data collection at reduced costs (K lasscn and 

Jacobs 2001). O nline surveys address som e o f  the disadvantages 

associated with postal surveys, such as slow  response and m anual 

transcription o f  data from a hard copy questionnaire to an appropriate 

statistical analysis tool. Som e suggest (e.g. Supovitz 1999; C ouper 2005; 

C ouper 2000b; Illieva et al. 2002) online surveys are the natural 

technological evolution o f  paper-based surveys (see Figure 4.2). 

H ow ever, “no single m ethod can be judged  superior to the others in the 

abstract. Instead each should be evaluated in term s o f  a specific study 

topic and population, as well as budget, staff, and tim e constrain ts” 

(Salant and D illm an 1994: 35).
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Table 4.1 Technological Evolution of Survey Methods

Standard  Data Collection E volving M edia o f  Data Collection

Postal 

Telephone 

Personal Interview

Online Surveys: Web-Based, Email, and Integration o f  
Web-Based and Email Surveys

Computer-Assisted Telephone Interviews (CATI) 

Computer-Assisted Personal Interviews (CAPI)

Adapted from lllieva et al. (2002).

The growth in online data collection methods is largely attributed to the 

grow ing num ber o f  internet and email users, which in many countries 

emulate the general population. The swift market penetration o f  the 

internet is impressive; within four years o f  its introduction 50 million 

people were using it. In comparison to other media, “ it took radio almost 

30 years to achieve to achieve this level o f  saturation and television 

almost 13 years” (Cook et al. 2000: 822). Moreover, “most individuals 

believe that [online] surveys meet the information era and electronic 

com m erce needs; therefore, users accept the web as a survey tool” 

(Huang and Liaw 2005: 741).

As new methods o f  self-administering surveys are gaining rapid 

acceptance, a num ber o f  researchers (e.g. Schaefer and Dillman 1998; 

Stanton 1998; Schuldt and Totten 1994; Sheehan and M acmillan 1999) 

have investigated how online surveys compare and contrast with postal 

surveys. The main characteristic online and postal surveys share is their 

com m on methodology o f  self-administration. Online “survey designers 

can consult the self-administered survey design literature, [as] many [of 

the] guidelines established in this literature for paper surveys are 

relevant” for online surveys (Dillman and Smyth 2007: S95). However, 

som e concerns arise in the context o f  self-administered online surveys. 

Although it can be assumed most people will have had some prior 

experience with paper-based surveys, in the case o f  online surveys, 

depending on the population being studied, such an assumption may be 

unwise (Dillman 2007). On a practical basis, substantial differences can
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exist in computers and software that may affect access to online surveys. 

Additional concerns may relate to the security, privacy and confidentiality 

associated with electronic technologies used in distributing surveys and 

collecting survey data (Cho and LaRose 1999).

4.3.1 Web Surveys

The terms online or electronic surveys encompass web and email surveys, 

which involve computer-to-computer communication over the internet, 

and is commonly referred to as computcr-mcdiated communication 

(CMC). Web-based surveys are where all visitors to designated websites 

have an equal chance to complete the survey. Using this form o f a web 

survey means a researcher’s control over respondents is more limited than 

an email survey, primarily because inviting list subscribers or casual 

browsers to respond to a survey does not reflect a probability sample and 

results in a self-selection bias. Such a non-probability design is not 

recommended if it is desirable to make inferences about a population, as 

sampling errors may be present and confidence intervals may be low 

(Couper 2000a).

4.3.2 Email Surveys

Email surveys are an invitation to specific individuals to participate in the 

survey. There are three possible variations o f email surveys; inserting 

questions in the email message, attaching a formatted document to the 

email, and referencing a web address (i.e. a URL-embedded hypertext 

link) in the email, which respondents click to be directed to a web page 

where the survey may be completed (Simsek and Veiga 2001; Klassen 

and Jacobs 2001).

Increasingly, researchers are using this third variation o f email surveys, as 

it combines the advantages o f email and web technologies (Simsek and 

Veiga 2001) and which is referred to as an integrated all electronic 

survey technique (Bonemetti and Tang 2006). That is, a short email is
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sent to potential respondents with an embedded hyperlink to the survey 

website, which makes access to the survey fast and easy, thereby 

motivating respondents to participate (Boncmetti and Tang 2006). This 

research study avails o f an integrated all electronic survey technique for 

both the pilot and the final online survey.

Similar to paper-based surveys, online surveys may be completed and 

submitted at the respondent’s convenience and it offers considerable 

control and consistency in presentation. For example, radio buttons can be 

employed to prevent multiple answers when only one is called for 

(Andrews et al. 2003). Indeed, there is an array o f “textual options, format 

control and graphics sophistication ... [such as] links, clicks, defaults and 

menus,” which can be employed to facilitate response (Andrews et al. 

2003: 189). Additionally, there is zero error attributed to coding and re

entry o f responses, as the posting o f responses is fully automated to a 

database, which is virtually instantaneous and efficient (Boncmetti and 

Tang 2006). Hence, a “researcher has continuous insight as survey results 

are accumulated, [which] facilitates mid-course corrections in [the] 

survey instrument if necessary” (Boncmetti and Tang 2006; 99).

4.4 Advantages of Online Surveys

For economic and methodological reasons, online surveys are appealing, 

namely for their lower costs, speed o f data collection, ease o f data 

management, wider geographic reach, and media richness (Deutskens et 

al. 2006a; Simsek and Veiga 2001; Couper et al. 2001; Simsek and Veiga 

2000; Cook et al. 2000). From the perspective o f cost, online surveys are 

shifting the “economics o f conducting surveys” (Simsek and Veiga 2001; 

220). Online surveys eliminate the costs for postage, printing and/or 

personnel to conduct interviews (Al Omiri 2007; Schaefer and Dillman 

1998). Despite expenses incurred for assembling and obtaining sampling 

frames, purchasing software and accessing the internet, the marginal cost 

o f online surveys is significantly lower than postal or telephone surveys
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(D cutskens ct al. 2006a; Sim sck and V ciga 2001). B raunsbcrger et al. 

(2007: 764) found the cost o f  online surveys “am ounted to only 29%  o f 

the cost o f  each telephone survey ... [and] was com pleted, on average, in 

about 21%  o f  the tim e it took to com plete each telephone survey.”

From a m ethodological perspective online “surveys offer the possibility 

o f  very rapid surveying ...[a ] survey can be sent as easily to a thousand 

people as it can to one, and all potential respondents can im m ediately 

receive the questionnaire regardless o f  their location” (S im sek and Veiga 

20 0 1 : 220 ).

From  the perspective o f  m edia richness, w ell-designed online surveys are 

attractive, as they are believed to offer greater usability  over postal 

surveys. For exam ple, through autom atic routing, online surveys offer 

few er and less com plicated directions (lllicva et al. 2002; Schuldt and 

Totten 1994). As w ell, “online sur\'cys are capable o f  including 

dichotom ous questions, m ultiple-choice questions, scales, questions in a 

m ultim edia form at, both single-response and m ultip le-response questions, 

and even open-ended questions” (Evans and M athur 2005: 199). O f 

critical im portance to researchers and participants alike, is that online 

surveys afford the opportunity  for participants to experience richer and 

m ore engaging question form ats, thus m aking partic ipan ts’ interaction 

with the online survey more productive (K lassen and Jacobs 2001; 

Sim sck and Veiga 2001).

W hile m ethods o f  survey research m ay be changing sw iftly, the 

underlying criteria by w hich surveys are evaluated rem ain the same 

(C ouper 2000a). M oreover, a great deal o f  the research on postal surveys 

is applicable to online m ethods (Illieva ct al. 2002). To enhance response 

rates, online surveys should follow response facilitation approaches (see 

Table 4.2). In addition to response rate, o ther relevant issues are financial 

resource im plications, data quality, and privacy.
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4.4.1 Response Rate

Response rate is one criterion by which the quahty o f a survey is 

assessed; it is often viewed that a high response rate reduces non-response 

bias (Hox and do Lceuw 1994). Although a high response rate alone does 

not always guarantee good  data, as “research results can be biased if  the 

non-response is non-random, and if it is in some way correlated with the 

variables measured in the survey” (Krosnick 1999: 330).

Response rates for online survey methods vary; although, it is generally 

believed email surveys offer significantly higher response rates to that o f 

web surveys. Some believe the response rates for online methods arc 

generally lower than in other media, particularly postal surveys (e.g. 

Andrews ct al. 2003; Klasscn and Jacobs 2001; Couper et al. 1999; 

Schuldt and Totten 1999; Jones 1999). Yet, there is not unanimous 

agreement on this point. Some researchers (e.g. Schaefer and Dillman 

1998) find there is little difference in response rates in either postal or 

online surveys, while others fmd the response rates for online surveys to 

be higher than postal surveys (e.g. Baruch and Holtam 2008; Kieman ct 

al. 2005; W ygant and Lindorf 1999). This higher response rate is 

attributed to online survey participants facing fewer barriers than postal 

survey participants. That is, online surveys “require less effort because 

participants can simply click on a web address in an email to locate the 

[online] survey and, after completing it, merely click to send it” (Kieman 

et al. 2005: 250). Moreover, online surveys afford more stimuli to 

respond, as “routine access to email after office hours from a laptop or 

home computer can create opportunities to respond” (Kieman et al. 2005: 

250).

Nevertheless, Rogelbcrg and Stanton (2007: 198) note “neither the use o f 

web-based survey techniques nor other emerging data collection 

technologies (e.g., surveys on handheld devices) has proved a panacea for
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increasing response rates (Cook et al. 2000)” . Through their review  o f  the 

literature R ogelberg and Stanton (2007) have com piled a list o f  w ell- 

know n response facilitation techniques (see Table 4.2). T hey recognise 

“even researchers who have the tim e and resources to follow  all o f  these 

recom m endations will rarely achievc 100% response” (R ogelberg and 

Stanton 2007: 196). Also outlined in Table 4.2 is how  the final online 

survey distributed to M arketing Socicty and M arketing Institute M em bers 

com plied with R ogelberg and S tanton’s (2007) recom m endations for 

response facilitation.

Part o f  R ogelberg and S tan ton’s (2007: 205) m otivation in com piling the 

facilitation techniques is to protect survey respondents and encourage 

researchers to treat them  “as a finite and depletable resource; a resource 

that needs to be respected, protected, and nurtured.” In this regard, 

R ogelberg and Stanton (2007) believe researchers have certain social 

responsibilities tow ard research participants, such as not subjecting them 

with extensive rem inders or invitations to participate, and by providing a 

sum m ary o f  research results.
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Table 4.2 Response Faci itation Approaches
Facilitation
Technique S u m m a r y Su rv e y  Im p lem enta t io n

Pre-notify
participants

P repare potential participants 
for the survey process by 
personally  no tify ing  them  that 
they  w ill be receiv ing  a sur\'ey 
in the near future.

M arketing  S o c ie ty ’s C hairm an em ails 
m em bers to inform  them  o f  the survey 
and its purpose. M arketing  In stitu te’s 
C om m unications M anager p laces 
no tification  and descrip tion  o f  the 
survey in the m onthly  ezine.

P ublicise the 
survey

A ctively  pub licise  the survey to 
respondents. Inform  survey 
respondents about the  purpose 
o f  the su r\'ey  and how  survey 
resu lts w ill be used.

R esponden ts are in fonned  the 10 to 15 
m inute online survey is exam ining  
m arketing  practice w ithin organ isations 
and the data collected is tow ard  the 
com pletion  o f  a PhD  thesis.

D esign
carefully

C onsider the physical design  o f  
your survey: Is it p leasing  to the 
eye? Easy to read? U ncluttered? 
A re questions even ly  spaced?

Pilot provides feedback on survey 
im plem entation  and design. Final 
su rv ey 's  questions are draw n from  the 
literature and every effort is m ade to 
ensure the su rvey  is lean.

Provide
incentives

W here appropriate , provide 
upfron t incentives to 
respondents.

R espondents are offered  a sum m ary o f  
the findings. A ny o ther kind o f  
incentive is considered  inappropriate.

M anage 
survey length

U se a theory-driven  approach to 
survey design , w hich  will help 
determ ine critical areas that 
should  be addressed  w ithin the 
survey instrum ent as opposed to 
including too m uch content.

Survey is strictly  designed around 
M iles and S n o w 's (1978) strategic 
archetypes, C oviello  et a l . 's  (1997; 
2001) classification  o f  m arketing  
p ractice, as well as m easures o f  
perform ance and relative perform ance. 
The pilot indicated survey draft is too 
lengthy. In the final survey: a length o f  
10 to 15 m inutes is acceptable .

U se rem inder 
notes

Send rem inder notes to 
po tential respondents beginning 
3 to 7 days after survey 
distribution .

R em inder notifica tions are em ailed  10 
days subsequent to the first em ail 
invitation. Second and final rem inder is 
sent 20 to 25 days subsequent to the 
first em ail invitation.

Provide
response
opportunities

E nsure that everyone is given 
the opportunity  to partic ipate  in 
the survey  process (e.g. have 
survey run for suffic ien t tim e so 
that holiday  tim e docs not 
im pede response).

Survey is run fo r a 7-w eek period  to 
ensure responden ts have sufficient tim e 
for com pletion  (i.e. holiday tim e does 
not im pede response).

M onitor
survey
response

M onito r response rates so 
surv'cy coord inators can identify 
areas w ith low response rates.

SPSS prov ides bi-w 'eekly updates on 
response rates.

Establish
survey
im portance

An understand ing  o f  the 
' im portance o f  their opin ions 
and partic ipation  w ill help 
increase the likelihood o f  
survey com pletion .

Survey im portance established w ith  the 
associa tions ' m anagem ent team s and in 
every con tact m ade w ith survey 
respondents (i.e. em ails and phone 
calls).

Foster survey 
com m itm ent

W hen applicable, involve a 
w ide range o f  em ployees 
(across m any levels) in the 
survey developm ent process.

P ilot partic ipants are largely involved 
in the survey developm ent process.

P rovide
survey
feedback

O nce the survey data are 
co llected , survey feedback 
should  be p rovided. R ather than 
in fluencing  the p resen t survey, 
this approach in fluences future 
survey effo rts by positive use o f  
the survey results.

Sum m ary o f  survey findings p rovided 
to respondents w ho requested  it. as 
w ell as to the M arketing  Society  and 
the M arketing  Institute.

A d a p te d  f ro m  R o g e lb e rg  a n d  S ta n to n  (2 0 0 7 ) .
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4.4.1.1 Pre-notification

Pre-notification is believed to be effective in enhancing response rates 

without adversely affecting data quality (Klofstad et al. 2008; Cook et al. 

2000; D illman 2000; Fox et al. 1988). Pre-notification o f  a survey 

ameliorates the intrusion upon respondents’ privacy, thereby alleviating 

the risk o f a negative backlash (Klofstad et al. 2008; Ladik et al. 2007; 

Lang 2002). Moreover, it gives respondents the opportunity to decline 

from survey participation and to request no further contact. Indeed, Senf 

(1987: 776) asserts “ explic itly allowing the respondents the choice o f 

refusing to participate in the survey would help obtain better cooperation 

... , the presumption being that offering this option increases trust in the 

investigator”  (Senf 1987: 776).

Sim ilar to postal surveys, online surveys should separate the respondents’ 

consent from the survey form by using a pre-notification email to seek 

informed conscnt. Pre-notification provides the opportunity to allay 

privacy concerns by disclosing the researcher’ s identity, organisational 

affiliations, the purpose o f the study, as well as protocols for data 

collection and data retention. Respondents should be able to verify the 

identity, contact information and credentials o f the principal investigator 

through a link to the researcher’s web page, which ideally should be 

found through an institutional website that respondents are like ly to find 

credible. Such personalisation is important because it enhances 

respondents’ trust as well as the researcher’ s assurances o f confidentiality 

(Singer eta l. 1993; 1995).

In both the pilot and the final survey pre-notification was used. W ith 

respect to the final survey, the Chairman o f the Marketing Society sent an 

email to members inform ing them about the survey and inviting them to 

participate (see Appendix C). Marketing Society members who did not 

wish to participate were invited to opt-out to ensure they would receive 

no further communication (n.b. only two members declined to participate
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further). With respect to the Marketing Institute, pre-notifications was 

organised through the institute’s June ezine (i.e. electronic newsletter), 

which was distributed to members (see Appendix F). Within these pre

notification messages, the purpose o f the study was outlined, a statement 

o f confidentiality was attached, and the principal researcher’s contact 

details were provided.

4.4.1.2 Personalisation

Regardless o f mode, personalisation may positively influence response 

rates. Personalising email messages to potential survey participants 

indicates their importance and improves response rates (Heerwegh et al. 

2005). Personalisation also incorporates the importance o f finding the 

right person to approach in requesting participation and avoiding 

gatekeepers, who may block or delay survey participation, thereby 

hindering response rates.

In this research, the pilot survey and the final survey were primarily 

distributed through an association’s gatekeeper (e.g. chairman, 

communications manager, or director). In this respect, personalisation 

was largely limited to a general salutation identifying the potential 

respondents’ membership (e.g. Dear M arketing Society Member). 

However, a greater degree o f personalisation was possible with members 

o f the Marketing Institute. As discussed later in section 4.9 Sw-vey 

Implementation and in Chapter 5.0 Findings, the Marketing Institute 

withdrew from sending electronic messages to its members after the first 

invitation. As a contingency, the researcher who is a member o f the 

Marketing Institute, was able to access institute’s membership list, which 

provides m em bers’ telephone numbers. Telephone calls were made to the 

700 randomly selected Marketing Institute members, from which 380 

individuals agreed to give their email address to which an invitation was 

sent to participate in the survey. In this respect, these email invitations 

were personalised using the potential respondents’ name (see Appendix
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G).

4.4.1.3 Topic Salience

In surveying, im proving cooperation can be challenging. A m ong the 

m ethods to im prove responses is to im prove the cost-benefit ratio o f  

cooperation, through the salience o f  the survey topic (Baruch and Holtom  

2008; Sudm an 1985). There is a positive relationship betw een the salience 

o f  the survey topic, as perceived by survey participants and survey 

response behaviour (M artin 1994; Sheehan and M cM illan 1999). That is, 

topic salience has a considerable effect on response rates, w hereby highly 

salient surveys yield considerably higher response rates (M arcus et al. 

2007; D eutskens et al. 2004; Troutcaud 2004; Kay and Johnson 1999). 

A lthough, it is suggested the offer o f  feedback m ay com pensate “ for the 

negative effects o f  low topic salience on response rates” (M arcus et al. 

2007: 372).

R egarding topic salience, every effort was m ade to distribute the pilot and 

the final survey to those individuals responsible for m aking or 

im plem enting m arketing decisions (i.e. m arketing practitioners). That is, 

regardless o f  their official title (e.g. m anaging director, head o f  custom er 

relations, or sales director), if  respondents were involved in m aking or 

im plem enting m arketing decisions, they are considered to be m arketing 

practitioners.

4.4.1.4 Su)~vey Length

O nline surveys arc sim ilar to “to interview er-adm inistered surveys in that 

the initial decision to participate is based on the relatively lim ited 

inform ation conveyed in the [pre-notification] letter” (C raw ford et al. 

2001: 160). In contrast, postal surveys allow  respondents to “peruse the 

entire questionnaire and m ake inform ed judgm ents about participation 

based on the content, length, design, and other elem ents o f  the 

instrum ent” (C raw ford et al. 2001: 160).
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Crawford et al. (2001) note survey length is one o f  the factors associated 

with respondents’ perceived burden o f survey participation. Han et al. 

(2003: 1665) confirm “respondents perccived short questionnaires and to- 

the-point questions as showing them respect, which further increased their 

motivation to participate.” Lang (2005: 9) argues online “surveys must be 

efficiently designed so as to minimize completion time and effort, ideally 

taking 15 minutes or less.” However, “consideration o f the specific 

research questions, or the necessity to use validated instruments to 

measure specific constructs often requires longer surveys” than the 

maximisation o f response rates would recommend (Marcus et al. 2007: 

381).

Survey length became a particular challenge with respect to the pilot 

survey (see Appendix A). As discussed later in section 4.7 Pilot Study, the 

pilot survey was too long (i.e. 60 questions with an average completion 

time o f 29.5 minutes) and respondent abandonment was too high (i.e. 

50%). Thus, in developing the final survey instrument, every effort was 

made to ensure it was lean. That is, only questions deemed essential to 

answering the research hypotheses were retained; all other questions were 

eliminated. In testing the final survey instrument, the average time for 

completion for the 33 questions was 12.5 minutes, which is a significant 

improvement over the pilot, which had an average completion time o f

29.5 minutes for its 60 questions.

4.4.1.5 Sponsorship

Sponsorship is believed to facilitate cooperation and response rates, as 

long as potential respondents perceive the sponsoring organisation(s) as 

trustworthy (Simsek and Veiga 2001; Cho and LaRose 1999). That is, the 

attributes o f the researchers and the authority o f the organisation(s) with 

whom the researchers are working influence response rates (Groves et al. 

2004; Simsek and Veiga 2001). Several studies indicate academic
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sponsorship is m ore effective than corporate sponsorship (e.g. Ladik et al. 

2007; G reer et al. 2000; Fox et al. 1988). Indeed, Ladik et al. (2007: 269) 

recom m end, “the best results could be obtained when pre-notification is 

coupled with sponsorships from several universities.” H ow ever, there is 

not universal agreem ent on this point; am ong three m eta-analyses, tw o 

indicated university sponsorship is positively associated with higher 

responses (B ruvold et al. 1990; Fox et al. 1988), w hile the third found 

little association (Y am m arino et al. 1991).

Logos o f  affiliation w ere used in both the pilot and final online survey. 

D isplayed on the opening and closing screens o f  the final online survey 

were the logos o f  the tw o universities with which the researcher is 

affiliated (i.e. Trinity College Dublin and N ational U niversity o f  Ireland, 

G alw ay), along w ith the logos o f  the professional Irish m arketing 

associations, w hich co-sponsored the research (i.e. M arketing Society and 

M arketing Institute) (see Figure 4.2). All e-m ail correspondence was from 

the university ’s dom ain and e-m ail signatures provided the researcher’s 

relevant points o f  contact (i.e. em ail address, phone num ber and w eb 

page) so respondents could be further assured o f  the survey’s authenticity.

Figure 4.2 University and Association Logos

CAiRNES

The Marketing Society

4.4.1.6 Assurances o f  Con fidentiality

Allied to sponsorship are confidentiality  assurances, w hich are more 

likely to be believed, if  potential respondents perceive the researchers and
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their collaborating organisations to be trustworthy (Simsek and Veiga 

2001; Singer et al. 1993). Thus, researchers should provide clear 

statements regarding the purpose o f the survey, how respondents were 

selected, how the survey data will be used and who will have access to the 

data (Rogelberg and Stanton 2007; Cho and LaRosc 1999). Jobber and 

O ’Reilly (1998) assert respondents may perceive universities as less 

threatening and more trustworthy, in relation to how the survey data will 

be managed.

As part o f this research, a privacy statement was developed (see 

Appendix B), which was distributed to all pilot and survey respondents. 

The main features o f this statement were to assure respondents that in 

obtaining their co-operation, the principal researcher undertakes not to 

mislead them about the nature o f the research, as well as the way data are 

collected and used. All respondents’ answers are treated as confidential, 

and are used solely for the purposes o f academic research; they will not 

be used in any other context. To enhance anonymity, respondents’ 

personal contact details (e.g. name, email address or telephone number) 

are not collected as part o f the research. Moreover, the survey information 

is only analysed in aggregate fomi, so individual responses cannot be 

traced back to a particular respondent or their firm. Finally, it is 

reconfirmed that survey participation is voluntary and for that reason 

most o f the survey questions are not obligatory (van Hamersveld and de 

Bont 2007). The only obligatory survey question was the first question, 

which was a qualifying question asking respondents whether they are 

responsible for making or implementing marketing decisions.

4.4.1.7 Reminders

Follow-up reminders are also believed to be effective in enhancing 

response rates without adversely affecting data quality (Klofstad et al. 

2008; Dillman 2000; Fox et al. 1988). The inclusion o f follow-up 

reminders is expected to nearly double the response rate (Cook et al.
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2000). “How ever, response rates m ay not be appreciably affected by 

larger num bers o f  rem inder notices, and in fact a slight decrease am ong 

those receiving the largest num ber o f  rem inders has been observed” 

(Cook et al. 2000: 831). Baruch and H oltam  (2008) as well as Shih and 

Fan (2008) confirm  this assertion, as they find the frequent use o f  

rem inders in online surveys is associated w ith low er response rates. This 

decline in response rates is attributed to individuals being resistant to 

receiving m ore than one or two rem inders, or perhaps having reached 

saturation in reading their em ail m essages.

In both the pilot and the final survey, subsequent to pre-notification, an 

invitation was extended to the potential respondent (see A ppendices D 

and G). Conscious that over solicitation could low er response rate, only 

one rem inder w as sent, which was typically sent 10 days after the 

invitation (see A ppendices E and H). N o further com m unication was 

m ade to potential respondents.

4.4.1.8 Incentives

Incentives (e.g. prize draws, lotteries, vouchers and nom inal m onetary 

sum s) are generally superfluous to response rates, as paradoxically, 

incentives are associated with low er response rates (Baruch and Holtam  

2008; Cook et al. 2000). Bosnjak and Tuten (2003: 208) find incentives 

“have no advantages concerning the w illingness to participate, actual 

com pletion rates, and the share o f  incom plete response patterns” when 

com pared with no incentives. Indeed, “prom ised incentives [show] no 

advantage over a sim ple thank-you” (B osnjak and Tuten 2003: 216). 

M oreover, in an organisational setting, incentives offered to respondents 

m ay breech com pany policy.

A dvising respondents that their participation in the research affords them  

the opportunity  to provide feedback and expertise, which aids academ ics 

in producing m ore relevant research is often sufficient (B osnjak and
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Tuten 2003; Lang 2002). Hcncc, a summary o f the findings offered to 

respondents is often viewed as a compelling incentive, particularly if  

respondents are interested in the survey topic (Bosnjak and Tuten 2003; 

Lang 2002). Other than an offer to provide a summary o f the research 

findings, no incentives were used in this research.

4.4.1.9 Passwords

Passwords have been found to have a negligible affect on response rates. 

From the perspective o f researchers, passwords offer a way to control 

online surveys by preventing “multiple completions by the same person 

or other forms oispam m ing  or ballot stuffing,'" as well as identifying non- 

respondents (Crawford et al. 2001: 148). From the perspective o f 

respondents, passwords are meant to offer greater assurances of 

confidentiality and security. However, studies indicate their use does not 

appreciably enhance response rates (Crawford et al. 2001; Cook ct al. 

2000). In some cases, passwords may increase respondents’ perception of 

burden in relation to survey completion (Crawford et al. 2001; Cartwright 

et al. 1999). Indeed, researchers find the added complexity o f passwords 

may decrease response rates (Granello and Wheaton 2004; Cartwright et 

al. 1999). As assurances were given that respondents participating in this 

survey would have a guarantee o f  anonymity (i.e. responses could not be 

matched with identities), passwords were not used in this research.

4.4.2 Speed and Financial Resource Implication

Among the advantages online surveys offer over postal surveys are the 

relative ease and speed in reaching respondents regardless o f their 

geographical location, swift data collection, and relatively low 

administration costs because there is no postage and printing. Although 

online surveys are not free, they are generally more cost efficient on a per 

participant basis. Studies find the cost o f online surveys to be 

substantially less (e.g. 71% less Braunsberger et al. 2007; 50% less 

Moutinho and Chien 2008; 38% less Schlcyler and Forrest 2000) than the
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equivalent survey in o ther m odes (e.g. postal and telephone).

The speed with w hich online surveys can be com pleted translates into 

cost savings and their use m ay enhance survey com pletion (M outinho and 

Chien 2008; C ouper et al. 2001; Schlcyler and Forrest 2000). M oreover, 

online “surveys can be com pleted at the pace the respondents choose, 

[but] unlike a mail survey that can be easily m islaid, an electronic contact 

with a potential respondent rem ains in place until purposefiilly deleted” 

(Cook et al. 2000: 823). Thus, an online survey m ay achieve broader 

distribution than a postal or telephone survey and at a substantially  low er 

cost.

4.4.3 Data Quality

Those critical o f  electronic technologies “have questioned the quality o f  

responses gathered through online surveys and suggested that the 

com pleteness and accuracy o f  the data they provide m ay not m atch those 

o f  traditional mail surveys” (Dcutskens et al. 2006a: 346). H ow ever, there 

are researchers who find no appreciable differences betw een online and 

postal m ethods (F lem ing and Bowden 2009; H uang 2006; D enseom be 

2006; Epstein et al. 2001; Knapp and Kirk 2003). W hile, o ther 

researchers find online surveys produce few er m istakes, higher item 

com pletion, lengthier responses and m ore self-disclosing com m ents to 

open ended questions (D cutskens et al. 2006a; K iem an et al. 2005; H anna 

et al. 2005; G unter et al. 2002; K lassen and Jacobs 2001; Schaefer and 

Dillman 1998; M avis and Brocato 1998). The response quality  o f  online 

surveys and their generalisability is com parable to that o f  postal surveys 

(D cutskens et al. 2006b; Knapp and Kirk, 2003; C obanoglu et al. 2001). 

Thus, “ factors that could cause differences, such as com puter anxiety, 

privacy concerns, response processes, or the w ay people perceive 

questions onscreen or on paper, are reduced as people becom e m ore 

fam iliar with the internet” (D cutskens et al. 2006b: 134). Indeed, with 

respect to this research, respondents reported no difficulty  in com pleting
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the online survey.

With web surveys, a m ajor concern regarding the validity o f  the data 

collected stems from the sampling frame, which relies on non-probability 

sampling (e.g. self-selection, and volunteer panels o f  internet users) and 

thus may not adequately represent the population sought to participate. 

Such a limitation can be addressed in email surveys, as the sampling 

frame is developed in the same manner as postal and telephone surveys. 

That is, with “know ledge o f  the sampling frame and the recruitment 

process, [so as] to permit non-response source m easurem ent” (Andrews et 

al. 2003; 189).

The m em bership listings o f  professional associations may form 

appropriate sampling frames for online surveys, especially where all or 

most o f  the m em bers have access to the internet (Lang 2002). The pilot 

availed o f  the m em bership  listings for the Information Technology 

Association o f  Galw ay (ITAG), Kerrysoft (i.e. a software association) and 

the executive M BA program m e at NUI, Galway; all members o f  these 

associations have internet access. Similarly, the sampling frame for the 

final online survey encompasses the membership listings o f  the 

professional marketing associations within Ireland, namely the Marketing 

Society and the M arketing Institute, all o f  whom have internet access.

O ne way in which online surveys can dramatically enhance data quality is 

through the elimination o f  data re-entry. That is, because respondents are 

interacting directly with a com puter the data are automatically captured in 

the database, and m ay be accessed almost immediately for analysis 

(Bonemetti and Tang 2006). Such a process ensures high quality data, as 

there is zero error attributed to coding and re-entry o f  responses 

(Bonemetti and Tang 2006).
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In the pilot survey, SurvcyM onkey (i.e. commercial online survey tool) 

was used. Although it was particularly useful in developing the pilot and 

final survey instruments, SurvcyM onkey was not deem ed suitable for data 

analysis, primarily because it was not possible to avail o f  SPSS 

(Statistical Package for the Social Sciences), without considerable 

manipulation o f  the data. Such manipulation o f  the data negated the 

benefit o f  direct data entry. For this reason, and to ensure greater data 

integrity, SPSS Ireland was selected to host the final online survey.

4.4.4 Privacy, Security and Confidentiality

Laws and policies developed in the context o f  o f f l in e  research also apply 

to online investigations. Concerns related to privacy, security and 

confidentiality are “contingent on the kind o f  information collectcd ... , 

the degree o f  control users have over disclosure ...  , the degree o f  

accessibility ... , [and] the way information is used” (van de Gardc-Perik 

ct al. 2008: 20). However, online research can pose special problems with 

respect to the identification o f  human subjects, the conceptualisation o f  

privacy, and the need for and means o f  obtaining informed consent 

(Jacobson 1999).

As the computer can be viewed as an extension o f  the self (Turkic 1984), 

“privacy is a more sensitive issue for [online] surveys than for 

conventional survey media” (Cho and LaRose 1999: 428). Due to the 

intimate relationships people have with their computers as well as with 

the online communities in which they participate, the potential for 

researchers transgressing privacy boundaries is considerable. In addition, 

the “ flexible nature o f  personal identity and frequent abuse o f  privacy 

norms on the internet mean that the authenticity o f  online researchers, the 

purposes o f  their research, and the credibility o f  anonymity and 

confidentiality guarantees they offer always are open to question” (Cho 

and LaRose 1999: 428). However, it is feasible to address specific privacy 

concerns associated with online surveys. If  researchers skilfully manage
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interactional privacy (e.g. the use o f encryption methods for secure data 

transmission, providing telephone numbers for validation and sending the 

survey through a trusted source), the willingness to disclose information 

increases (Dillman and Smyth 2007; Andrews ct al. 2003).

As previously discussed, in section 4.4.1.6 Assurances o f  Confidentiality, 

the privacy statement (see Appendix B) sent to potential respondents 

provided assurances by outlining the purpose o f the research, the manner 

in which the data would be used, the confidentiality o f data, and the 

anonymity respondents. As well, sections 4.4.1.1 Pre-notification and 

4.4.1.5 Sponsorship  outline the steps taken to manage respondents’ 

interactional privacy.

Online surveys can provide more anonymity for respondents. “A 

respondent is anonymous when nobody, including the researcher, can 

associate a given response with that respondent” (Simsek and Veiga 

2001: 225). Data collection through web pages is “the most effective 

means o f separating personal email addresses from the data, and it also 

has the side benefit o f  automating the data entry process” (Cho and 

LaRose 1999; 429). Directing respondents to a web page means no 

identifying information is sent to the researcher unless respondents 

include it. From the researchers’ point o f view, as long as a sufficient 

amount o f demographic and firm-related information is collected from 

respondents, it is not necessary to know neither the name o f the 

respondent, nor the organisation in which they work (Eaton and Struthers 

2002 ).

As discussed earlier, in section 4.3.2 Email Surveys, this research avails 

o f an integrated all clcctronic survey technique, where a short email is 

sent to potential respondents with an embedded hyperlink to the survey 

website. Thus, respondents’ personal email addresses were separated 

from the data and no other forms o f personal data, which could identify
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respondents, were included in the survey instrument.

4 ^  Limitations to Online Surveys

Reciprocity plays an important role in people’s willingness to respond to 

surveys, and as the general level o f co-operation appears to be declining, 

investigations into the motivations behind survey response become more 

pressing (Dillman et al. 1996). Despite efforts to improve response rates, 

an overall decline in survey response rates has been observed over the last 

few decades (Klasscn and Jacobs 2001; Colombo 2000; Baruch 1999). 

Although, it is increasingly asserted that reducing refusals is one strategy, 

which may be employed to combat declining response rates (Kropf and 

Blair 2005). Another limitation to online surveys is the inability to control 

the environment in which participants complete the surveys.

4.5.1 Declining Response Rates

Declining response rates is a challenge for all field methods; evidence 

indicates response rates have been falling since the 1950s (Cook et al. 

2000). “For example, Baruch (1999) [reports] that in 1975, the typical 

survey response rate for studies in the top organizational research journals 

... was 64.4%. In 1995, however, the typical survey response rate 

reported in these same journals dropped to approximately 50%” 

(Rogelberg and Stanton 2007: 197). Cyeyota and Harrison’s (2006) meta- 

analytic review o f 231 studies published in top management journals 

between 1992 and 2003, also confirms that overall response rates are 

declining over time. Over that 12 year period, Cyeyota and Ham son 

(2006: 145) find the median response rate for executive populations is 

32%  with a mean o f 34%; they assert if they “were to linearly project 

future-year response rates ... , the average rate for 2010 would decrease 

to 27% and be 4%  by 2050.” In self-administered questionnaires, where a 

25 to 30%) response rate is considered gooc/, lower response rates are 

expected in the future. An “examination o f  response rates in recent 

business surveys reveals rates as low as 10 to 20% for [self-administered]
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postal surveys” (Saunders et al. 2007: 215).

This decline in response rates is partly attributed to survey fatigue 

(Baruch and Holtam 2008; Rogelberg and Stanton 2007; W einer and 

Dalessio 2006; Gofton 1999), which some believe is due the increasing 

num ber o f  surveys sent to practitioners and circulating through 

organisations. “The result is a large num ber o f  target individuals or firms 

who are fatigued, and therefore, refuse to respond to non-essential 

questionnaires” (Baruch and Holtam 2008: 1142). In addition to survey 

fatigue, factors that m ay contribute to declining response rates are the 

plethora o f  survey administration businesses, as well as m anagem ent’s 

increasing pursuit for data driven decisions (Rogelberg and Stanton 2007; 

Weiner and Dalessio 2006). Moreover, due to the increasing incidence o f  

SPAM (i.e. unsolicited emails), many potential respondents have 

difficulty distinguishing between a legitimate survey and a spam message 

(Evans and M athur 2005). Thus, even when emails come from a trusted 

source, some respondents will choose not to click on a link, which will 

bring them to a website to complete a survey (Evans and M athur 2005).

Respondents offer numerous reasons for non-response, such as being too 

busy, the survey is irrelevant, or company policy prohibits the completion 

o f  surveys. Although all these reasons are problematic, the last reason 

relating to “ formal policies against responding represents a genuine threat 

to survey-based organizational research” (Baruch and Holtam 2008: 

1142). It is likely such formal policies banning employees from 

participating in surveys from outside the organisation will escalatc.

The relatively low cost o f  electronic surveys has democratised the survey- 

taking process, m eaning large-scale data collection is no longer restricted 

to governments and large organisations (Couper 2000a). Consequently, 

potential respondents are flooded with requests to complete surveys and 

their motivation to do so, at the expense o f  their work and personal time.

80



is eroding response rates. Thus, “w ell-designed, h igh-quality  [online] 

surveys m ay very well be overw helm ed by the m ass o f  o ther data- 

gathering activities on the w eb” (C ouper 2000a: 465). “ A m ajor challenge 

for researchers will be to distinguish them selves and their surveys from 

the p lethora o f  com m ercial and entertainm ent surveys that exist and 

continue to m ultiply on the w eb” (Fricker and Shonlau 2002: 365).

4.5.2 Theories o f  Survey Response Behaviour

The m ajor theories that explain survey response behaviour are outlined in 

Table 4.3, nam ely: exchange, cognitive dissonance, self-perception, 

involvem ent/com m itm ent and social exchange.

Table 4.3 M ajor Theories of Survey Response Behaviour

Theory Description

E xchange
A ctions  o f  indiv iduals  are m otiva ted  by the return o r  rew ard s  they 
expec t  from  others. They will respond  to su rveys  on ly  w h en  the 
benefi ts  out w e igh  the costs.

C ognitive
D issonance

Failure to respond  to a survey crea tes  a state  o f  anx ie ty  and internal 
d ish a m io n y  within people,  w hich  will on ly  be  reduced  by 
an sw er in g  the survey.

Self-
Perception

People  respond  to surveys to be  consis ten t  with  their  view  o f  
them se lves  as helpful and responsib le  individuals .

Invo lvem ent/
C om m itm en t

People  are m ore  likely to respond  to su rv ey s  i f  the topic ,  spo n so r  or  
resea rcher  is re levant to them. T heir  level o f  invo lv em en t  will 
d e te rm in e  their  degree  o f  c o m m itm e n t  to su rvey  response .

Social
E xchange

T he  k n o w led g e  that  o ther  people ,  like them se lves ,  h a v e  com ple ted  
a s im ila r  act ion  can  s trongly  influence  p e o p le ’s w il l ingness  to 
co m p ly  w ith  a survey request.

A dap ted  from A lb au m  et al. (1998)  and D il lm an (2000).

A m ong the theories m ost com m only referred to in the literature are 

exchange and involvem ent/com m itm ent (Han et al. 2003). Exchange 

theory refers to the b e lie f that respondents choose to co-operate, if  the 

benefits o f  com pleting the survey outw eigh the costs. D illm an (2007) 

asserts critical factors in predicting action are: rew ard, cost and trust.



Therefore, it is in the interest o f survey researchers to “minimize the cost 

o f responding, maximize the rewards for doing so, and establish trust that 

those rewards will be delivered” (Dillman 1978: 12). Further, through 

valuing the respondents’ opinions, and liberally thanking them for their 

assistance, respondents develop a feeling o f trust in the researchers and 

their research (K ropf and Blair 2005).

Involvement/commitmcnt theory o f survey response behaviour refers to 

respondents’ interest in the topic and/or association with the body 

sponsoring the research (e.g. university, professional association). The 

importance o f topic salience and sponsorship arc discussed in earlier 

sections (see 4.4.1.3 Topic Salience and 4.4.1.5 Sponsorship).

Dillman (2000) proposed another theory, social exchange, to explain 

respondents’ co-opcration with surveys. Social exchange refers to the 

notion that social validation is another important means o f reward 

(Dillman 2000). That is, “knowing that other people like themselves have 

completed a similar action can strongly influence people’s willingness to 

comply with a request” (Dillman 2000: 17). Supporting respondents’ 

sense o f group values as well as showing them their actions arc “regarded 

positively” (Dillman 2000: 15), can enhance survey response (K ropf and 

Blair 2005).

One strategy to countcr declining response rates is to reduce the number 

o f initial refusals, as once a refusal is obtained, it requires substantial 

effort to convert it to one o f  co-operation (K ropf and Blair 2005; Stoop 

2004). Indeed, K ropf and Blair (2005: 572) find social validation, by 

“appealing to norms and community interests,” may be effective in 

reducing initial rates o f refusal in relation to survey participation. 

Similarly, Stoop (2004) finds appealing to social validation can be a 

useful approach in motivating survey participation among persistent 

refusers.
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By seeking sponsorship from the two professional marketing associations 

within Ireland (i.e. Marketing Society and Marketing Institute), this 

research aimed to leverage social validation, as well as reduce the rates o f 

initial refusal.

4 S 3  Inability to Control Survey Environment

The advantage o f allowing respondents to complete surveys at a time and 

placc o f their choosing may also be seen as a limitation. Similar to postal 

surveys, it is not possible to control the setting for noise, time o f day, 

respondent motivation, respondent focus, or lack o f focus (i.e. activities 

respondents may be carrying out concurrently during their participation), 

as well as the type o f computer and internet connection (Cha 2005; Eaton 

and Struthers 2002). Also, features that can make online surveys exciting 

to complete, such as the inclusion o f graphic, audio and video display can 

limit who may respond, as these features may require more advanced 

computer rcsourccs and newer software applications (e.g. browsers) 

(Dillman 2007).

Overall, the pilot and the online survey sought a clean interface, as it is 

believed a simple graphical interface generates higher response rates 

(W hitcomb and Porter 2004; Lang 2002; Kaye and Johnson 1999). As 

well, the survey layout aimed to be straightforward, availing o f easy-to- 

read fonts and shallow (i.e. easy) navigation. As part o f the piloting 

process, the survey was submitted from a variety o f computers, availing 

of different browsers (e.g. Firefox, Safari, Netscape, and Internet 

Explorer) and on different platforms (e.g. AppleMac and Windows).

4,6 Sources of Error for Online Surveys

The aim o f probability samples is to describe, through inference, the 

characteristics o f the larger population from which the sample is drawn 

(Groves et al. 2004). For inferences to be made about the population 

being studied, sources o f error should be minimised. Error used in this
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sense “refers to deviations o f  what is desired in the survey process to what 

is attained” (Groves et al. 2004: 40). Sources of error that limit the quality 

and validity o f  the data collcctcd in sclf-administcrcd surveys arc: 

sampling, coverage, measurement, and non-response (Dillman 2007).

4.6.1 Sampling Error

Sampling error is one that is “deliberately introduced in to the sample 

survey statistics. Bccausc o f  the cost or logistical infcasibility, not all 

persons in the sampling frame are measured. Instead, a sample o f  persons 

is selected” (Groves et al. 2004: 57). Thus, “sampling error is the 

difference between information obtained from a sample and the true 

measure that theoretically would be obtained from a census o f  the target 

population” (Collier and Bienstock 2007: 164).

Although it cannot be eliminated entirely, sampling error can be reduced 

by having a sufficiently large sample (Collier and Bienstock 2007). 

Typically, sampling errors arise because the randomly selected sample is 

too small to be representative of the population with any significant 

degree o f  confidence (Dillman 2007). Sampling errors also arise in online 

surveys with a non-probability based design (Couper 2000a). For 

example, when visitors to a website are invited to participate; even if 

there are a large number o f respondents, these respondents’ representation 

of the population studied is likely to be flawed.

As discussed in section 4 .4 3  Data Quality, knowledge o f  the sampling 

frame and the recruitment process are important for non-response source 

measurement (Andrews et al. 2003). The sampling frame for the final 

survey encompasses the membership listings of the professional 

marketing associations within Ireland, namely the Marketing Society and 

the Marketing Institute. These are the only two associations representing 

marketing and sales professionals within Ireland.
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The associations agreed to facihtate the online survey, provided 

respondent anonymity was guaranteed. That is, no data were to be 

collected which would allow responses to be traced to an individual 

and/or their firm. Further, due to data protection issues, the associations 

would neither supply membership lists from which a random sample 

could be drawn, nor were they amenable to selecting members at random 

to invite survey participation, as such a process would incur an 

administrative burden on their communications managers. Hence, another 

avenue was sought so as to measure non-response. The associations did 

agree to supply a list of their m em bers’ organisations, without any other 

identifying details, solely for the purpose of forming a comparison with 

survey respondents. Consequently, the association members were 

classified according to the primary market their organisation served (i.e. 

consumer packaged goods, consumer durable goods, consumer services, 

business to business supply goods, business to business durable goods, 

and business to business).

Ultimately, as discussed in section 5.4 Electronic Survey Data Collection, 

a random sample o f Marketing Institute members was sclccted. After the 

pre-notification message, the Marketing Institute withdrew from sending 

subsequent invitations to their members. Fortunately, the researcher is a 

member o f the Marketing Institute and had access the institute’s 

membership list. (n.h. The Marketing Institute allowed the rcsearcher to 

use the membership list to randomly select 700 individuals.) Although the 

membership list does not provide m em bers’ contact email addresses, it 

does provide their contact telephone numbers. Telephone calls were made 

to these 700 randomly selected individuals, from which 380 agreed to 

give their email address so a survey invitation may be sent.

As confirmation that the survey sample is representative, the comparison 

o f product-market categories between association members and survey 

respondents shows the distribution to be highly similar (see Table 5.3). 

Consequently, the survey respondents are considered to be representative
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o f  the population o f  m arketing practitioners w ithin Ireland.

4.6.2 Coverage Error

The target population is the set o f  persons who are the subject o f  study or 

from w hich inferences are to be m ade (G roves 2004), w hereas the fram e 

population is defined by the devices that dem arcate, identify, and allow 

access to individuals w ithin the target population (W right and Tsao 1983). 

Coverage error occurs when the sam pling fram e does not contain all the 

subjects in the population o f  interest (C ollier and B ienstock 2007). W ith 

online surveys, coverage error refers to people m issing from the fram e 

because they do not have internet access; sam pling error arises w hile 

selecting a sam ple from  the fram e population because not all m em bers o f  

the fram e population are m easured. M oreover, it is not ju s t a question o f  

what proportion o f  the population can be reached online, but also how 

different those who arc covered by the technology arc from those who arc 

not.

Coverage error, w hich is a m ism atch betw een the target population and 

the fram e population, had been am ong the m ost form idable challenges in 

designing online surveys (B andilla et al. 2003; C ouper 2000a). In the 

recent past, it proved challenging for researchers with online surveys to 

reach potential partic ipants who did not have access to the internet; which 

in turn presented a significant barrier to probability-based surveys. 

How ever, as internet use increasingly perm eates businesses and 

consum ers, is it is becom ing less likely for coverage error to occur due to 

respondents’ lack o f  access to technology. As o f  2006, 94%  o f  Irish firm s 

use the internet, 93%  use em ail, and 64%  have a com pany w ebsite (CSO  

2006).' A lthough, it m ay not be feasible to rely exclusively on online

For the general popula tion , internet usage has a penetration  rate o f  50 ,1%  w ithin Ireland 
(In ternet W orld Stats 2008), T h is figure is sim ilar to the E uropean w ide penetration  rate o f  48 ,1%  
(In ternet W orld Stats 2008), A m ong Irish consum ers. 50%  have internet access in their hom e and 
44%  use the internet at least once a w eek (B um s 2006). N ote that only 13% o f  Irish consum ers 
have internet access through a b roadband connection  (B urns 2006). M en have a slightly  h igher 
w eek ly  internet use at 45% . com pared  to w om en at 42%  (Burns 2006). Y ounger age groups o f  16
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surveys for data collcction among the general population (McCabe et al. 

2006a; McCabc et al. 2006b; Bandilla et al. 2003), it is eminently feasible 

to conduct online surveys among populations with near universal web 

access, such as Irish organisations (McCabe et al. 2006a; McCabe et al. 

2006b; Couper 2000a).

In this research, the frame population encompasses all the marketing 

practitioners, who are members o f the Marketing Society and Marketing 

Institute o f Ireland, who have email addresses, and consequently may be 

contacted to participate in an online survey. Hypothetically, a coverage 

error would occur, i f  a high proportion o f Marketing Society and 

Marketing Institute members did not have an email address through 

which they could be contacted to participate in an online survey. Such a 

coverage error would result in a sampling error because during the 

process o f selecting a sample not all members o f the frame population arc 

measured. That is, it may be the case that those members who have email 

addresses and access to the internet arc significantly different than those 

who do not. Fortunately, coverage error is not an issue in this research, as 

all members o f these associations have email addresses.

4.6.3 Measurement Error

“Measurement error is the difference between the information desired by 

the researcher and the information provided through the measurement 

instrument” (Collier and Bienstock 2007: 164). Particularly in self

administered surveys, measurement error often arises due to poor wording 

o f questions or questionnaire design. Thus, a “respondent’s answer to a 

survey question is inaccurate, imprecise, or cannot be compared in any 

useful way to other respondents’ answers” (Dillman 2007: 9). 

Measurement error can be minimised by analysing and verifying the 

reliability and validity o f the instruments used. As discussed later, in

to 24 years dem onstrate  the highest w eekly  internet use at 59% , follow ed by 25 to 54 years at 
48% , and falling  to 17% for those betw een the ages o f  55 to 74 years (B urns 2006),
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section 4 .7 Pilot Study, extensive piloting ensured the survey instrument 

was robust, thereby minimising the possibility o f measurement error.

4.6.4 Non-Response Error

Non-response error occurs when the infomiation obtained from a sample 

o f survey respondents differs from the information that would be obtained 

from non-respondents (Collier and Bienstock 2007). Similar to coverage 

error, non-response error is a function o f the non-response rate and the 

differences between respondents and non-respondents (Couper 2000a). 

That is, “when a significant number o f the people in the survey sample, 

do not respond to the questionnaire and  have different characteristics 

from those who do respond, when these characteristics are important to 

the study” (Dillman 2007: 10). In the case o f web surveys that rely on 

open invitations listed on websites to participate in the survey, the non

response is not known, as the frame cannot be identified (Couper 2000a). 

Another consideration, which may influence non-response rates and non

response error, is non-contacts. As “out-of-date lists can reduce response 

rates and inflate non-response rates along with any corresponding non

response error.” (Collier and Bienstock 2007: 180).

There are three ways to address non-response: securing a high response 

rate, surveying a random sample o f non-respondents, and estimating the 

effects o f non-response (Collier and Bienstock 2007). The first method, 

although frequently used, is inadequate. As mentioned earlier, it is 

erroneous to assume that in achieving high response rates the issue o f 

non-response need not be addressed (Baruch and Holtom 2008). “Failing 

to address non-response only serves to raise questions about the external 

validity o f a study’s findings” (Collier and Bienstock 2007: 166).

The second method, commonly referred to as double dipping, requires 

data collected from a random sample o f non-respondents to be compared 

with the data o f respondents. If there are no differences in the data
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between non-respondents and respondents, “the data can be pooled and 

inferences made to tiie population (Johnson 1959). If differences are 

present after the comparison, the non-respondents’ data are weighted 

according to their proportion o f the total sample” (Collier and Bienstock 

2007: 165-166). Although the double dipping method is believed to 

provide the strongest evidence o f non-response, it is not always feasible 

to apply this method in survey research. Consequently, estimating the 

effects o f non-response is considered the best alternative.

The third method to address non-response is the most widely used, which 

is to estimate the effects o f non-response, either by availing o f  subjective 

estimates, extrapolating, or comparing respondents to the population 

(Collier and Bienstock 2007). Subjective estimates rely on the 

researcher’s knowledge about the differences between respondents and 

non-respondents, such as sociocconomic status, education, and interest of 

respondent (Collier and Bienstock 2007). Extrapolation is typically used 

to address non-response in studies that are conducted over a substantial 

period o f time, and where comparisons are made between early and late 

respondents. If there are no differences between the two groups, then it is 

assumed the sample results are not affected by non-response error (Collier 

and Bienstock 2007). Demographics, or other known characteristics, are 

used to compare respondents with the population. “If the characteristics 

for respondents do not differ from the population, the assumption is made 

that the sample is representative o f the population.” (Collier and 

Bienstock 2007: 166).

As discussed earlier in section 4.6.1 Sampling Error, the research 

addresses non-response by comparing survey respondents to the 

population, namely members o f the M arketing Society and the Marketing 

Institute. The specific dimension used for comparison was the primary 

product-market the organisation served (i.e. consumer packaged goods, 

consumer durable goods, consumer services, business to business supply
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goods, business to business durable goods, and business to business). The 

comparison o f product-markct categories between association members 

and survey respondents shows the distribution to be highly similar (see 

Table 5.3) and thus, the survey respondents arc considered to be 

representative o f the population.

4.7 Pilot Study

The piloting process is just as important in online surveys, as it is in any 

other survey mode (Wyatt 2000). It is recommended to pilot a survey 

study using a subset o f the target population, so as to assess completion 

times, readability and response rates (Dillman 2007; Wyatt 2000). In 

particular, piloting o f  online surveys is essential to reduce the number o f 

unforeseen technical problems (Granello and Wheaton 2004). Online 

surveys should be tested on a variety o f browsers and operating systems; 

primarily because what the researcher sees on the screen may differ from 

what the respondent sees (i.e. due to differences between devicc 

characteristics, visual distances, text wrapping, fonts, special characters, 

plug-ins and media formats, and support for languages such as Java and 

Javascript) (Lang 2002; Stanton and Rogelberg 2001).

In this research, piloting proved to be invaluable and is largely 

responsible for ensuring the final survey instrument is reliable and valid. 

Two types o f protocol testing were used: think-aloud (Dillman 2007) and 

expert testing (W yatt 2000). The think-aloud protocol testing means the 

researchcr watches pilot respondents read and complete the online survey, 

with a view to listening for respondents’ comments, as well as detecting 

and noting respondents’ misconceptions (Dillman 2007; Andrews et al. 

2003; Wyatt 2000). That, combined with the expert testing, where experts 

are asked to deliberately h y  to mess up the survey, gives the researcher 

valuable insight into potential problems that can be remedied before the 

survey is administered (Dillman 2007; Andrews et al. 2003; Lang 2002).
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The researcher was able to access a survey instrument previously used by 

Brady et al. (2002) in examining contemporary marketing practices and 

information technology. Minor adjustments were made to the pilot survey 

(see Appendix A), namely inserting a question asking whether the 

respondent is a marketing practitioner, inserting the Miles and Snow’s 

(1978) paragraph question to test for strategic archctype, and eliminating 

those questions relating to information technology.

To develop respondent-friendly online surveys, Dillman et al. (1998) 

recommend the following: a motivational welcome screen; formats that 

are similar to paper-and-pencil formats; limited line length to reduce the 

need for left-to-right scrolling; and computer operation instructions for 

different question formats at the location in the survey where the 

instructions will be implemented, rather than at the beginning o f the 

instrument. In as much was possible, the pilot survey followed Dillman et 

al.’s (1998) principles for developing respondent-friendly surveys.

The pilot survey instrument sought a simple interface with a clcan, 

consistent layout and easy-to-read fonts (W hitcomb and Porter 2004; 

Lang 2002; Wyatt, 2000). Related items were grouped together “to reduce 

the time taken to complete the survey by requiring only one orientation to 

the question-and-response format, rather than reorienting on each screen 

in a singie-item-per-screen design” (Couper et al. 2001: 233). As well, a 

graphic progress indicator was incorporated to motivate pilot respondents 

to complete the survey (Lang 2002; Couper et al. 2001). Finally, 

consistent with ESO M AR’s (van Hamersveld and de Bont 2007) principle 

o f voluntary participation in online surveys, virtually all the questions 

were voluntary. The only obligatory question was the first, which was a 

qualifying question to determine whether potential pilot respondents were 

marketing practitioners.

The rcscarcher has relationships with several associations which were
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amenable to piloting the survey instrument, namely the Information 

Technology Association o f  G alw ay (ITAG), Kerrysoft (i.e. a software 

association, but which is no longer in operation) and the executive MBA 

program me at NUI, Galway. All members o f  these associations have 

internet access, so coverage was not an issue. A random sample from 

cach association was drawn, accounting for 60% o f  the associations’ 

combined m em bership (i.e. 150 x .60 = 90 individuals). As well, every 

effort was made to distribute the pilot survey to those individuals 

responsible for making or implementing marketing decisions (i.e. 

marketing practitioners). The inclusion o f  the preliminary question asking 

whether respondents were marketing practitioners, ensured non-marketers 

did not complete the survey. Regardless o f  their official title (e.g. 

managing director, head o f  custom er relations, or sales director), if  pilot 

respondents were involved in m aking or implementing marketing 

decisions, they were considered to be marketing practitioners and 

encouraged to complete the survey.

The pilot was run between August and October 2006. O f  the 90 randomly 

selected pilot members, 40 responses were obtained, translating into a 

response rate o f  44%. However, only 20 o f  these responses were 

complete, translating into a useable response rate o f  22%. Subsequent to 

submitting their survey responses, pilot respondents were asked to answer 

four b r ie f  questions (see A ppendix A) in relation to their experience to:

1) assess the survey’s length, layout and case o f  completion

2) identify irrelevant questions

3) identify sensitive or inappropriate questions, and

4) offer additional comments.

The feedback drawn from observing a portion o f  the pilot respondents and 

collating the written com m ents from the other pilot respondents, indicate 

the main barrier to survey completion was its length. The pilot survey’s 

60 questions had an average completion time o f  29.5 minutes, with a
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range o f  20 to 51 m inutes. M oreover, a 50%  respondent abandonm ent rate 

was too high, w here the average tim e for before abandonm ent was 3.5 

m inutes. That is, around the 3 to 5 m inute m ark, a num ber o f  p ilot 

respondents believed the survey w as too costly to com plete (i.e. tim e 

consum ing) and the potential rew ards (i.e. sum m ary o f  findings and/or 

social exchange) w ere too low. Further feedback identified the 

perform ance questions as being too sensitive/inappropriate because they 

sought specific inform ation on sales revenue and return on investm ent. As 

well, m any pilot respondents believed there were too m any open ended- 

questions, w hich w ere cum bersom e and perhaps unnecessary. On a 

positive note, the pilot respondents found the survey layout attractive and 

the navigation to be user-friendly. A s w ell, the general clarity and 

w ording o f  the pilot questions w ere acceptable. The overall analysis o f  

the pilot indicated that the survey instrum ent w ould need to be radically 

revised to ensure it w ould be valid and reliable prior to its distribution to 

the sam ple population.

4.8 Final Survey Instrument

In developing the final survey instrum ent (see A ppendix B), every effort 

was m ade to ensure it w as lean. That is, only questions deem ed essential 

to answ ering the research hypotheses were included; unnecessary 

questions were elim inated and problem atic questions were revised. M ost 

o f  the questions in the final survey draft are drawn from  the literature (see 

Table 4.4). For exam ple, questions relating to strategic archetype (i.e. 

Q uestions 7 through 18) are draw n from M iles and Snow (1978) and 

Conant et al. (1990). Q uestions relating to m arketing practice (i.e. 

Q uestions 19 through 26) are draw n from  the conceptualisation o f  the 

contem porary m arketing practices (C M P) classification schem e (Coviello 

et al. 2000; C oviello  and Brodie 2001). Perform ance questions are drawn 

from DeSarbo (2005) who has relied on M oorm an (1995) for m easures o f  

organisational perform ance (i.e. Q uestion 27), and on N arver and Slater 

(1990) for m easures o f  relative perform ance (i.e. Q uestion 28). The
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questions relating to the organisations’ and respondents’ profile have been 

revised from  the survey used by Brady et al. (2002).

Table 4.4 Sources for Online Survey Questions

Question Topic Source

1 to 2
Q ualify ing  Questions  
(i.e.  marketing practitioner  
and association  m em bership)

Researcher

3 to 6 O rganisations’ Profile Brady et al. (2 0 0 2 )

7
Strategic Archetype  
(i.e.  strategy and structure)

M iles  and S n ow  (1 97 8 )

8 to 18
Strategic Archetype  
(i.e. strategy and structure)

Conant et al. (1 9 9 0 )

19 to 26 M arketing Practice
C o v ie l lo  et al. (1 9 9 8 )  
C o v ie l lo  and Brodie (2 00 1 )

27 Organisational Performance
M oorm an (1 9 9 5 )  
DeSarbo (2 0 0 5 )

28
Relative Organisational  
Performance

Narver and Slater (1 9 90 )  
DeSarbo (2 0 0 5 )

29  to 33 R esp on d ents ’ Profile Brady et al. (2 0 0 2 )

4.8.1 Survey Measures

To facilitate the process o f  this research, several variables need to be 

operationalised, nam ely organisational strategy, structure, m arketing 

practice, and perform ance.

4.8.1.1 Strategic Archetypes

O rganisational strategy and structure are operationalised through M iles 

and S now ’s typology (1978). S tudies have classified organisations 

according to the M iles and Snow  (1978) archetypes by using one o f  four 

em pirical m ethods: self-typing (i.e. the m ost w idely used), objective 

indicators, external assessm ent, and investigator inference (W oodside et 

al. 1999). The M iles and Snow (1978) paragraph approach has been
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extensively used and validated (e.g. Shortell and Zajac 1990; K ctchen et 

al. 1997; Buchko 1994; Doty et al. 1993; Sriram  and A n ikeeff 1991; 

Zahra and Pearce 1990) and though it is considered m ore convenient than 

lengthy m ulti-item  scales, research m ethod experts have em phasised the 

need for m ulti-item  scales w hen operationalising com plex constructs, 

such as M iles and S now ’s (1978) typology (W oodsidc ct al., 1999).

Conant et al. (1990) developed a self-typing scale to classify 

organisations according to M iles and Snow ’s (1978) strategic types. 

Conant et a l.’s (1990) “m easure contains 11 paragraph items. Each 

paragraph provides four response options representing the four 

archetypes. Together, the 11 paragraph item s represent M iles and S now ’s 

(1978) m anagem ent literature, including the adaptive cycle” (Lukas 1999: 

150). Hence, the m ulti-item  scale is considered an im provem ent on M iles 

and Snow ’s (1978) paragraph m easure, w hich classifies organisations into 

strategic types based on only two or three d im ensions o f  the adaptive 

cycle. Further, the paragraph m easure relies solely on self-typing, while 

those o f  Conant et al. (1990: 376) avail o f  “self-typing, com plem ented by 

investigator-specified decision rules to classify  firm s into strategic types.”

W oodsidc et al. (1999) independently assessed the m ulti-item  scale 

developed by C onant et al. (1990), and found it to be valid and reliable. 

Sim ilarly, a num ber o f  o ther studies (e.g. Song et al. 2008a; Song et al. 

2008b; Song et al. 2007; DeSarbo et al. 2005; G im enez 2000; Lukas 

1999; D yer and Song 1997) have em ployed C onant et a l.’s (1990) m ulti

item scales and found the approach to be robust in application. Thus, 

availing o f  M iles and Snow ’s (1978) as w ell as Conant et a l.’s (1990) 

m easures to identify strategic archetypes is believed to provide a more 

accurate classification m ethod, w hich is w hat this study em ploys.
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4.8.1.2 Contemporary Marketing Practices

With regard to operationalising marketing practice, the measures in this 

study arc adapted from Coviello and Brodie (2001). The dominant 

approaches to classifying contemporary marketing practices (CM P) arc: 

transactional, database, interactive and network marketing. Although 

Coviello et a l.’s (1997) CM P framework is not as well established as the 

Miles and Snow (1978) typology, it has been empirically tested numerous 

times during the ten years o f  its existence (e.g. Brady et al. 2008; Brodie 

et al. 2007; Coviello et al. 2006; W agner 2005; Brady and Palmer 2004; 

Coviello et al. 2003; Brady 2003; Coviello et al. 2002; Brady et al. 2002; 

Coviello and Brodie 2001; Lindgreen et al. 2000; Pels et al. 2000; 

Coviello et al. 2000; Coviello and Brodie 1998; Brodie et al. 1997).

Coviello et a l.’s (1997; 2000) perspective on contemporary marketing 

practices is that organisations, regardless o f  size and type, simultaneously 

employ a combination o f  marketing practices. The authors contend their 

multi-theoretical approach means their scheme o f  contemporary 

marketing practices is a comprehensive taxonom y (Brodie et al. 2008). 

That is, “distinct boundaries [have] not drawn between each aspect o f  

marketing, nor [has] each aspect implied to be independent and mutually 

exclusive” (Brodie et al. 2008: 85).

Coviello et al.’s (1997) scheme o f  marketing practices has been 

developed through an extensive review o f  the literature. Similarly, the 

eight dimensions pertaining to marketing practice are theoretically 

anchored in this analysis; they are: managerial intent, managerial 

planning focus, managerial resource investment, managerial level 

responsible for marketing, purpose o f  relational exchange, 

communication pattern, type o f  customer contact, and duration o f  

relational exchange (Coviello and Brodie 2001). This study adapts the 

marketing practice measures developed by Coviello and Brodie (2001). 

Within the survey instrument, each o f  the eight “dimensions [consist] o f  a
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set o f variables designed to capture each o f the four approaches to 

marketing practice” (Coveillo and Brodie 2001: 391). Respondents are 

asked to select the statement that best describes their marketing activities 

o f their organisation.

4.8.1.3 Organisational Performance

The investigations into the associations between forms o f  marketing 

practice and organisational performance are relatively recent (i.e. Brodie 

et al. 2007; Coviello ct al. 2006). One study tentatively indicates success 

with customer acquisition and sales growth may lead to organisational 

profitability, which require an emphasis on transactional and interactive 

forms o f marketing practices (Coviello et al. 2006). W hile the other study 

tentatively indicates electronic marketing increases the effectiveness and 

efficiency o f database and network marketing practices (Brodie et al. 

2007).

In contrast, virtually every study availing o f the Miles and Snow (1978) 

investigates the association between archctype and organisational 

performance. Miles and Snow (1978) suggest the strategic types o f 

prospector, analyser and defender should perfomi well, and outperform 

the reactor type, which frequently lacks a stable strategy. Indeed, a 

number o f empirical studies availing o f the Miles and Snow (1978) 

typology generally support this assertion (e.g. DeSarbo et al. 2005; 

Conant ct al. 1990; Dyer and Song 1997). Yet, the “Miles and Snow 

(1978) model does not seek to predict which o f the archetypal strategic 

types would be highest in performance, or under what circumstances 

(DeSarbo et al. 2005: 51). Further, the Miles and Snow (1978) typology 

does not clearly define performance (DeSarbo et al. 2005; Hambrick 

1983). It is worthwhile noting that Miles and Snow’s (1978) original 

intent was to develop a typology o f corporate strategy; their focus was not 

directed towards the performance consequences associated with each 

strategic archetype (DeSarbo et al. 2005; Hambrick 1983).
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In previous studies availing o f  M iles and S now ’s (1978) typology, which 

also exam ined aspects o f  m arketing practice, perform ance has been 

operationalised  by looking at profitability, business grow th, and m arket 

share as assessed by firm s relative to their largest com petitor (Lukas 

1999). O ther studies focus on profitability  and m arket perform ance (i.e. 

sales and m arket share effectiveness) to assess organisational 

perform ance (S later and Olsen 2000; S later and O lsen 2001). Conant et 

al. (1990) m easure perform ance with L ikert-type scales w here 

respondents are asked to assess, relative to com petition, their 

o rgan isa tion’s general profitability and return on investm ent (ROI).

This study avails o f  the perfom iance m easures adapted by D eSarbo et al. 

(2005), prim arily  because they encom pass frequently used perform ance 

indicators, incorporate a com parison to com petition, and they are easy to 

operationalise. DeSarbo et a l.’s (2005) perform ance m easures o f  profit 

m argin, sales and ROI (i.e. relative to the objectives set by organisations), 

are adapted from M oorm an (1995). W hile the o ther m easures are adapted 

from N arver and Slater (1990), w hich exam ine relative return on 

investm ent (R R O I), relative m arket share (RM S), relative return on assets 

(RRO A ), relative sales grow th, relative custom er retention, and relative 

m ajor custom er retention, with respect to the organisa tions’ principal 

m arket and in com parison to com petitors. As well, D eSarbo et a l.’s 

m easures seek inform ation about perform ance in a m anner that is less 

intrusive by using Liker-type scales (e.g. 0 to 11, w here 0 = low and 1 1 = 

high). H ence, the pilot respondents’ concerns about perform ance 

questions being too sensitive/inappropriate because they sought specific 

inform ation are satisfactorily addressed.

4.8.1.4 Profiles o f  Organisations and Respondents

Q uestions pertain ing to the profiles o f  organisations and respondents arc

adapted from  Brady et a l.’s (2002) survey. Thus, questions relating to the
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organisations arc: length o f establishment, designation o f legal entity, 

product-market classification (i.e. consumer packaged goods, consumer 

durable goods, etc.), overall number o f employees, as well as levels o f 

employees within sales and marketing. Questions pertaining to 

respondents are: length o f employment with their organisation, position 

level (e.g. upper management, middle management, etc.), level o f 

education, age and gender.

With respect to the analyses, there arc no a priori expectations about the 

proportionate distribution o f either strategic archetypes or classifications 

o f marketing practice. Thus, the selection o f the optimal typology and 

form o f marketing practice are objectively and empirically determined by 

the data. In this manner, the analyses o f the strategic archetypes, forms o f 

marketing practice, and their interrelationships with performance may 

yield insights regarding organisations’ actual behaviour.

4.8.2 Testing o f  Final Survey Instrument

Before distribution, the questionnaire was pilot tested between August 

and October 2007, with a purposefully selected group o f experts (i.e. six 

colleagues from Management Information Systems, who have experience 

in developing online instruments) and marketing practitioners using the 

think-aloud protocol (i.e. twenty individuals who are members o f either 

ITAG or the Executive MBA programme, who had not previously 

complete the pilot survey) (Dillman 2007). A number o f revisions were 

implemented across three rounds o f testing. In response to the feedback 

gathered from the earlier pilot, most o f the questions were closed, 

requiring the respondent to select values from drop-down lists or to 

choose from a constrained set o f radio buttons. Although, an other 

textbox was provided where appropriate to capture responses lying 

outside pre-specified sets. As part o f the piloting process, the survey was 

submitted from a variety o f computers, availing o f different browsers (e.g. 

Firefox, Safari, Netscape, and Internet Explorer) and on different
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platforms (e.g. ApplcM ac and Windows); no technical problems were 

identified. In testing the final survey instrument, the average time for 

completion for the 33 questions was 12.75 minutes, which is a significant 

improvement over the pilot, which had an average completion time o f  

29.50 minutes for 60 questions. More importantly, the final online survey 

had a higher probability o f  obtaining a sufficient num ber o f  useable 

responses (i.e. where N > 100), so as to be in a position to use 

multivariate techniques to examine interdependence am ong variables.

4.9 Survey Implementation

In spite o f  the efficiency and time saving aspects o f  online surveys, 

negotiation with gatekeepers, and with potential respondents has become 

an increasingly complcx and timc-consuming process (Lindsay 2005). 

Moreover, “gatekeepers may also be asked to carry out key tasks such as 

[contacting] potential participants, selecting participants from lists, or 

supervising the administration o f  surveys” (Lindsay 2005: 119). Although 

often unacknowledged, negotiating access to a sample is crucial to the 

success o f  a research project. Indeed, “ recruiting a sample for survey 

research requires a considerable amount o f  unacknowledged skill and 

bchind-the-scencs work.” (Lindsay 2005: 127).

Negotiations with the Marketing Society and the Marketing Institute for 

access to their membership began in August 2007. The associations 

agreed to facilitate the online survey, provided respondent anonymity was 

guaranteed. That is, no data were to be collected which would allow 

responses to be traced to an individual and/or their firm. The survey 

instrument was finalised in Novem ber 2008 and the survey was 

tentatively set to run in February 2008, allowing the associations to 

review the instrument and consider their role in facilitating the survey 

process. However, the February slot was pushed back because the 

associations required further time to vet the survey instrument, as well as 

the implementation process. Consequently, by the time approval was
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secured, it was too close to St. Patrick’s Day and the Easter Holidays to 

run the survey. That is, running the survey during a holiday period would 

run the risk o f  obtaining a higher rate of  non-response.

The second slot for running the survey was tentatively set for April 2008. 

Unfortunately as April approached, the associations preferred not to run 

this survey at this time, as they had several other communications to send 

to their members and they were concerned about burdening their 

membership with too many messages. The final slot for running the 

survey was set for M ay, which fortunately was approved.

The survey (sec Appendix B) opened on the 19"’ M ay 2008, which was 

hosted by SPSS Ireland on their secure server. A three-wave emailing 

(Dillman 2007) was employed in contacting the members o f  the two 

associations. A prc-notification email from the Chairman o f  the 

Marketing Socicty was sent to m em bers on the 14"' o f  May 2008, 

informing them o f  the survey and inviting them to participate (sec 

Appendix C). Marketing Socicty members who did not wish to participate 

were able to opt-out, ensuring they would rcccivc no further 

communications. As a matter o f  interest, only two Marketing Society 

members declined to participate. On beha lf  o f  the researcher, the 

Marketing Society’s Communications M anager sent an email to members 

with the link to the survey on the 20"^ o f  M ay 2008 (see Appendix D). 

The Communications M anager sent a reminder email to members on the 

30"’ o f  M ay 2008 (sec Appendix E).

A three-wave procedure was also used in contacting members o f  the 

M arketing Institute, although it did differ in certain aspects. The 

Marketing Institute’s Communications M anager advertised the survey 

through the institute’s June ezine (i.e. electronic newsletter), which was 

distributed to members on the 19"’ o f  May 2008 (see Appendix F). 

Unfortunately, shortly after this notification the Marketing Institute 

withdrew their support for emailing their members regarding survey
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participation, due to the receipt o f  several other requests from academics 

to distribute their surveys.

As the researcher is a m em ber o f  the Marketing Institute, it was possible 

to access the institute’s membership list, although the list does not 

provide m em bers’ contact email addresses. The Marketing Institute 

consented to the researcher telephoning members to seek their survey 

participation. Using a random integer generator (Random .org 2008), 700 

individuals were selected, representing 25% o f  the Marketing Institute 

membership. Telephone calls were made to the 700 randomly selected 

Marketing Institute members, between the 21'’’ o f  M ay and the 25"’ o f  

June 2008. Arising from the telephone calls, 380 individuals agreed to 

give their email address to which a survey invitation was sent (see 

Appendix G). Ten days subsequent to the original invitation, a reminder 

email was sent (sec Appendix H).

While the intention had been to host the survey for a four-week period, a 

seven-week period was required to allow telephone invitations to be 

extended to M arketing Institute members. All email messages received 

from respondents during this period were answered within 24 hours. Even 

those emails that were statements rather than questions received attention. 

The overwhelming majority o f  correspondence (i.e. email messages and 

telephone calls) from respondents related to requests for a sum m ary o f  the 

research findings.

4.10 Summary

In this chapter are outlined the research model and hypotheses. Marketing 

practitioners in Ireland are the target population from which inferences 

about the diversity o f  marketing practice and strategic archetypes are to 

be made. The two associations representing marketing and sales 

professionals within Ireland are the Marketing Society and the Marketing 

Institute. Access to such a population adds value to the literature because
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these associations’ members work in all types o f organisations and across 

all product-market sectors, which differs from many o f  the studies 

pertaining to Miles and Snow’s (1978) strategic archctypes and Coviello 

et al.’s (1997) contemporary marketing practices.

The research hypotheses are tested through an online survey distributed to 

members within these associations. Consideration is given to the 

advantages o f (i.e. lower costs, speed o f data collection, ease o f data 

management, wider geographic reach, and media richness) and limitations 

to (i.e. declining response rates and inability to control the respondents’ 

environment) online surveys. As well, the possible sources o f eiTor (i.e. 

sampling, coverage, measurement, and non-response) are outlined, as 

well as how they have been addressed during the development o f the 

survey instrument. The implementation o f the pilot study and the final 

online survey are also discussed.

The analysis o f the data from the survey is given in the following chapter, 

5.0 Findings, where insights with respect to the research hypothesis arc 

outlined and discussed.
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CHAPTER 5.0 FINDINGS

5.1 Introduction

M embers o f  the M arketing Society and the Marketing Institute were 

invited to participate in an online survey regarding their organisations’ 

approach to and m anagem ent o f  marketing practices. These associations 

represent marketing and sales professionals within Ireland, who work in 

all types o f  organisations, and across all product-markct scctors. Through 

a comparison o f  product-markct categories, the sample is shown to be 

representative o f  the population, namely organisations in Ireland 

employing marketing professionals.

The survey (see Appendix B) was hosted by SPSS Ireland on their secure 

server for a seven-week period from the 19’*̂ M ay until the 7'*’ July 2008. 

The intention had been to host the survey for a four-wcck period, but as 

the M arketing Institute withdrew from sending electronic messages to its 

members after the first invitation, a longer period was required to allow 

telephone invitations to be extended to Marketing Institute members. 

Analyses o f  the data examine the profile o f  respondents and their 

organisations, the classification o f  their organisations according to Miles 

and S now ’s strategic archetypes, as well as Coviello et a l.’s (1997) 

contemporary marketing practices.

5.2 Electronic Survey Data Collection

A three-wave emailing, as recommended by Dillman (2007), was 

employed in contacting members o f  the two associations. On the 14"’ o f  

May 2008, the Chairman o f  the Marketing Society sent an email to 

members informing them about the survey and inviting them to 

participate (see Appendix C). Marketing Society members who did not 

wish to participate were invited to opt-out to ensure they would rcceive 

no further communication; only two members declined to participate 

further. On the 20"' o f  May 2008, the Marketing Society’s
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Communications M anager sent an email to m em bers with the Hnk to the 

survey (see Appendix D). A reminder email inviting members to 

complete the survey was sent on the 30'*̂  o f  May 2008 (see Appendix E).

In as much as was possible, a similar procedure was used in contacting 

members o f  the Marketing Institute. The Marketing Institute’s 

Communications M anager advertised the survey through the Institute’s 

June ezine (i.e. electronic newsletter), which was distributed to members 

on the on the 19*'’ o f  May 2008 (see Appendix F). However, subsequent to 

this notification, the Marketing Institute had received several requests 

from other academics to distribute their surveys. The Marketing Institute 

believed it could not honour these additional requests and, in the spirit o f  

fair play, withdrew from emailing Marketing Institute members regarding 

survey participation.

Nevertheless, as the researcher is a mem ber o f  the Marketing Institute, it 

was possible to access the Institute’s membership list. Although the 

membership list does not provide m em bers’ contact email addresses, it 

does provide their contact telephone numbers. The Marketing Institute 

consented to the researcher telephoning members directly to seek their 

survey participation. Using a random integer generator (Random.org 

2008), 700 individuals were selected, representing 25%  o f  the Marketing 

Institute membership. Telephone calls were made to the 700 randomly 

selected Marketing Institute members during a five-week period, between 

the 2 T ‘ o f  M ay and the 25'*’ o f  June 2008. Arising from the telephone 

calls, 380 individuals agreed to give their email address to which an 

invitation was sent to participate in the survey (see Appendix G); the 380 

acquired email addresses represent 54% o f  the randomly selected 

members, or 14% o f  the overall Marketing Institute membership. Ten 

days subsequent to the original invitation, another email was sent 

reminding these M arketing Institute members to complete the survey (see 

Appendix H).
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For the 46% of 700 randomly selected Marketing Institute members for 

whom email addresses were not obtained, it is worthy to note, only a 

handful (i.e. 1%), declined to give their email address. The reasons why 

email addresses could not be supplied included: the firm no longer 

operated (i.e. 5%), the contact details were inaccurate (i.e. 6%), the 

individual was either no longer employed with the company (i.e. 14%), 

on holiday (i.e. 10%), or out o f  the office (i.e. 10%). In the case where 

individuals were on holiday or out o f  the office, a brief message was left 

describing the research and the means by which to contact the researcher. 

These individuals were contacted only once more, so as to ascertain 

whether they were interested in participating in the survey.

5.3 Survey Response Rate Summary

The survey received 273 responses from marketing practitioners working 

within Ireland. To ensure respondents were marketing practitioners, a 

qualifying question asked whether they are responsible for making or 

implementing marketing decisions. If potential respondents did not 

identify themselves as being involved in their fimis’ marketing decisions, 

the survey was terminated and they were thanked for their interest. At a 

later stage, 66 respondents were eliminated from the data set due to 

missing data. Thus, there are 207 useable respondents, o f  which 21.3% 

are members of the Marketing Society, 70% of  the Marketing Institute 

and 8.7% are members o f  both associations (see Table 5.1).

Table 5.1 Respondents’ Association M embership

M arketing  Association Frequency Percent

M arket ing  Soc ie ty 44 21 .3%

M arket ing  Institu te 145 70.0%

Both 18 8,7%

Total Useable Responses 207 100.0%
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The 44 respondents attributed to the Marketing Society translate into a 

response rate o f 15.5% o f the Marketing Society’s membership (i.e. 283 

members). The 145 respondents attributed to the Marketing Institute, 

translate into a response rate o f 5.2% o f the Marketing Institute’s 

membership (i.e. 2,794 members). For the purposes o f this research the 

two associations arc treated as one population, namely, marketing 

practitioners within Ireland. Therefore, the 207 useable respondents (i.e. 

44 +145 + 18 = 207) translate into a response rate o f 6.7% o f the 

associations’ combined membership (i.e. 283 + 2,794 = 3,077). Assuming 

that 8.7% are members o f both associations (3,077 x 0.087 = 268; 3,077- 

268 = 2,809), which translates into a response rate o f 7.4%. A less 

conservative calculation o f response rate would be based on the 700 

members o f the M arketing Institute who were contacted by telephone 

requesting their participation in the survey, which would translate into a 

response rate o f 21% (i.e. 283 + 700 = 983; 207/983 = 21.0%). The most 

optimistic calculation o f response rate would be base on the 380 members 

o f the Marketing Institute who gave their email address to participate in 

the survey, which would translate into a response rate o f 31.2% (i.e. 283 + 

380 = 663; 207/663 = 31.2%).

5.4 E lectronic Survey Data C ollection

The Marketing Society and the Marketing Institute agreed to facilitate 

their m em bers’ participation in the survey on the condition respondent 

anonymity was guaranteed. That is, no data were to be collectcd which 

would allow responses to be traced to an individual and/or a firm. 

However, the associations agreed to supply a list o f  their m em bers’ 

organisations, without any other identifying details, solely for the purpose 

of forming a comparison with survey respondents. The association 

members and survey respondents are classified according to the primary 

market their organisation served. The product-market categories 

employed are:

• Consumer packaged goods e.g./oot/, beverages, footwear,

107



apparel, toiletries, cleaning products

• Consumer durable goods e.g. automobiles, household appliances, 

consumer electronics

• Consumer services e.g. retail banking, insurance, education, 

medical care, transportation

• Business to business supply goods e.g. office supplies, raw 

materials, component parts

• Business to business durable goods e.g. computer hardware, office 

equipment, machinery

• Business to business services e.g. advertising, planning, research, 

consultancy, media services.

Table 5.2 outlines how members’ organisations are classified. As the 

memberships o f  the two associations are treated as one population, the 

column referring to the combined membership is the most relevant. Table 

5.2 also outlines the organisational categories respondents believed to 

best describe the product/market their organisation served.

Table 5.2 Product-M arket Categories for 
Association Members and Survey Respondents

M arketing M arketing C om bined
Organisational Society Institute Association Survey
Category M em bers M em bers M em bers R espondents

Frequency Percent Frequency/Percent Krequency/Percent Frequency/Percent

Consum er 
Packaged Goods

62 21.9 523 18.7 585 19.0 39 18.8

Consum er 
Durable Goods

5 1.8 79 2.8 84 2.7 10 4.8

Consum er
Services

62 21.9 752 26.9 814 26.5 52 25.1

B2B Supply 
Goods

0 0.0 223 8.0 223 7.3 13 6.3

B2B Durable 
Goods

0 0.0 81 2.9 81 2.6 8 3.9

B2B Services 154 54.4 1136 40.7 1290 41.9 85 41.1

Total 283 100 2794 100 3077 too 207 100
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The com parison o f  product-m arket categories betw een association 

m em bers and survey respondents shows the distribution (i.e. based on 

percent) to be highly sim ilar (see Table 5.3) for the respondents to be 

considered representative o f  the population o f  m arketing practitioners 

w ithin Ireland. It is w orthy to note the sam ple for individual product- 

m arket categories o f  consum er durable goods, business-to-business 

supply goods and business-to-business durable goods are small. How ever, 

these small sam ple sizes are closely representative o f  their proportion o f  

the population o f  m arketing practitioners w ithin Ireland. M oreover, the 

cross-tabulation analysis o f  product-m arket categories for associations’ 

m em bers against the product-m arket categories for survey respondents 

was highly significant at the 99%  level (i.e. Pearson Chi Square < .01) 

and the strength o f  the association was quite high, as the value for 

C ram er’s V was close to one (i.e. value o f  C ram er’s V = .916; w here 1 = 

perfect association).

Table 5.3 Comparisons of Product-M arket Categories Between 
Combined Association Members and Survey Respondents

O rganisational Category
C om bined Association  

M embers
Percent

Survey
Respondents

Percent

Consum er Packaged Goods 19.0% 18.8%

Consum er Durable Goods 2.7% 4.8%

Consum er Services 26.5% 25.1%

B2B Supply Goods 7.3% 6,3%

B2B Durable Goods 2.6% 3.9%

B2B Services 41,9% 41,1%

Total 100.0% 100.0%

5.5 Summary Profiles 

5.5.1 Respondents

The respondents are nearly evenly split betw een m ale and fem ale (see 

Table 5.4). They range in age from  22 to 63 years o f  age, w here about
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tw o-thirds o f  respondents are 43 years o f  age or less, the average age is 

32.46 years (i.e. with a standard deviation o f  9.49 years), and the m edian 

age is 31 years (see Table 5.5). The m ajority o f  respondents have 

achieved either an undergraduate (i.e. 34.8% ) or postgraduate (i.e. 56.5%>) 

degree (see Table 5.6). T heir length o f  em ploym ent range from 1 to 39 

years, where three-quarters o f  respondents arc em ployed with their 

organisations for 10 years or less. The average length o f  em ploym ent is 

8.50 years (i.e. with a standard deviation o f  8.30 years), and the m edian 

length o f  em ploym ent is 5 years (see Table 5.7). R espondents are 

predom inantly  em ployed w ithin upper (i.e. 49.8% ) or m iddle (i.e. 28.5% ) 

m anagem ent (sec Table 5.8).

Table 5.4 Respondents’ Gender

Gender Frequency Percent

Female 106 51.2%

Male 101 48.8%

Total 207 100.0

Table 5.5 Respondents’ Age

Age Frequency Percent

23 to 33 years 67 32.4%

34 to 43 years 73 35,3%

44 to 53 years 46 22.2%
54 to 63 years 21 10.1%

Total 207 100.0%

Age in 
years

Mean 32.46

M edian 31.00

Stan. Dev. 9.49
N 207

Table 5.6 Respondents’ Level of Education

Educational Level Frequency Percent

Secondary School 6 2.9%

Technical/Trade Qualification 12 5.8%

U ndergraduate Degree 72 34.8%

Postgraduate Degree 117 56.5%

Total 207 100.0%



Table 5.7 Respondents’ Years Employed at their Organisation

Years

Mean 8.50

Median 5.00

Stan. Dev. 8.30
N 207

Years Frequency Percent

1 to 2 years 47 22.7%

3 to 5 years 58 28.0%

6 to 10 years 50 24.2%
11 to 15 years 16 7.7%

16 to 20 years 15 7.3%

21 to 25 years 10 4.8%

26 to 39 years 11 5.3%

Total 207 100.0%

Table 5.8 Respondents’ Position within their Organisation

Position Frequency Percent

Upper M anagem ent 103 49.8%

M iddle M anagem ent 59 28.5%

Lower M anagem ent 25 12.0%

Staff/Em ployee 20 9.7%

Total 207 100.0%

5.5.2 Organisations

The length o f  establishm ent for responden ts’ organisations range from 1 

year to 101 years or m ore (see T able 5.9), w here the average length o f  

establishm ent is 42.86 years (i.e. w ith a standard deviation o f  49.37 

years), and the m edian is 23 years. The o rgan isa tions’ legal entities arc 

outlined in Table 5.10, w hereby corporations (i.e. 25.6% ) and limited 

liability com panies (i.e. 44.4% ) account for the m ajority o f  cases. 

Em ploym ent levels range from 1 to 600 or m ore persons, with an average 

o f  960 persons (i.e. standard deviation o f  4,110 persons), and with a 

m edian em ploym ent level o f  70 persons (see Table 5.11). It is w orthy to 

note, that 26.6%  o f  the organisations w ithin the sam ple have 20 

em ployees or less and that 45.4%  have 50 em ployees or less. This finding 

reflects the large proportion o f  sm all-to-m edium  sized firm s found within 

the Irish econom y (C SC  2007). Table 5.12 outlines the sales and 

m arketing staff levels w ithin the organisations; the m ajority o f  

organisations em ploy 10 persons o r less in either function. The average 

for sales staff is 99 persons (i.e. standard deviation o f  401 persons), with a



median o f 10 persons. The average for marketing staff is 37 persons (i.e. 

standard deviation o f  218 persons), with a median o f 4 persons.

Table 5.9 O rganisations’ Length of Establishment

Y ears F req u en cy P ercen t

1 to 5 years 21 10.0%

6 to 10 years 34 16.5%

11 to 15 years 21 10.0%
16 to 20 years 25 12.0%

21 to 30 years 26 12.5%

31 to 50 years 30 14.5%

51 to 100 years 29 14.0%

101 years or more 22 10.5%

Tota l 207 100.0%

Y ears

Mean 

Median 

Stan. Dev.

42.86

23.00

49.37
N 207

Table 5.10 O rganisations’ Legal Entity

Legal Enti ty F requency P ercen t

Sole Proprietorship 19 9.2%

General Partnership 8 3.9%

Limited Partnership (LP) 4 1.9%

Limited Liability Partnership (LLP) 8 3.9%

Corporation (Inc., Co., Corp.) 53 25.6%

Limited Liability Company (LLC, Ltd.) 92 44.4%

Co-operative 3 1.4%

Non-profit 13 6.3%

Government and Semi-State Body 7 3.4%

T ota l 207 100.0%

Table 5.11 O rganisations’ Total Number of Employees

No. o f  Employees F req uen cy P ercen t

1 to 10 persons 27 13.0%

II to 20 persons 28 13.6%

21 to 30 persons 15 7.2%

31 to 50 persons 24 11.6%

51 to 100 persons 23 11.1%

101 to 200 persons 28 13.5%

201 to 600 persons 25 12.1%

601 or more persons 37 17.9%

T ota l 207 100.0%

No. of 
Employees

Mean 

Median 

Stan. Dev.

960.55

70.00

4,110.67

N 207
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Table 5.12 Organisations’ Number of Sales and Marketing
Employees

No. o f E m ployees
Sales S ta ff

Frequency Percent

M ark e tin g  S ta ff

Frequency Percent

0 persons 22 10.6% 7 3.4%

1 person 23 11.1% 38 18.4%

2 persons 11 5.3% 28 13.5%

3 to 5 persons 31 15.0% 42 20.3%

6 to 10 persons 30 14.5% 28 13.5%

11 to 20 persons 28 13.5% 26 12.5%

21 to 50 persons 24 11.6% 22 10.7%

51 to 100 persons 16 7.8% 10 4.8%

100 or more persons 22 10.6% 6 2.9%

T otal 207 100.0 % 207 100.0%

No. o f Sales S ta ff No. o f M ark e tin g  S ta ff

Mean 99.44 37.30
Median 10.00 4.00

Stan. Dev. 401.31 218.28

N 207 207

5.6 Classification of Strategic Archetypes

As noted earlier, 273 survey responses were originally obtained, but 66 

responses were eliminated due to incomplete data, leaving 207 useable 

responses. Miles and Snow’s (1978) paragraph typing question appears 

early in the survey (i.e. Question 7) and although the question is lengthy, 

all 273 o f the original respondents were able to identify the paragraph that 

best describes their organisation’s approach to the market place. The 

organisations’ classification according to Miles and Snow’s (1978) 

strategic archetypes (i.e. prospector, defender, analyser and reactor) is 

given in Table 5.13.
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Table 5.13 Classification of Strategic Archetypes

A rchetype
M iles and Snow

Frequency Percent

C onant et al.

Frequency Percent

Com bined

Frequency Percent

Prospector 86 31% 64 25% 51 24%
Defender 89 33% 67 27% 64 31%
Analyser 78 29% 94 38% 74 36%

Reactor 20 7% 23 9% 18 9%

Total 273 100% 247 100% 207 100%

Elim inated
R espondents

0 respondents 
eliminated (i.e. due to 

incomplete data)

26 respondents 
eliminated 

(i.e. 273 - 26 = 247)

40 more respondents 
eliminated 

(i.e. 247 - 40 = 207 
useable responses)

H owever, as respondents progressed through the survey som e skipped or 

declined to answ er questions. Thus, in analysing responses relating to 

C onant ct a l.’s (1990) m easures (i.e. Q uestions 8 to 18), 26 respondents 

w ere elim inated bccause o f  m issing data, w hich precluded appropriate 

classification. E lim inating these respondents resulted in the classification 

o f  the 247 respondents solely using Conant et a l.’s (1990) m easures (see 

Table 5.13). The classification procedure, which is theoretically  anchored 

in M iles and Snow ’s (1978) original conceptualisation o f  the four 

archetypes, is as follows:

• The archetypal response option selected m ost often, w hether 

prospector, defender, analyser or reactor, determ ined an 

organisation’s archetype.

• In the case o f  a tic in response options betw een defender, 

p rospector and/or analyser response, resulted in the organisation 

being classified as an analyser, as they are considered a hybrid 

betw een prospectors and defenders, and thus, em ulate 

characteristics o f  each type.

• Ties involving reactor response options m eant the organisation 

was classified as a reactor, as such organisations arc inconsistent 

in their approach. Thus, in responding to the challenges o f  the 

adaptive cycle, reactors m ay behave “ like defenders when 

conducting environm ental surveillance, prospectors when
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developing new products, and analyzers when controlling and 

evaluating their performance” (Conant et al. 1990: 373).

In some respects, Conant et al.’s (1990) multi-item measure is considered 

an improvement on the paragraph measure, as it examines all 11 

dimensions pertaining to Miles and Snow’s (1978) adaptive cycle; while 

the paragraph measure classifies organisations into strategic types based 

on two or three dimensions o f the adaptive cycle. Moreover, the 

paragraph measure relies solely on self-typing, while those o f Conant et 

al. (1990: 376) avail o f “self-typing, complemented by investigator- 

specified decision rules to classify firms into strategic types” . Thus, 

availing o f Miles and Snow’s (1978) as well as Conant et a l.’s (1990) 

measures to identify strategic archetypes is believed to provide a more 

accurate classification method, and affords the identification o f relalively 

pure  types (Hambrick 1982). Furthermore, results based on multiple 

measures inspire greater confidence (Santos et al. 2002; Zahra and Pearce 

1990; Venkatraman and Grant 1986). This combined classification 

approach along with the elimination o f responses with insufficient data in 

the remaining survey questions (i.e. Questions 19 to 33), resulted in 207 

usable responses (see Table 5.13), which became the data set from which 

the analyses is conducted.

The proportions o f strategic archetypes found in the 207 responses o f this 

study are roughly equivalent to those obtained in other studies (e.g. Song 

et al. 2007; Conant et al. 1990). Such a finding, where the proportionate 

distribution across archetypes seems stable, might suggest there is some 

natural or ecological pattern in distribution. However, these proportions 

do not hold for many o f the studies availing o f Miles and Snow’s (1978) 

typology.

One reason the proportionate distribution across archetypes varies is that 

a number o f studies do not include an analysis o f the reactor type, either



bccausc the reactor group is often too small to be considered statistically 

relevant (e.g. Jam es and Hatten 1995; McDaniel and Kolari 1987; 

Hambrick 1983), or the researchers believe the reactor type is not relevant 

to their analysis (e.g. Matsuno and M entzer 2000; Thomas and 

R am asw am y 1996; Slater and Narver 1993; Dvir ct al. 1993; Floyd and 

W ooldridge 1992; Sriram and A nikeeff 1991; Ruekert and W alker 1987; 

Walker and Ruekert 1987). Similar to this study, when the reactor type is 

included, it typically represents the smallest proportion o f  the sample o f  

about 10% or less (e.g. DeSarbo et al. 2007; O ’Regan and Ghobadian 

2006; DeSarbo et al. 2006; Shoham et al. 2002; M cKee et al. 1989). The 

generally low levels o f  reactors found among samples, which includes 

this study, might be partly attributed to the more negative descriptions o f  

the reactor type, m aking respondents less likely to select response choices 

associated with this type (e.g. Conant et al. 1990).' But then again, there 

are instances where reactors represent the largest proportion o f  the sample 

(e.g. Evans and Green 2000; Bahee 1992).

Another reason why the proportionate distribution across archetypcs 

varies is that some studies do not avail o f  the analyser type, as they prefer 

to classify organisations as either prospectors or defenders, rather than 

examine the hybrid/dual nature o f  analysers (e.g. Andrews ct al. 2006; 

Moore 2005; Evans and Green 2000; Thom as and Ram aswamy 1996; 

Ruekert and W alker 1987; Hambrick 1983). Other studies avail o f  two 

categories o f  defenders in their analysis, namely low-cost defenders and 

differentiated defenders (e.g. Slater et al. 2007; Olson ct al. 2005; Slater 

and Olson 2000; W alker and Ruekert 1987).

These reasons for not finding support for a stable distribution o f  

archetypcs are largely technical (i.e. by not including one o f  the 

archetypes). Still, finding a stable proportionate distribution o f  strategic

' T h i s  is  o n e  o f  th e  r e a so n s  C o n a n t  ct  al. (1 9 9 0 )  d e v e l o p e d  h is  m u l i t - i t c m  sca le ,  as  th e y  be l i e v e d  it 
to  be  m o re  re l ia b le  than  the  se l f - ty p in g  p a ra g ra p h  app ro ach .



archetypes among various studies would be truly surprising. It is 

counterintuitive to expect, across various industries at various stages o f  

development, that the distribution o f  archetypes would remain constant.

Nevertheless, the successful classification o f  the data into strategic 

archetypes supports the first research hypothesis:

H I: Configurations o f  strategy’-stm ctw e may he observed and 

broadly conform to Miles and Snow ’s (1978) strategic 

archetypes o f  prospector, analyser, defender and reactor.

5.7 Strategic Archetypes and Respondents’ Attributes

Cross-tabulations arc tables that reflect the joint distribution o f  two or 

more variables. Cross-tabulation analysis is appropriate for nominal or 

ordinal data (i.e. categories or ranks); it establishes whether an 

interdependent relationship exists between two values, but does not 

identify a causal relationship between the values (Kinncar and Gray 2008; 

Brace et al. 2006). Availing o f  the chi-square test confirms the presence 

o f  an association (Kinncar and Gray 2008; Brace et al. 2006). For 

example, a cross-tabulation analysis shows there is no relationship 

between the strategic archetypes and association membership (i.e. p = 

.542). In this instance, knowing an organisation’s archetype does not help 

to estimate a respondent’s association membership. Moreover, there is no 

association between the strategic archetype and respondents’ gender, age, 

educational level, length o f  employment, and position within the 

organisation (see Table 5.14).
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Table 5.14 Pearson Chi-Square Test of Strategic 
Archetypes Against Respondents’ Attributes

Asymp. Sig.
R esp o n d en t  A tt r ib u te N'alue d f (2-sided)

Association Membership 5.015 6 .542

Gender 1.490 3 .684

Age 8.827 6 .184

Educational Level 1.459 9 .103

Educational Level
Secondary/Tech. vs. Undergraduate vs. 7.800 6 .253
Postgraduate

Educational Level
4.207 3 .240

Postgraduate vs. Undergraduate or less

Length o f  Employment 8.322 6 .156

Position 1.182 12 .460

Position
2.152 •2 .541

Upper/Middle Mgmt. vs. Lower Mgnit./Staff
3

It is worthy to note that in analysing respondents’ level o f  education, by 

availing o f  various permutations (e.g. recombining secondary school and 

technical/tradc qualification into one category versus the remaining 

educational categories; and secondary school, technical/trade, and 

undergraduate qualification versus postgraduate), still shows there is no 

association between strategic archetype and respondents’ level o f  

education. Similarly, in analysing respondents’ position within the 

organisations, a cross-tabulation assessment performed by recombining 

upper and middle management into one category and lower management 

and staff/employee into another category, shows there is no association 

between strategic archetype and respondents’ position (see Table 5.14).

5.8 Strategic Archetypes and O rganisations’ Attributes 

5.8.1 Product-Market

In analysing the strategic archetypes against organisations’ 

product/market (i.e. consum er packaged goods, consum er durable goods, 

consum er services, B2B supply goods, B2B durable goods, and B2B 

services), there is no association (see Table 5.15). Even in recombining
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the product/markct categories in various permutations shows there is still 

no association.

Table 5.15 Pearson Chi-Square Test of Strategic 
Archetypes Against Organisations’ Attributes

P ro d u c t /M a rk et  T y p e V alue d f
A sy m p .  Sig. (2-  

sided)

Product/Market 1.738 15 .297

Product/Market Consumer vs. B2B 5.809 3 .121

Product/Markel Products vs. Services 3 .096 3 .377

Product/Market Durable vs. Non-durable 5.060 3 .167

5.8.2 Length o f  Establishment

The length o f  time an organisation is established (see Table 5.16), is 

associated with strategic archetype, as it is significant at the 95% Icvel,^ 

where p < .05 (i.e. p = .015). The cross-tabulation analysis shows 

prospectors are more likely than the other archetypes to be young (i.e. 

established for 13 years or less); reactors and analysers are more likely 

than the other archetypes to be middle-aged (i.e. established between 14 

and 37 years); while defenders are more likely than the other archetypes 

to be mature (i.e. established for 38 years or more).

Miles and Snow (1978) make no specific assertion as to whether any of 

the strategic archetypes arc more likely to be young or old  organisations. 

In studies availing o f  Miles and Snow’s (1978) typology, the age o f  an 

organisation is not usually the focus o f  the research. Although 

organisational age and size have been used to determine the sample 

population. For example, Thomas and Ramaswamy’s (1996) study 

examined the oldest and largest organisations within the Fortune 500 that 

operated within the electronics, chemicals and petroleum refining 

industries. As well, within some studies there are implicit assumptions

‘ The significance levels m ost frequently  used are .90, .95, and .99, w hich m ean the finding has a 
90% , 95%  or 99%  chance o f  being true. S ignificance is also show n as .10, .05 and .01, m eaning 
the finding has a 10% (.10), 5%  (.05), o r 1% (.01) chance o f  not being true.
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about organisational age, which arc related to the industry, or 

organisational size.

Table 5.16 Cross-Tabulation of Strategic Archetypes 
Against Organisations’ Length of Establishment

L ength  o f  E stab lishm en t Defender

Strateg ic  A rch ety p e

Prospector Analyser Reactor Total

13 years or less Count 
%  within  
A rchety pe

16

3 1 , 4 “/o

32

50.0%

18

24.3%

6

33.3%

72

34.8%

14-37 years Count 
%  wilhin  

A rche type

13

25.5%

13

20.3%

31

41.9%

8

44.4%

65 

3 1.4%

38 years or more Couni 
% within 
A rchety pe

22

43.1%

19

29,7%

25

33.8%

4

22.2%

70

33.8%

Total Count 
%  within  
Archety pe

51

100.0%

64

100.0%

74

100.0%

18

100.0%

207

100.0%

C h i-S q u a re  Tests

\ 'a lu e d f A syn ip .  Sig. (2-sided)

Pearson Chi-Square 1.576 6 .015

Likelihood Ratio 15.576 6 .016

Linear-by-Linear Association .048 1 .827

N o f  Valid Cases 207

W ithin studies examining technology-oriented industries, there may be an 

implicit suggestion that prospectors, because o f their pioneering 

tendencies, arc more likely to he young  firms; while defenders, because o f 

their more risk-averse stance, are more likely to be mature firnis; and 

analysers bccausc o f their dual nature are more likely to fall between (e.g. 

O ’Rcagan and Ghobadian 2006; Kearns 2005). The findings, as shown in 

Table 5.16, support this implicit notion o f prospectors being young 

organisations, defenders being mature organisations, and analysers being 

middle-aged organisations. As such, these findings represent tentative 

indications that a life cycle pattern may be associated with strategic 

archetype.
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Although, these tentative findings may be new, the notion o f an 

association between strategic archetype and life cycle patterns is not. 

Smith et al. (1986) postulated Miles and Snow’s typology relates to the 

sequential stages o f strategy development, whereby defenders are small 

organisations, and it is implied they arc more likely to be younger; while 

prospectors are large organisations, which are at a more mature stage o f 

strategy development, and as such it is implied they are more likely to be 

older (Smith et al. 1986). Unfortunately subsequent studies, even their 

own (Smith et al. 1989), do not support these speculations (O ’Reagan and 

Ghobadian 2006; Ghosh et al. 2001; Gimenez 2000).

5.8.3 Legal Entity

With respect to the legal entity o f  an organisation (sec Table 5.17), there 

is an association with the strategic archctypc, as it is significant at the 

90% level, where p < .10 (i.e. p = .090). The cross-tabulation analysis 

shows reactors are more likely than the other archetypcs to be a 

partnership; prospectors are more likely than the other archetypcs to be a 

corporation'^; analysers are more likely than the other archetypes to be a 

limited liability company'’; and defenders are more likely than the other 

archetypes to be a co-operative, non-profit, or semi-state organisation. 

Similarly, Peng et a l.’s (2004) study on ownership types within China 

found state-owned enterprises (SOEs) arc also defenders. However, the 

other organisational categories o f privately-owned enterprises (POEs),

 ̂ “ W hat sets the corporation  apart from  all o ther types o f  businesses is that a corporation is an 
independent legal entity , separa te  from  the people w ho ow n, con tro l, and m anage it. In o ther 
w ords, corporation and tax law s view  the corporation  as a legal p erso n  that can enter into 
contracts, incur debts, and pay  taxes apart from  its ow ners. O ther im portant characteristics also 
result from  the co rpo ra tion ’s separa te existence: A corporation  does not dissolve w hen its ow ners 
(shareholders) change or die, and the ow ners o f  a corpora tion  have lim ited liability - that is, they 
are not personally  responsib le for the co rp o ra tio n 's  deb ts" (N olo .com  2008).

LLC s have at least one m em ber and all LLC m em bers are the ow’ners o f  the LLC m uch as 
shareholders are the ow ners o f  a corporation  o r the partners o f  a partnership. “ Like ow ners o f  
partnerships o r sole proprietorships, LLC ow ners report business profits o r losses on their personal 
incom e tax returns; the LLC itse lf  is not a separate taxable entity . L ike ow ners o f  a corporation, 
how ever, all LLC ow ners are p rotected  from  personal liability for business debts and claim s - a 
feature know n as lim ited  liahility . This m eans that if  the business ow es m oney or faces a lawsuit, 
only the assets o f  the business itse lf  are at risk. C reditors usually  ca n ’t reach the personal assets o f  
the LLC ow ners, such as a house o r car" (N olo .com  2008).
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collcctivcly-owncd enterprises (COEs) and foreign-invested enteiprises 

(FIEs) do not eorrelate well with the categories o f legal entities used in 

this research (Peng et al. 2004).

Table 5.17 Cross-Tabulation of Strategic Archetypes 
Against O rganisations’ Legal Entity

Legal Entity Defender

Strategic  A r ch ety p e

Prospector Analyser Reactor Total

All Partnerships
C ount  
%  w ith in  
A rche ty p e

6

11.8%

12

18.8%

12

16.2%

8

44.4%

38

18.4%

Corporation
C ount  
%  w ith in  
A rche ty p e

12

23.5%

19

29.7%

15

20.3%

4

22.2%

50

24.2%

Limited Liability
C ount  
% w ithin 
A rche ty p e

23

45.1%

24

37.5%

39

52.7%

5

27.8%

91

44.0%

Co-op, Non-profit,  
Semi-State

C ount  
% w ith in  
A rche ty p e

10

19.6%

9

14.1%

8

10.8%

1

5.6%

28

13.5%

Total
C ount  
%  w ith in  
A rche ty p c

51

100.0%

64

100.0%

74

100.0%

18

100.0%

207

100.0%

C h i-S q u a re  T ests

V'alue d f A syn ip .  Sig. (2-sided)

Pearson Chi-Square 1,502 9 ,090

Likelihood Ratio 13,479 9 .142

Linear-by-Linear Association 4,562 1 .033

N o f  Valid Cases 207

5.8.4 Organisations  ’  Employment Level

The cross-tabulation analysis o f strategic archetype against the number of 

employees shows there is no association, even in using various category 

permutations (i.e. p = .720). However, there is a significant association 

between strategic archetype, organisations’ length o f establishment, and 

the number o f employees (see Table 5.18). The significance for small 

organisations is at the 95% level where p < .05 (i.e. p = .048); for 

medium-sized organisations it is at the 90% level where p < .10 (i.e. p = 

.090); and for large organisations it is at the 95% level where p < .05 (i.e. 

p = .011). However, these findings should be viewed with caution, as is 

often the case in multi-lavered  cross tabulations, a number o f the cells
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have a low count (i.e. less than 5). Therefore, these findings arc more 

useful as indications for further investigation, but are not sufficiently 

robust as to be viewed as conclusive evidence.

The analysis shows (see Table 5.18), within small organisations (i.e. 30 

persons or less), prospectors and reactors are more likely than the other 

archetypes to be young, as they arc established for 13 years or less; 

analysers are more likely than the other archetypes to be middle-aged, as 

they are established between 14 and 37 years; while defenders are more 

likely than the other archetypes to be mature, as they are established for 

38 years or more.

Within medium-sized organisations (i.e. 31 to 150 persons), prospectors 

arc more likely than the other archetypes to be young-, analysers and 

defenders are more likely than the other archetypes to be middle-aged; 

while reactors are more likely than the other archetypes to be mature.

Within large organisations (i.e. 151 persons or more), prospectors and 

analysers are more likely than the other archetypes to be young; reactors 

are more likely than the other archetypes to be middle-aged; while 

defenders are more likely than the other archetypes to be mature.

The overall findings indicate, regardless o f size, prospectors are more 

likely to be young organisations; small and medium-sized defenders are 

more likely to be mature organisations; and small and medium-sized 

analysers are more likely to be middle-aged organisations. These findings 

are similar to the cross-tabulation analysis o f strategic archetype against 

length o f establishment (see Table 5.16) and provide further support to 

the implicit notion o f prospectors being young organisations, defenders 

being mature organisations, and analysers being middle-aged 

organisations.
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Table 5.18 Cross-Tabulation of Strategic Archetypes 
Against O rganisations’ Length Established and Employee Level

Strateg ic  A rchetype
Em ployee Level Length Established Defender Prospector Analyser Reactor Total

Small
30 persons or less

13 years 
or less

Count

%  w ithin 
C om bined

10

62.5%

15

71.4%

9

36.0%

5

62.5%

39

55.7%

14-37
years

C ount

%  w ithin 
C om bined

4

25.0%

5

23.8%

16

64.0%

3

37.5%

28

40.0%

38 years 
or more

C ount

Vo w ithin 
C om bined

2

12,5%

1

4.8%

0

.0%

0

.0%

3

4.3%

Total C ount 
%  w ithin 
C om bined

16

100.0%

21

100.0%

25

100.0%

8

100.0%

70 

100.0%

Medium
31 to 150 persons

13 years 
or less

C ount 
%  \v ithin 
C om bined

6

30.0')o

II

47.8%

2

10.0%

1

20.0%

20

29.4%

14-37
years

C ount 
%  u  ithin 
C om bined

7

35.0%

2

8.7%

8

40.0%

1

20.0%

18

26.5%

38 years 
or more

C ount 
“ o w ithin 
C om bined

7

35.0%

10

43.5%

10

50.0%

3

60.0%

30

44.1%

Total C'ount 
%  w ithin 
C 'om bined

20

100.0%

23

100.0%

20

100.0%

5

100.0%

68

100.0%

Large
151 or more 
persons

13 years 
or less

C ount 
%  w ithin 
C om bined

0

.O"/,,

6

30.0%

7

24.1%

0

.0%

13

18.8%

14-37
years

C ount 
%  w ithin 
C’om bined

2

13.3%

6

30.0%

7

24.1%

4

80.0%

19

27.5%

38 years 
or more

C ount 
%  w ithin 
C om bined

13

86.7%

8

40.0%

15

51.7%

1

20.0%

37

53.6%

Total C ount 
%  w ithin 
C om bined

15

100.0%

20

100.0%

29

100.0%

5

100.0%

69

100.0%

C hi-Square  Tests

Value df Asymp. Sig. (2-sided)

Small 30 persons or less Pearson Chi-Square 1.271 6 .048

Medium 31-150 persons Pearson Chi-Square 1.095 6 .090

Large 151 persons or more Pearson Chi-Square 1.660 6 .011
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There is also an assoeiation between strategic archetype, organisational 

entity, and the number o f employees (see Table 5.19). However, it is 

significant with respect to medium-sized firm s only (i.e. 31 to 150 

persons). This significance is at the 95% level where p < .05 (i.e. p = 

.022). Again, these findings should be viewed with caution as most o f the 

cells have a low count (i.e. less than 5). Therefore, these findings are 

more useful as indications for further investigation.

The analysis shows, within medium-sized organisations, reactors are more 

likely than the other archetypes to be a partnership; prospectors to be a 

corporation; analysers and defenders to be a limited liability company; 

and defenders to be a co-operative, non-profit or semi-state organisation. 

These findings are virtually identical to the cross-tabulation o f strategic 

archetype against legal entity (see Table 5.17), suggesting that from the 

perspective o f this research, legal entity is a more useful variable than 

organisational size in understanding archetypes.

Organisational size is believed to be an important determinant o f context 

variables, especially structure (Doty and Glick 1994; Tavakolian 1989; 

Miller 1986; Mintzberg 1983). Smith et al. (1986; 1989) specifically 

examined strategic archetype and organisational size; their 1986 study 

speculated that the Miles and Snow (1978) typology could relate to 

sequential stages o f strategy development, where defenders are small 

fimis and prospectors large firms. However, Gimenez (2000) dismissed 

Smith et al.’s (1986) speculation, as his sample o f small firms could be 

classified using each o f the archetypes. Similarly, other studies examining 

small and medium sized organisations (SMEs) (e.g. O ’Reagan and 

Ghobadian 2006; Ghosh et al. 2001) found their samples could be 

classified using each o f  the archetypes. Moreover, Smith et al.’s (1989) 

subsequent study contradicted their original hypothesis; they found 

analysers to be large organisations, reactors to be small and prospectors 

and defenders to fall between the two extremes. They also found
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organisational size is not always an influencing factor in superior 

performance. These studies suggest organisational size m ay not always 

have a significant association with strategic archctypc.

Table 5.19 Cross-Tabulation of Strategic Archetypes 
Against Organisations’ Legal Entity and Level of Employees

E m p lo y ee
Level

S tra te g ic  A rc h e ty p e

L egal E n tity D efender P rospector A nalyser R eactor Total

Sm all
30 persons or

All Partnerships C'ount 
%  w ithin 
Archetv’pc

5
31.2%

5
23.8%

6
24,0%

4
50,0%

20
28.6%

less
C orporation C ount 

%  w ithin 
Archetype

2
12.5%

3
14.3%

1
4,0%

0
,0%

6
8.6%

L im ited Liability C'ount 
%  w ithin 
A rchetypc

7
43.8%

12
57.1%

15
60,0%

3
37.5%

37
52.9%

Co-op, Non- 
Profit, Sem i-State

C'ount 
%  w ithin 
A rchetype

2
12.5%

1
4.8%

3
12.0%

1
12.5%

7
10.0%

Total C'ount 
%  w ithin 
A rchetype

16
100.0%

21
100.0%

25
100,0%

8
100.0%

70 
100.0%

M edium  
31 to 150

All Partnerships C ount 
%  w ithin 
A rchetype

1
5.0%

5
21.7%

3
15.0%

4
80.0%

13
19.1%

C orporation C ount 
"o w ithin 
A rchetype

3
15.0'>o

6
26.1%

4
20.0%

1
20.0%

14
20.6%

lim ite d  L iability C oun t 
%  w ithin 
A rchetypc

11
55.0%

7
30.4';o

11
55.0%

0
,0%

29
42.6%

C o-op, N on- 
Profit, Sem i-S tate

C ount 
%  w ithin 
A rchetype

5
25,0%

5
21.7%

2
10.0%

0
,0%

12
17.6%

Total C'ount 
%  w ithin 
A rchetype

20
100,0%

23
100.0%

20
100,0%

5
100,0%

68
100,0%

Large
151 or m ore

All Partnerships C ount 
'‘o w ithin 
A rchetype

0
.0%

2
10,0%

3
10.3%

0
.0%

5
7.2%

persons
C orporation C ount 

%  w ithin 
A rchetype

7
46.7%

10
50.0%

10
34.5%

3
60.0%

30
43.5%

Lim ited L iability C ount 
%  w ithin 
A rchetype

5
33.3%

5
25.0%

13
44.8%

2
40.0%

25
36.2%

C o-op, N on- 
Profit, Sem i-State

Count 
%  w ithin 
A rchetype

3
20.0%

3
15.0%

3
10.3%

0
.0%

9
13.0%

Total Count 
%  w ithin 
A rchetype

15
100.0%

20
100,0%

29
100.0%

5
100.0%

69
100.0%

Chi-Square Tests

\  a lu e d f A sym p. S ig. (2 -s id ed )

Sm all 30 persons o r less Pearson C hi-Square 5.807 9 ,759

M edium  31 to 150 persons Pearson C hi-Square 1.943 9 ,022

Large 151 persons or m ore Pearson C hi-Square 5.899 9 ,750

126



5.8.5 Organisations  ’  Employment Level fo r  Sales and M arketing

In analysing the strategic archetypes against organisations’ level o f sales 

staff, there is no association (i.e. p = .757). Nevertheless, there is an 

association between strategic archetype and the level o f marketing staff 

(see Table 5.20); this significance is beyond the 95% level where p < .05 

(i.e. p = .026). The cross-tabulation analysis in Table 5.20 shows reactors 

are more likely than the other archetypes to employ 2 marketers or less; 

defenders are more likely than the other archctypes to employ 3 to 9 

marketers; and prospectors and analysers are more likely than the other 

archetypes to employ 10 or more marketers. Although these employee 

numbers appear low, it is worth bearing in mind the median for marketing 

staff is 4 persons.

Table 5.20 Cross-Tabulation of Strategic Archetypes 
Against Level of Marketing Staff

Level o f  M a rk et ing  S ta ff
Strategic  A rch etyp e

Defender Prospector Analyser Reactor Total

2 marketers or less Count 
%  within  
A rche type

21

41.2%

15

23.4%

26

35.1%

11

61.1%

73

35.3%

3 to 9 marketers C ount  
%  within 
A rche type

17

33.3%

18

28.1%

21

28.4%

5

27.8%

61

29.5%

10 marketers or more C ount 
%  within 
A rch e typ e

13

25.5%

31

48.4%

27

36.5%

2

11.1%

73

35.3%

Total
C ount 
%  within 
A rche type

51

100.0%

64

100.0%

74

100.0%

18

100.0%

207

100.0%

C h i-S q u a re  T ests

\ 'a lu e df
A sy m p .  Sig. (2- 

sided)

Pearson Chi-Square 1.434 6 .026

Likelihood Ratio 14.943 6 .021

Linear-by-Linear Association .634 1 .426

N o f  Valid Cases 207

This finding, where prospectors and analysers are more likely than the 

other archetypes to employ additional marketing staff, is consistent with 

these archetypes’ general interest in pursuing a build  strategy by
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increasing market share and sales (Ittner et al. 1997; Slater and Narver 

1993; Govindarajan and Gupta 1985). Although Slater and Narver (1993) 

did not address employment levels o f  marketing staff  per sc, they did 

examine marketing strategies in association with archetype and found 

market orientation is productive for prospectors and analysers, but it is 

not productive for defenders.

5.9 Strategic Archetype and Performance

It is reasonable to expect respondents may choose to skip or declinc to 

answer questions relating to their organisation’s performance due to the 

sensitive nature o f  the subject, lack o f  knowledge, or company policy 

prohibiting disclosure o f  such information. Nevertheless, only a handful 

o f  the 207 respondents (i.e. 4 to 6 persons; see Table 5.21) left the 

survey’s performance questions unanswered (i.e. Questions 27 (a), (b) 

and (c)). In comparison to the objectives set, respondents rated how well 

their organisation has performed with respect to overall sales, profit 

margin, and ROI. The cross-tabulation analysis o f  strategic archetype 

against each o f  the performance measures proved to be significant. That 

is, there is an association between the strategic archetypes across the three 

dimensions o f  performance.

Table 5.21 Responses to Performance Questions
R esponden t Cases

Valid Missing Total
P e r fo rm an ce N Pcrcent N Percent N Percent

Sales 203 98,1 4 1,9 207 100.0

Profit Margin 201 97,1 6 2,9 207 100.0

Return on Investment (ROI) 201 97.1 6 2,9 207 100,0

5.9.1 Sales

With respect to sales levels (see Table 5.22), the cross-tabulation analysis 

shows reactors are more likely than the other archctypes to have low 

sales; analysers, defenders and prospectors are more likely than reactors 

to have moderately-high sales; analysers and prospectors are more likely
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than the other archetypes to have high sales. This association between 

strategic archetype and sales level is significant at the 95% level, where p 

< .05 (i.e. p = .043).

Table 5.22 Cross-Tabulation of Strategic Archetypes Against Sales

Sales
S tra teg ic  A rch ety p e

D efender Prospector A nalyser Reactor Total

Low  Coum
Q 2  %  within  

A rche type

5

10.0%

6

9.7%

4

5,5%

6

33.3%

21

10.3%

M oderate
2  ̂ %  wilhin  

A rche type

10

20.0%

12

19.4%

15

20.5%

1

5.6%

38  

18.7%

M oderately-H igh Count 
^  ^  %  within  

A rchety pe

29

58.0%

28

45.2%

35

47.9%

7

38.9%

99

48.8%

H igh Count 
^  j j %  within  

A rchety pe

6

12.0%

16

25.8%

19

26.0%

4

22.2%

45

22.2%

Count
Total % within  

A rchety pe

50

100.0%

62

100.0%

73

100.0%

18

100.0%

203

100.0%

C h i-S q u a re  T ests

V'alue d f A syn ip . SIg. (2 -sid ed )

Pearson Chi-Square 1.735 9 .043

Likelihood Ratio 15.319 9 .083

Linear-by-Linear A ssociation .033 1 .855

N o f  Valid Cases 203

This finding is largely consistent with Miles and Snow (1978) as well as a 

number o f other studies (e.g. Slater and Olson 2001; Smith et al. 1989), 

which suggest organisational performance will be relatively equal in 

defender, prospector, and analyser organisations, but also higher than in 

reactor organisation. However, there is evidence from other studies, 

depending upon the industry, the sample size, or other organisational 

constructs, which suggest there are differences among strategic archetype 

performance o f defenders, prospectors and analysers (Aubert and Croteau 

2005). Zahra and Pearce (1990), in reviewing numerous studies 

employing the Miles and Snow typology, concluded support for equal 

effectiveness among the successful archetypes was mixed. Hence, the
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relative perform ance am ong archetypes is neither com prehensive nor 

conclusive (A ndrew s et al. 2006).

5.9.2 Profit Margin

In exam ining the association betw een archetype and profit m argin (see 

Table 5.23), reactors are m ore likely than the o ther archetypes to have 

low profit m argins; defenders are m ore likely than the o ther archetypes to 

have m oderate profit m argins; analysers are m ore likely than the other 

archetypes to have m oderately-high profit m argins; and prospectors are 

m ore likely than the other archetypes to have high profit m argins. This 

association betw een strategic archetype and profit m argin is significant at 

the 90%  level, w here p is < .10 (i.e. p = .084).

Table 5.23 Cross-Tabulation of Strategic Archetypes Against Profit
Margin

P rofit M argin
S tra teg ic  A rch ety p e

D efender Prospector A nalyser Reactor Total

Low
Q T %  w i th in  

A r c h e t y p e

11

22.0%

5

8.2%

6

8.3%

6

33.3%

28

13.9%

M oderate C o u n t  
^  ^  %  w i t h in  

A r c h e t y p c

14

28.0%

16

26.2%

18

25.0%

2

11.1%

50

24.9%

M oderatcly-H igh
%  w i t h in  
A r c h e t y p e

19

38.0%

24

39.3%

32

44.4%

6

33.3%

81

40.3%

High
g  j j %  w i t h in  

A r c h e t y p e

6

12.0%

16

26.2%

16

22.2%

4

22.2%

42

20.9%

C o u n t
Total % w i t h in  

A r c h e t y p e

50

100.0%

61

100.0%

72

100.0%

18

100.0%

201

100.0%

C h i-S q u a re  T ests

V alue d f A sym p . S ig . (2 -sid ed )

Pearson Chi-Square 1.528 9 ,084

Likelihood Ratio 14.709 9 .099

Linear-by-Lincar A ssociation 1.286 1 .257

N o f  Valid Cases 201

It is interesting to note this finding offers a ranking o f  profitability, 

w hereby prospectors are m ore likely than the o ther archetypes to have the
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highest profit m argins, follow ed by analysers, defenders, and reactors arc 

m ore likely to have the lowest profit m argins. This finding concurs with a 

num ber o f  studies that show prospectors outperform  defenders (e.g. 

A ndrew s et al. 2006; Evans and Green 2000; W oodside et al. 1999; 

H am brick 1983).

M iles and Snow (1978) assert that prospectors choose dynam ic 

environm ents w here they pursue innovation as a ccntral aim. Prospectors 

are frequently instigators o f  industry change and it is through change that 

prospectors typically gain advantage over com petitors. In essence, 

p rospectors’ success em anates from identifying and exploiting new 

product and m arket opportunities that bring them  to a dom inant position 

w ithin a given product-m arket sector. M oreover, achieving a dom inant 

position m eans prospectors arc m ore likely to achieve high profit m argins, 

as long as their innovations are well tim ed and appropriately targeted. 

H ow ever, if  their tim ing and targeting are off, prospectors m ay also run 

the risk o f  low profitability and overextension o f  its resources (M iles and 

Snow 2003; Brien and C alantonc 1994).

It is reasonable for analysers to achieve m oderately-high profit m argins as 

they typically follow prospectors into m arkets. A nalysers im prove on 

p rospectors’ innovations and only pursue innovations after their viability 

has been tested. As a hybrid betw een prospectors and defenders, it is 

reasonable that analysers’ perform ance m ay fall som e w here between that 

o f  prospector and defender organisations (D yer and Song 1997; D vir et al. 

1993). However, there are studies that show analysers to outperform  

prospectors, especially in situations w here analysers have im itated, 

appropriated, and distributed the prospectors’ innovations m ore rapidly 

than prospectors them selves (S later et al. 2007).

D efenders seek to seal o ff  a portion o f  the total m arket and work 

aggressively to prevent com petitors from entering their product-m arket
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domain. The defender strategy is more easily achieved in stable industries 

where there is relatively little technological change. However, in a more 

dynamic environment defenders arc more likely to achieve moderate 

profit margins. In environments that require a more proactive approach, 

defenders may fall behind other strategic types (Zajac and Shortell 1989; 

Miles and Snow 1978). In many studies, reactors arc expccted to have 

low profit margins because o f  poor fit due to an inappropriate structure, 

weakly articulated strategy, and/or inadequate organisation-environment 

alignment (Brian and Calantone 1994; Bahee 1992).

5.93 Return on Investment (ROI)

The ROI cross-tabulation analysis (see Table 5.24) shows reactors arc 

more likely than the other archetypes to have low ROI; defenders and 

prospectors are more likely than the other archetypes to have moderate 

ROI; analysers are more likely than the other archetypes to have 

moderately-high ROI; and prospectors arc more likely than the other 

archetypes to have high ROI. This association between strategic 

archetype and profit margin is significant at the 90% level, where p < .10 

(i.e. p = .059).

ROI is a popular metric because it is versatile and simple to calculate (i.e. 

benefit of  an investment divided by the cost o f the investment). 

Essentially, ROI evaluates the efficiency o f  an investment so as to 

compare it with other investment activities. A low or negative ROI may 

prompt organisations to select alternative investment opportunities. 

Defenders are nonnally identified by the attribute of efficiency, hut only 

within a stable market environment. Hence, within a more dynamic or 

volatile environment, defenders are expected to achieve moderate levels 

of ROI, as they are “not well suited to locating and responding to new 

product market opportunities” (Miles and Snow 2003: 38). A dynamic 

market environment favours prospectors where, because o f  their 

disposition to innovation, they are more likely to achieve high levels of
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ROI. Sim ilarly, analysers being a hybrid between prospectors and 

defenders, it is reasonable they w ould achieve m oderately-high levels o f  

ROI w hile operating w ithin a dynam ic m arket environm ent.

Reactors are prone to responding inappropriately to environm ental 

uncertainty and achieve low levels o f  ROI due to a weak alignm ent o f  

organisational strategy, structure and processes. A ccordingly, 

organisations with weak alignm ent or fit are expected to perform  poorly 

(A vison et al. 2004; V enkatram an and Prescott 1990).

Table 5.24 Cross-Tabulation of Strategic Archetypes Against ROI

P rofit M argin
S tra teg ic  A rch etyp e

D efender Prospector A nalyser Reactor Total

Low Coiinl 
Q 2  within  

A rche type

1 1

22.0%

6

9.7%

6

8.3%

5

29.4%

28

13.9%

M oderate C ount  
2 ^ %  within 

A rche type

14

28.0%

18

29.0%

15

20.8%

3

17.6%

50

24.9%

M oderately-H igh <̂ ^̂ unt
g  %  within 

A rche type

21

42.0%

22

35.5%

36

50.0%

5

29.4%

84

41.8%

High
^  j j %  within  

A rche type

4

8.0%

16

25,8%

15

20.8%

4

23.5%

39

19.4%

C ount
Total % within  

Arche type

50

100.0%

62

100.0%

72

100.0%

17

100.0%

201

100.0%

C h i-S q u a re  T ests

\a l u e d f A sym p . S ig . (2 -sid ed )

Pearson Chi-Square 1.640 9 .059

Likelihood Ratio 16.611 9 .055

Linear-by-Linear A ssociation 2.741 1 .098

N o f  Valid Cases 201

5.9.4 Analysis o f  Variance with respect to Organisational Performance

Analysis o f  variance (A N O V A ) is a set o f  techniques for com paring 

means. That is, A N O V A  is a w ay to test for significant differences am ong 

sam ple m eans when the independent variable (i.e. strategic archetype) is a 

set o f  discrete categories, and the dependent variable (i.e. perform ance) is 

usually continuous. H ow ever, A N O V A  m ay also be used with interval
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data, when there is equal distance between each number rating (e.g. 1- 

10%, 11-20%, 21-30%, etc. or 0-1, 2-3, 4-5, etc.) (Brace et al. 2006; 

Kinnear and Gray 2008). The survey questions relating to performance 

(i.e. Questions 27 (a-c) and 28 (a-0), in this research, avail o f  intervals 

with equal distance between each number rating.

This between groups variance (i.e. o f  archetypes), as revealed through 

ANOVA, provides a way to test the null hypothesis. That is, if the null 

hypothesis is true, the differences are attributed to sampling error; 

whereas if the null hypothesis is rejected, the differences are real. 

Essentially, the analysis o f  variance, and the F score it yields, is a ratio of 

explained variance versus error (Brace et al. 2006). However, it is 

important to note, a large F does not convey why or how the means differ 

from each other (Kinnear and Gray 2008).

As shown in Table 5.25, a one-way ANOVA of  means o f  strategic 

archetype (i.e. independent variable) against sales, profit margin and ROI 

(i.e. dependent variables), is significant for only ROI, at the 95% level, 

where p < .05 (i.e. p = .040). ROI is significant for analysers and 

defenders, but not for prospectors and reactors. The means relating to 

ROI, show analysers perform significantly higher than defenders (see 

Table 5.25), which is consistent with the cross-tabulation analysis of 

strategic archetype against ROI given earlier (see Table 5.24).

As ROI is the only measure o f  organisational performance related to 

archetype, it is a more useful measure, than either sales or profit margin, 

in understanding strategic archetypes. ROI, also known as the rate of 

profit, is the ratio of money gained or lost on an investment relative to the 

amount of money invested. In this sense, ROI is generally a more useful 

measure o f  organisational profitability than either sales or profit margin. 

For example, it is not unknown for organisations to have either high sales 

or profit margins, and yet, be unprofitable. Whereas, a high ROI often
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indicates some level o f organisational profitability.

Table 5.25 One-W ay ANOVA of Means 
Strategic Archetype against Performance Measures

S u m  o f  
Squares d f

M ean
Square F Sig.

Sales Between Groups 28 .986 3 9.662 2.055 .107

Within Groups 926 .039 197 4.701

Total 955.025 200

Profit Between Groups 19.319 3 6.440 1.614 .187
Margin Within Groups 794.189 199 3.991

Total 813.507 202

Return on Between Groups 37.308 3 12.436 2 .817 .040
Investment Within Groups 869.717 197 4.415
(ROD

Total 907.025 201

Descriptives for ROI

N M ean Std
Std.

Error
95"/o Confidence In te rva l  for Mean

Lower Bound I ' p p e r  Bound

Return on Analyser 72 7.11 1.903 .224 6.66 7.56
Investment
<R nii

Prospector 62 6.95 2.115 .269 6.41 7.49

Reactor 17 6.18 2.767 .671 4.75 7.60

Defender 50 6.12 2.106 .298 5.52 6.72

Total 201 6.74 2.130 .150 6.44 7.03

Following the one-way ANOVA, the Tukey post hoc test is typically used 

for pair-wise differences; that is, whether the pairs differ significantly 

(Kinncar and Gray 2008). It should be bomc in mind that post-hoc 

analyses are reported as they are with unadjusted p-values. As such, these 

p-values should be interpreled with caution, as they are a small and 

selected subset o f a larger group o f p-values (Brace et al. 2006; Kinnear 

and Gray 2008).

Similar to the ANOVA analysis, the means relating to ROI show 

analysers perform significantly higher than defenders (sec Table 5.26). 

This finding is consistent with the cross-tabulation analysis o f strategic 

archetype against ROI given earlier (see Table 5.24), which shows the 

ROI for analysers is significantly higher than defenders. The Tukey post
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hoc indicates ROI is not significant for prospectors and reactors, which 

means their ROI can be the same as any o f the other archctypcs. Thus, the 

ROI for prospectors could equal that o f defenders, analysers or reactors; 

and the ROI for reactors could equal that o f defenders, analysers or 

prospectors. However, as mentioned earlier, these Tukey post hoc 

findings should be interpreted cautiously, as they represent a selected 

subset o f a larger group o f p-values (Kinnear and Gray 2008).

Table 5.26 M ultiple Comparisons Tukey Post Hoc Test for ROI

D ependen t
N 'ariable

(1 )
C o m b in ed

(•1)
C om bined

M ean 
D ifferen 
ce (1-J)

Std.
E r ro r

9 5 %  Confidence 
In te rval for Mean

Sig. Lower
Bound

I p p e r  
Bound

Return on
Investment
(ROD

D efender Prospector

A nalyser

Reactor

-.832

-.991

-.056

.399

.387

.590

.162

.054

1.000

-1.87

-1.99

-1.58

.20

.01
1.47

Prospector D efender .832 .399 .162 -.20 1.87

Analyser -.159 .364 .972 -1.10 .78

Reactor .775 .575 .534 -.72 2.27

A nalyser D efender .991 .387 .054 -.01 1.99

Prospector .159 .364 .972 -.78 1.10

Reactor .935 .567 .353 -.53 2.40

R eactor D efender .056 .590 1.000 -1.47 1.58

Prospector -.775 .575 .534 -2.27 .72

A nalyser -.935 .567 .353 -2.40 .53

5.10 Strategic Archetype and Relative Performance

It is not unusual for researchers to encounter problems in obtaining 

objective measures o f organisational performance that are reliable and 

valid (Dess and Robinson 1984). Seeking information on relative 

performance may be a less intrusive way in ascertaining organisational 

performance, which respondents often view as sensitive information 

(Venkatraman and Ramanujam 1986). For example, profitability is 

measured by a respondent’s assessment o f their organisation’s return on 

assets (ROA), in comparison to all other competitors in their 

organisation’s served market (DeSarbo et al. 2005; Moorman 1995; 

Narver and Slater 1990). Similarly other measures, such as relative return
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on investm ent and relative m arket share, are m easured with reference to 

all o ther com petitors in the organ isation’s served m arket. Such subjective 

assessm ents o f  perform ance have been shown to have a strong correlation 

with objective perform ance m easurem ents (M oore 2005; Y eo 2003; 

R itchie and Dale 2000; N arvcr and S later 1990; V enkatram an and 

Ram anujam  1986; Pearce et al. 1987; Dess and R obinson 1984). 

M oreover, “ subjective m easures incorporating m anagem ent’s assessm ent 

provide an added dim ension ... [o f how perfom iancc] levels are related to 

expectations and objectives” (Shoham  et al. 2002: 244).

Although the survey respondents had little d ifficulty  in answ ering 

questions about their o rgan isation’s perform ance in relation to the 

objectives set (i.e. Q uestions 27 (a-c)), they found it m ore difficult to 

assess their organisation’s perform ance in relation to other com petitors 

(i.e. Q uestions 28 (a-f)). As show n in Table 5.27, betw een 44 and 55 

respondents, representing about 20 to 25%  o f  the sam ple, skipped or 

declined to answ er questions on relative perform ance. Relative 

perform ance is assessed across five dim ensions: relative return on 

investm ent (RROI), relative m arket share (R M S), relative return on assets 

(RROA ), relative sales grow th, relative custom er retention, and relative 

m ajor custom er retention.

Table 5.27 Responses to Relative Performance Questions

Relative  P er form an ce

R esp o n d en t  C ases  

Valid M issing Total 

N Percent N Percent N Percent

Relative Return on Investment (RROI) 160 77.3 47 22.7 207 100.0

Relative Market Share (RM S) 156 75.4 51 24.6 207 100.0

Relative Sales Growth 152 73.4 55 26.6 207 100.0

Relative Return on Assets 162 78.3 45 21.7 207 100.0

Relative Customer Retention 163 78.7 44 21.3 207 100.0

Relative Major Customer Retention 163 78.7 44 21.3 207 100.0
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Respondents may have left these questions unanswered because they 

believe the information to be confidential, they found the question 

confusing, and/or they did not have the information to respond accurately 

(Cycyota, and Harrison 2006). For example, a respondent may find it 

challenging to determine their organisation’s position within a 

competitive environment, i f  they do not have access to (or choose not to 

access) industry reports; or perhaps their organisation competes among a 

num ber o f  privately held enterprises, for which there is limited financial 

infomiation within the public domain.

hi assessing relative performance, there is no association between 

strategic archetype and RRMS, RROA, relative sales growth and relative 

major custom er retention (see Table 5.28). However, there is a significant 

association between strategic archetype and RROl and relative customer 

retention (see Tables 5.29 and 5.30).

Table 5.28 Pearson Chi-Square Test of Strategic 
Archetypes Against Relative Performance Measures

R e la t iv e  P e r f o r m a n c e V a lu e d f
A s v m p .  Sig.  

(2 -s ld ed )

Relative  M arke t  Share  (R R M S ) 6.718 9 .666

R elative  Return  on A sse ts  (R R O A ) 7 .634 9 .571

R ela t ive  Sa les  G row th 7 .359 9 .600

R ela t ive  M a jo r  C u s to m er  Retention 1.281 9 .171

5.10.1 Relative Return on Investment (RROl)

With respect to RROl, the cross-tabulation analysis (see Table 5.29) 

shows reactors and defenders are more likely than the other archetypes to 

have low RROl; defenders are more likely than the other archetypes to 

have moderate RROl; prospectors and analysers are more likely than the 

other archetypes to have moderately-high RRO l; and analysers and 

reactors arc more likely than the other archetypes to have high RROl. 

This association between strategic archetype and RROl is significant at 

the 95%  level, where p < .05 (i.e. p = .047). In many respects, these
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findings arc unsurprising, as support can be found within the literature to 

corroborate them (e.g. DeSarbo ct al. 2005; Moore 2005; Hoquc 2004). 

The most unexpected aspect o f these findings is that reactors are likely to 

have high RROI. However, this finding should be viewed with caution, as 

it represents a miniscule sample; that is, only 2 out o f 13 reactor 

organisations are likely to have high RROI.

Table 5.29 Cross-Tabulation of Strategic Archetypes Against RROI

Relative  Return on 
In vestm en t  (R R O I)

Strateg ic  A rch etyp e

Defender Prospector Analyser Reactor Total

Low C ount 
Q 2  “/o w ith in  

A rchetype

16

40,0%

9

18,8%

11

18,6%

5

38.5%

41

25,6%

Moderate
^  ^  %  w ith in  

A rchetype

17

42.5%

19

39,6%

20

33.9%

50

38.5%

61

38,1%

Moderately- C ount 

High
A rchetype

4

10.0%

17

35,4%

21

35.6%

1

7.7%

43

26,9%

High
y  j j %  w ith in  

A rclie type

3

7.5%

3

6,2%

7

11.9%

2

15,4%

15

9,4%

C ount
Total % w ithin  

A rchetype

40

100,0%

48

100,0%

59

100.0%

12

100,0%

160

100,0%

C h i-S q u a re  Tests

V alue df A sy m p .  Sig. (2-sided)

Pearson Chi-Square 1,710 9 ,047

Likelihood Ratio 18.478 9 ,055

Linear-by-Linear Association 3,683 1 ,098

N o f  Valid Cases 160

In most environments, the distinguishing characteristic o f reactors, 

relative to other strategic types, is that they do not have a substantive 

stance (Andrews et al. 2006). Hence, reactor organisations lack a coherent 

strategy because they “seldom [make] adjustments o f any sort until forced 

to do so by environmental pressures” (Miles and Snow 1978: 29). In 

particular, within rapidly changing environments, reactors arc reflexive 

and “will probably have no defined dominant objectives, above what may 

be described as survival” (Ghobadian et al. 1998: s75).

139



Although reactors arc generally expected to achieve low performance, 

there arc studies that show rcactors to have performed well. For example, 

Kumari et al.’s (2006) study shows rcactors’ performance, with respect to 

market value, to fall between that o f prospectors and defenders; and that 

reactors’ perfomiancc is indistinguishable from analysers. Snow and 

Hrebiniak’s (1980) study shows reactors, within the highly regulated 

environment o f air transport, performed best. As rcactors are not as 

willing as their competitors to assume risk, perhaps a highly regulated 

environment suits reactors where they may do much better than ju st  

survive (Kctchcn ct al. 1997).

Miles and Snow (1978) do not assert, within a given environment, there is 

only one succcssful archetype. As each environment supports “several 

well-aligned configurations and several poorly aligned configurations,” it 

is possible, though not as likely, for reactors to perform well in some 

environments (Kctchcn ct al. 1997: 225). Indeed, reactors may achicvc 

success through sheer luck, rather than through strategic design.

5.10.2 Relative Customer Retention

With respect to relative customer retention, the cross-tabulation analysis 

(see Table 5.30) shows reactors and defenders are more likely than the 

other archetypes to have low levels o f relative customer retention; 

defenders and analysers are more likely than the other archetypes to have 

moderate levels o f relative customer retention; prospectors and analysers 

are more likely than the other archetypes to have moderately-high levels 

o f  relative customer retention; and prospectors and reactors are more 

likely than the other archetypes to have high levels o f relative customer 

retention. This association between strategic archetype and relative 

customer retention is significant at the 90% level, where p < .10 (i.e. p = 

.060).
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Again, tiicsc findings arc unsurprising in general, as support can be found 

within the literature to corroborate them (e.g. Lukas 1999; McDaniel and 

Kolari 1987). For example, Lukas (1999) finds customer emphasis to be 

greater among prospector and analyser organisations than in defender and 

reactor organisations. The most unexpected aspect is that reactors arc 

likely to have high levels o f customer retention. As mentioned earlier, 

although it is possible for reactors to perform well, this finding should be 

interpreted cautiously. It represents a very small sample; that is, 6 out of 

just 13 reactor organisations are likely to have high levels o f customer 

retention.

Table 5.30 Cross-Tabulation of Strategic Archetypes 
Against Relative Customer Retention

Relative  C u sto m er  
Retention

Strateg ic  A rch ety p e

Defender Prospector Analyser Reactor Total

Low
Q -) % within  

A rchetype

11 

26.2%

7

14.3%

7

11.9%

4

30.8%

29

17.8%

Moderate Count 
2 ^ % within  

Archetype

15

35.7%

14

28.6%

20

33.9%

2

15.4%

51

31.3%

Moderately- Count 

High
Archetype

9

21.4%

17

34.7%

23

39.0%

1

7.7%

50

30.7%

High Count 
g  j j % within  

A rchetype

7

16.7%

11

22.4%

9

15.3%

6

46.2%

33

20.2%

Count
Total % within  

A rchetype

42

100.0%

49

100.0%

59

100.0%

13

100.0%

163

I00 .0“o

C h i-S q u a re  Tests

V alue df A sy m p .  Sig. (2 -sided)

Pearson Chi-Square 1.637 9 .060

Likelihood Ratio 16.267 9 .062

Linear-by-Linear Association 2.020 1 .155

N o f  Valid Cases 163

5.10.3 Analysis o f  Variance with respect to Relative Performance

As shown in Table 5.31, a one-way ANOVA of means o f strategic 

archetype against the measures o f relative performance (i.e. RROI, RMS, 

RROA, relative sales growth, relative customer retention and relative
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m ajor custom er retention), is significant for only RROI, at the 95%  level, 

w here p < .05 (i.e. p = .023). As RROI is the only m easure o f  

organisational perform ance related to archetype, it is a m ore useful 

m easure in understanding strategic archetypes than any o f  the other 

m easures o f  relative perform ance.

Table 5.31 One-W ay Anova of Means 
Strategic Archetype against Relative Performance Measures

S u m  o f  
S q u a r e s d f

M e a n
S q u a r e F Sig.

Relat ive  
R e turn  on 
Investment 
(R R O I)

Between Groups 

Within Groups 

Total

71.649

1214.351

1286.000

3

166

169

23.883

7.315

3.265 .023

Relat ive  
M arket  Share 
(R M S )

Between Groups 

Within Groups 

Total

42 .432 

1272.687 

1315.119

3

164

167

14.144

7.760

1.823 .145

Relat ive  
Return  on 
Asse ts  
(R R o A )

Between Groups 

Within Groups 

Total

48.131

1287.747

1335,878

3

160

163

16.044

8.048

1.993 ,117

Relative  
Sa les  G row th

Between Groups 

Within Groups 

Total

17.711

1360.177

1377.888

3

166

169

5.904

8.194

.721 .541

Relat ive
C u s to m er
Retention

Between Groups 

Within Groups 

Total

32.047

1312.047

1344.094

3

166

169

10.682

7.904

1.352 .260

Relative  M ajor
C u s to m er
Reten tion

Between Groups 

Within Groups 

Total

25.531

1348.024

1373.556

3

167

170

8.510

8.072

1.054 .370

D e sc r ip t iv e s  f o r  R R O I

S td .
E r r o r

95%  C onfidence In te rva l 
fo r M ean

N M e a n S td
l.o w er
B ound

Low er
Bound

Relative A n a ly se r 61 5.64 5.696 .345 4,95 6.33
Return  on 
Investm ent

Prospec tor 52 5.19 2.650 .367 4,45 5.93

(R R O I) R eac to r 13 4.54 3,045 ,844 2,70 6.38

D efen d e r 44 4.02 2.681 ,404 3,21 4.84

Total 170 5.00 2.759 ,212 4,58 5.42

The m eans relating to RROI show  analysers perform  significantly higher

142



than defenders (see Table 5.31). This finding is consistent with the RROI 

cross-tabulation analysis given earlier (see Table 5.30), which shows the 

RROI for analysers is significantly higher than defenders.

The Tukey post hoc analysis (see Table 5.32) indicates RROI is not 

significant for prospectors and reactors, which means their RROI can be 

the same as any o f the other archetypes. These findings relating to RROI 

arc virtually identical to the ANOVA and Tukey pos-hoc tests for ROI 

(see Tables 5.25 and 5.26). Still, Tukey post hoc findings should be 

interpreted cautiously, as they represent a selected subset o f a larger 

group o f p-values (Kinnear and Gray 2008).

Table 5.32 Multiple Comparisons Tukey Post Hoc Test for RROI

D ependen t
N 'ariable

(1)
C om bined

(J)
C om bined

M ean
D ifference

(l-J )
S td.

E r ro r

95%  Confidence 
In terval

Sig. Lower
Bound

I p p c r
Bound

Relative 
Relurn on 
Investment 
(ROD

D efender Prospector

A nalyser

Reactor

-1.170

-1.617

-.516

.554

.535

.854

.154

.015

.931

-2.61

-3.00

-2.73

.27

-.23

1.70

P ro sp ec to r Defender 1.170 .554 .154 -.27 2.61

A nalyser -.447 .510 .817 -1.77 .88

Reactor ,654 .839 .864 -1.52 2.83

A naly ser D efender 1.617 .535 .015 .23 3.00

Prospector .447 .510 .817 -.88 1.77

Reactor I.IOI .826 .544 -1.04 3.25

R eac to r Defender .516 .854 .931 -1.70 2.73

Prospector -.654 .839 .864 -2.83 1.52

A nalyser -1.101 .826 .544 -3.25 1.04

5.11 Performance and Miles and Snow’s Typology

Aspects o f organisational performance have been frequently used in 

evaluating the impact o f  business strategy based on Miles and Snow’s 

typology. “The general argument is that the specific strategies o f firms 

within each strategic type could affect performance; it is the variation in 

these strategies that cause performance to vary” (Shoham et al. 2002: 

242). It should be noted, the link between strategic archetype and
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performance is not as straightforward as the typology suggests (Zahra and 

Pearce 1990). Reviews o f various studies employing the Miles and 

Snow’s (1978) typology show there arc contradictory findings relating to 

performance. Nevertheless, among the numerous studies, there is stronger 

support for prospectors, analysers and defenders outperforming rcactors 

(Andrews ct al. 2006; Zahra and Pearcc 1990).

As this study avails o f  three measures o f performance, it is an 

improvement over Conant et al. (1990), which availed o f only one 

dimension o f performance, namely profitability. Thus, the examination of 

strategic archetypes from multiple dimensions o f performance is 

considered to be more robust (Santos ct al. 2002; Vcnkatraman and 

Prcscott 1990). The cross-tabulations relating to sales, profit margin and 

ROl show prospectors, analysers and defenders have higher levels of 

perfomiance than reactors. These findings concur with Miles and Snow’s 

(1978) assertion that prospectors, analysers and defenders may be 

succcssful if their organisational strategy is appropriate for the 

competitive environment and deploy appropriate capabilities, as well as 

that rcactors arc less succcssful than the other strategic archetypes due to 

their poor strategy-structure fit. These findings support the second 

research hypothesis:

H2: ‘G ood’ strategy-stnictiire fit, which emerges through the 

configuration, leads to superior organisational performance o f  

prospectors, analysers, and defenders over reactors.

The one-way ANOVA of means o f strategic archetype against measures 

o f organisational perfomiance is significant for only ROI. Thus, ROI is a 

more useful measure, than either sales or profit margin, in understanding 

strategic archetypes. The Tukcy post hoc test shows analysers perform 

significantly higher than defenders, which is consistent with the ROI 

cross-tabulation analysis. As the Tukey post hoc indicates the ROI is not 

significant for prospectors and reactors, it means their ROI can equal any
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one o f the other archetype’s ROI. These findings are repUcated in the one

way Anova and Tukey post hoc for RROI. Bearing in mind that post-hoc 

analyses should be interpreted cautiously, these findings partially support 

the second research hypothesis.

5.12 Summary of Findings Relating to Strategic Archetypes

At this point in the analyses, it is useful to summarise the main findings in 

relation to strategic archetypes. With respect to respondents’ attributes, 

none arc associated with archetype. Moreover, there is no relationship 

between an organisation’s product-markct and archetype.

5.12.1 Organisation's Length o f  Establishment

Regarding an organisation’s length o f establishment, there arc tentative 

indications a life cycle pattern may be associated with strategic archetype 

(see Table 5.16). That is, prospectors, perhaps because o f their pioneering 

tendencies, arc more likely to be young  firms; while defenders, perhaps 

because o f their more risk-averse stance, are more likely to be mature 

firms; and analysers perhaps because o f their dual nature are more likely 

to fall between. Miles and Snow (1978) make no specific assertion as to 

whether any o f the strategic archetypes are more likely to he young  or old  

organisations. However, the notion o f an association between strategic 

archetype and life cycle patterns has been explored before (Smith et al. 

1986), but without success (O ’Reagan and Ghobadian 2006; Ghosh et al. 

2001; Gimenez 2000; Smith et al. 1989).

5.12.2 Organisation’s Legal Entity, Employment Level, and Levels o f  

Sales and Marketing S taff

There is an association (see Table 5.17) between legal entity and strategic 

archetype, where reactors are more likely to be a partnership; prospectors 

are more likely a corporation; analysers are more likely to be a limited 

liability company; and defenders are more likely to be a co-operative, 

non-profit, or semi-state organisation.
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With respect to an organisation’s employment level there is no direct 

association. However, there is a significant association between strategic 

archetype, organisations’ length o f establishment, and the number of 

employees (see Table 5.18). Regardless o f organisational size, 

prospectors are more likely to be young. While, defenders are more likely 

to be either middle-aged, medium sized organisations or mature, small 

and large organisations. Analysers are more likely to be either young, 

large organisations or middle-aged, small and medium-sized 

organisations. And reactors are more likely to be young, small 

organisations or middle-aged, medium-sized and large organisations. 

However, these findings should be viewed with caution, as is often the 

case in multi-layered cross tabulations, some o f the cells have a very low 

count (i.e. less than 5).

Although there is no association between strategic archetypc and an 

organisation’s level o f sales staff, there is an association with the level o f 

marketing staff (sec Table 5.20). Reactors are more likely to employ 2 

marketers or less; defenders are more likely to employ 3 to 9 marketers; 

and prospectors and analysers are more likely to employ 10 or more 

marketers.

5.12.3 Organisation’s Performance

The cross-tabulation analysis o f strategic archetypc against each o f the 

performance measures (i.e. sales, profit margin and ROI) proved to be 

significant. Regardless o f the measure, reactors arc more likely to have 

low levels o f performance (see Tables 5.22, 5.23 and 5.24). Analysers are 

more likely to have either moderate or high sales performance, as well as 

moderately-high profit margin and ROI. Defenders are more likely to 

have either moderate or moderately-high sales performance, as well as 

moderate profit margin and ROI. W hile prospectors are more likely to 

have either moderate or high sales and ROI performance, as well as high
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profit margin. Among the strategic archetypes, these findings broadly 

suggest reactors arc the least successful and prospectors are the most 

successful.

Analysis o f variance (ANOVA) with respect to each o f the three measures 

o f performance and strategic type, proved significant only for ROI (see 

Table 5.25). Moreover, ROI is significant for analysers and defenders, but 

not for prospectors and reactors. The means relating to ROI, show 

analysers perform significantly higher than defenders, which is consistent 

with the cross-tabulation analysis o f strategic archetype against ROI given 

in Table 5.24.

5.12.4 Organisation’s Relative Performance

The analysis in relation to measures o f relative performance shows there 

is no association between strategic archetype and RRMS, RROA, relative 

sales growth and relative major customer retention (see Table 5.28). 

However, there is a significant association between strategic archetype 

and RROI and relative customer retention.

With respect to RROI, the cross-tabulation analysis (see Table 5.29) 

shows reactors and defenders are more likely to have low RROI; 

defenders are more likely to have moderate RROI; prospectors and 

analysers are more likely to have moderately-high RROI; and analysers 

and reactors are more likely to have high RROI. The most unexpected 

aspect o f these findings is that reactors are likely to have high RROI. 

However, this finding should be viewed with caution, as it represents a 

miniscule sample; that is, only 2 out o f 13 reactor organisations are likely 

to have high RROI. Although reactors arc generally expected to achieve 

low performance, there are studies that show reactors to have performed 

well (e.g. Kumari et a l.’s 2006; Snow and Hrebiniak’s 1980).
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With rcspcct to relative customer retention, the cross-tabulation analysis 

(see Table 5.30) shows reactors and defenders are more likely to have low 

levels o f relative customer retention; defenders and analysers arc more 

likely to have moderate levels o f relative customer retention; prospectors 

and analysers are more likely to have moderately-high levels o f relative 

custom er retention; and prospectors and reactors arc more likely to have 

high levels o f relative customer retention. Again, the most unexpected 

aspect is that reactors are likely to have high levels o f customer retention. 

As mentioned earlier, although it is not likely, it is possible for reactors to 

perform well. Moreover, this finding should be interpreted with caution 

as it represents a very small sample (i.e. 6 out o f just 13 reactor 

organisations).

5.13 Classification o f  M arketing Practices

Respondents were asked a series o f questions (i.e. Questions 19 to 26), 

relating to how their organisation practices marketing with rcspcct to their 

main customers; that is, those customers who are the focus o f their 

organisation’s marketing activities. The questions, theoretically anchored 

in Coviello et al.’s (1997) original conceptualisation o f the four forms of 

marketing practice (i.e. transaction, database, interactive and network), 

followed a majority-rulc basis. Hence, the response option selected most 

often, whether transaction, database, interactive or network marketing, 

determined an organisation’s marketing practice. Table 5.33 provides the 

classification o f respondents’ organisations by marketing practice. 

Although, it would be interesting learn about organisations’ hybrid forms 

o f marketing practice (e.g. transaction-database or database-interactive, 

database-transaction-network etc.), availing o f  14 categories, which 

would to represent every possible combination o f marketing practice, 

would be less useful for analysis as the number within each cell would be 

very low.
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Table 5.33 Classification of Contemporary M arketing Practice

M a rk e t in g  P rac t ice
Coviello et al.

Frequency Percent

Transaction (TM) 68 32.9%

Database (DM) 54 26.1%

Interactive (IM) 59 28.5%

Network (NM) 26 12.5%

Total 207 100.0%

It is interesting to note in the comparison o f means (see Table 5.34), that 

organisations classified as availing o f transaction marketing practices, 

selected responses related to the transaction perspective just over half o f 

the time (i.e. 4.67 times out o f the 8 questions). The same is true o f those 

organisations classified as availing o f interactive (i.e. 4.17 times out o f 

the 8 questions) and network marketing practices (i.e. 4.46 times out of 

the 8 questions). W hile those organisations classified as availing of 

database marketing practiccs selected responses related to the database 

perspective just under half o f the time (i.e. 3.13 times out o f the 8 

questions).

Overall, organisations identified with responses relating to their 

marketing practice classification about half o f  the time, which suggests 

the classification o f marketing practice is more flu id  Xhan the typology of 

strategic archetypes. That is, the differences among marketing practices 

are less discrete and are not necessarily mutually exclusive. This finding 

is consistent with Coviello et a l.’s (1997) perspective on contemporary 

marketing practices (CMP), as they believe organisations employ a 

combination o f marketing practices, as marketing managers are 

“comfortable with multiple (and parallel) marketing practices” (Brodie et 

al. 2008: 84). The aspect o f fluidity within marketing practice may be an 

interesting avenue for further research.
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Table 5.34 Comparison of Means within M arketing Practice

N M ean
Std.

D eviation S td . E r ro r

9 5 %  C onfidence  
In te rv a l fo r M ean

L o w e r
B o u n d

I p p c r
B o u n d

Transaction TM 68 4.6765 1.12557 .13650 4.4040 4.9489
M arketing DB 54 2.2407 1.09777 .14939 1.9411 2.5404

IM 59 1.2712 .88728 .11551 1.0400 1.5024

NM 26 .6538 .84580 .16588 .3122 .9955

Total 207 2.5652 1.86286 .12948 2.3099 2.8205

TM 68 1.7059 ,81146 .09840 1.5095 1.9023

Database DB 54 3.1296 1.42810 .19434 2.7398 3,5194
M arketing IM 59 1.5254 .91644 .11931 1,2866 1,7642

NM 26 1.3077 .88405 .17338 .9506 1.6648

Total 207 1.9758 1.24806 .08675 1.8048 2.1469

TM 68 1.0588 .82647 .10022 .8588 1.2589

DB 54 1.8704 .99140 .13491 1.5998 2.1410

Interactive IM 59 4.1695 1.26153 . 16424 3.8407 4.4982
M arketing NM 26 1,5769 1.02657 .20133 1.1623 1.9916

Total 207 2,2222 1.63365 .11355 1,9984 2.4461

TM 68 ,5588 .76064 .09224 ,3747 .7429

DB 54 .7593 .86734 .1 1803 .5225 .9960

IM 59 1.0339 .96430 .12554 .7826 1.2852

N etw ork NM 26 4,4615 1.10384 .21648 4.0157 4.9074
M arketing Total 207 1.2367 1.52551 .10603 1.0277 1.4458
I M  =  t r a n s a c t i o n  m a r k e t i n g ;  D B  =  d a t a b a s e  m a r k e t i n g :  I M  =  i n t e r a c t i v e  m a r k e t i n g ;  N M  =  n e t w o r k  m a r k e t i n g

This comfort with multiple perspectives among marketing managers led 

Coviello et al. (1997) to develop a classification scheme o f  marketing 

practices that balances theoretical arguments with evidence o f  managerial 

practice (Brodie et al. 2008). As the CMP classification scheme embraces 

a multi-theoretical approach, the authors view  it as a comprehensive 

taxonomy, encompassing a range o f  marketing practices (Brodie et al. 

2008). As such, the CMP scheme more accurately reflects points along a 

framework o f  marketing practice, rather than distinct, mutually exclusive 

categories o f  marketing practice.

The successful classification o f  the data into the four marketing practice 

approaches supports the third research hypothesis:
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H3: Marketing practices may be ohsen’ed and broadly 

conform to Coviello et at. ’s (1997) contemporaiy marketing 

practices scheme o f  transaction, database, interactive and 

network marketing.

5.14 M arketing Practice and Respondents’ Attributes

A cross-tabulation analysis o f  m arketing practice against respondents’ 

attributes show s there is no association with respect to association 

m em bership, gender, age, educational level, length o f  em ploym ent, and 

position w ithin the organisation (see Table 5.35). Even w hen availing o f  

various perm utations with rcspect o f  age, education, em ploym ent length, 

and position, there is still no association betw een m arketing practice and 

respondents’ attributes. These findings are sim ilar to the cross-tabulations 

for strategic archetype against responden ts’ attributes (see Table 5.14). 

Together, these findings suggest respondent attributes have no 

relationship with either strategic archetype or m arketing practice.

Table 5.35 Pearson Chi-Square Test of 
Marketing Practice Against Respondents’ Attributes

R esponden t A ttr ib u te V alue d f
A sym p. Sig. 

(2 -sided)

A ssociation M em bership 7.481 9 .587

G ender .422 3 .936

Age 6.697 6 .350

Educalional Level 4.763 6 .575

Length o f  Em ploym ent 5.080 6 .534

Position L737 12 .136

5.15 M arketing Practice and O rganisations’ Attributes

C ross-tabulations o f  m arketing practice against various organisa tions’ 

attributes show  there is no association w ith respect to legal entity, 

em ploym ent level, and levels o f  sales and m arketing s ta ff (see Table 

5.36). H ow ever, there is a significant association w ith respect to how long 

the organisation has been established and the product-m arket served.
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Table 5.36 Pearson Chi-Square Test of 
M arketing Practice Against O rganisations’ Attributes

O rg a n isa t io n a l  A ttr ibute V alue d f
Asynip .  Sig.  

(2-sided)

Legal Entity 8.205 9 .514

E m ploym ent Level 3.904 3 .272

Level o f  Sales S taff 7.868 9 .548

Level o f  M arketing S taff 6.503 6 .369

5.15.1 Length o f  Establishment

The length o f  time an organisation is established (see Table 5.37), is 

associated with marketing practice, as it is significant at the 90% level, 

where p is < .10 (i.e. p = .078). The cross-tabulation analysis shows 

organisations availing o f  interactive and network marketing practices are 

more likely than the other forms o f  marketing practice to be young  (i.e. 

established for 13 years or less); organisations availing o f  network and 

transaction marketing practices are more likely than the other forms of 

marketing practice to be middle-aged (\.c. established between 14 and 37 

years); organisations availing o f  database marketing practices are more 

likely than the other forms of marketing practice to be mature (i.e. 

established for 38 years or more).

In studies availing o f  Coviello et al.’s (1997) CMP scheme, the length of 

time an organisation has been established has not been a focus, except in 

Coviello et al. (2000). In this study, the authors (Coviello et al. 2000) 

examine smaller firm practices in comparison with those of larger firms. 

The findings o f  this study show smaller firms have a more informal 

approach to market planning and use fewer measures o f  perfonnance than 

larger firms (Coviello et al. 2000). As well, the study establishes that both 

types o f  firms simultaneously practice transactional and relational forms 

o f marketing practices, reflecting “the more contemporary relational 

marketing paradigm” (Coviello et al. 2000: 524).
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In some studies availing o f Coviello ct al.’s (1997) contemporary 

marketing practice scheme, it is asserted organisations that use 

information technology (IT) more intensively, are more likely to employ 

more relational forms o f marketing practices (i.e. network and 

interactive), and it is implied that many o f these firms may be younger 

(Brady 2003; Coviello ct al. 2001). While those organisations which use 

information technology less intensively, are more likely to employ more 

transactional forms o f marketing practices (i.e. transaction and database), 

and it is implied that many o f these firms may be older (Brady 2003; 

Coviello et al. 2001). However, support within the literature for this 

implicit notion is, at best, tenuous.

Table 5.37 Cross-Tabulation o f M arketing Practice 
Against Organisations’ Length of Establishment

L ength  o f  E stab lishm en t
S trateg ic  A rch etyp e

Transaction Database Interactive Network Total

13 y e a r s  o r  l e s s  Count
% within 
Archetype

24

35.3%

15

27.8%

23

39.0%

10

38.5%

72

34.8%

14-37 y e a r s  Count
% within 
Archetype

24

35,3%

11

20.4%

20

33.9%

10

38.5%

65 

31.4%

38 years or more Count
% w ithin 
Archetype

20

29.4%

28

51.9%

16

27.1%

6

23.1%

70

33.8%

Total Count
% within 
Archetype

68

100.0%

54

100.0%

59

100.0%

26

100.0%

207

100.0%

C h i-S q u a re  T ests

V'alue d f A sym p.  Sig. (2 -sided)

Pearson Chi-Square 1.137 6 .078

Likelihood Ratio 11,123 6 .085

Linear-by-Linear Association .732 1 .392

N o f  Valid Cases 207

5.15.2 Product-Market

The product-market organisations serve (see Table 5.38), is associated 

with marketing practice, as it is significant at the 99% level, where p is < 

.01 (i.e. p = .001). The cross-tabulation analysis shows organisations 

availing o f transaction marketing practices are more likely than the other



marketing practice types to be in involved with consum er packaged 

goods, consum er durable goods, and consum er services; organisations 

availing o f  database marketing practices are more likely than the other 

marketing practice types to be involved with business to business supply 

goods and business to business durable goods; while, organisations 

availing o f  interactive and network marketing practices are more likely 

than the other marketing practice types to be involved with business to 

business services.

Table 5.38 Cross-Tabulation of M arketing Practice 
Against Organisations’ Product-M arket

P ro d u c t-M a rk e t Transaction

S tra teg ic  A rch e ty p e

D atabase Interactive N etwork Total

C onsum er 
Packaged Goods

C ount  
%  w ithin  
A rchc lype

19

27.9%

8

14.8%

10

16.9%

2

7.7%

39

18.8%

Consum er 
Durable Goods

Count 
%  within  
Archety pe

6

8.8%

4

7.4%

0

.0%

0

.0%

10

4.8%

Consum er
Services

Count 
%  within  
Archety pe

24

35.3%

14

25.9%

7

11.9%

7

26.9%

52

25.1%

B2B Supply 
Goods

C'ount 
%  within 
Archety pe

3

4.4%

6

11.1%

3

5.1%

1

3.8%

13

6.3%

B2B Durable 
Goods

Count 
%  within  
Archety pe

2

2.9%

3

5.6%

2

3.4%

1

3.8%

8

3.9%

B2B Services
Count 14 19 37 15 85
%  within 
A rche type 20.6% 35.2% 62.7% 57.7% 41.1%

Total
C ount 68 54 59 26 207
%  w'ithin 
A rche type 100.0% 100.0% 100.0% 100.0% 100.0%

C h i-S q u a re  T ests

V alue d f A sym p. Sig. (2-sided)

Pearson Chi-Square 3.858 15 .001

Likelihood Ratio 43.117 15 .000

Linear-by-Linear Association 23.097 1 .000

N o f  Valid Cases 207
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These findings suggest consumer goods and services are marketed by 

availing o f transactional forms o f marketing practice. While business-to- 

business services arc marketed by availing o f relational forms o f 

marketing practice and busincss-to-business goods through transactional 

forms o f marketing practice. These dichotomies between consumer and 

business customers, as well as goods and services, have been a key 

consideration within the literature (e.g. Lovelock and Gummesson 2004; 

Hakansson and Snehota 1995; Gronroos 1990). Coviello et al. (1997) 

recognise there is a body of literature to suggest the marketing o f 

consumer goods and services differs significantly from the marketing o f 

business-to-busincss goods and services. These points are discussed 

further in sections: 5.15.3 Product Type and 5.15.4 Customer Type.

5.15.3 Product Type

Coviello et al. (1997: 503) acknowledge arguments within the literature 

that “certain types o f marketing arc appropriate to consumer goods 

companies.” While Gronroos, (1990) among others (e.g. Lovelock and 

Gummesson 2004; Low 1996; Hakansson and Snehota 1995; Berry 1995; 

Berry and Parasuraman 1993; Wedell and Kress 1992; Bell 1986; 

Magrath 1986), argue the traditional notion o f the marketing mix (i.e. 

transaction marketing) is not well suited to the servicc industries as well 

as industrial goods and equipment. Coviello et al. (1997) recognise 

relational forms o f marketing practice are typically attributed to industrial 

and service firms. However, they believe such a dichotomy does not fully 

address the multiplicity o f marketing practices found among firms 

(Coviello et al. 2001; Brodie et al. 2008).

At the aggregate level, this research finds support for the goods/services 

divide, as marketing practice is significantly associated with product type 

at the 95% level, where p is < .05 (i.e. p = .022). The cross-tabulation 

analysis o f marketing practice against product type (sec Table 5.39), 

shows organisations availing o f transaction and database marketing
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practiccs arc more likely than the other marketing practice types to be 

involved with goods; while organisations availing o f  interactive and 

network marketing practice arc more likely than the other marketing 

practice types to be involved with services.

Table 5.39 Cross-Tabulation of M arketing Practice 
Against Organisations’ Product-M arket -  Product Type

P rod uct  T y p e Transaction

Strategic  A r ch ety p e

Database Interactive Network Total

G oods C o u n t  

%  w i th in  

A r c h e t y p e

30

44.1%

21

38.9%

15

25.4%

4

15.4%

70

33.8%

Services C o u n t  

%  w i t h in  

A r c h e t y p e

38

55.9%

33

61.1%

44

74.6%

22

84.6%

137

66.2%

Total C o u n t  

%  w i t h in  

A r c h e t y p e

68

100.0%

54

100.0%

59  

100.0%

26

100.0%

207

100.0%

C h i-S q u a re  T ests

N'alue d f A sy m p .  Sig. (2 -s ided)

Pearson Chi-Squarc 9.648 3 .022

Likelihood Ratio 10.162 3 .017

Linear-by-Lincar Association 9.291 1 .002

N o f  Valid Cases 207

5.15.4 Customer Type

Covicllo and Brodic (2001: 395) hypothesise “ that consum er firms would 

be more likely to practice transaction ... [and] database marketing, while 

B2B firms would be more likely to practicc interaction and network 

marketing.” However, they find mixed support for their hypotheses; 

while, they acknowledge, “marketing appears to be more relational in 

B2B firms and more transactional in consum er firms,” they find important 

similarities between them (Covicllo and Brodic 2001: 395). For example, 

B2B and consum er organisations avail o f  forms o f  transaction marketing 

to attract customers, and they avail o f  fomis o f  database marketing to 

cnhance customer relationships (Covicllo and Brodic 2001). As well, B2B 

and consum er organisations avail o f  forms o f  interactive marketing to 

develop and manage customer relationships, and they avail o f  forms o f
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network m arketing to position the organisation in a w ider set o f  m arket 

relationships (Coviello and Brodie 2001). In these respects, C oviello  and 

Brodie (2001: 395) find it “unreasonable to argue that m arketing practices 

are fundam entally d ifferent across consum er and B2B firm s.”

This research, on the o ther hand, largely supports the consum er/B 2B  

divide. M arketing practice is significantly associated with the type o f  

custom er at the 99%  level, w here p is < .01 (i.e. p = .000). Exam ining the 

cross-tabulation analysis o f  m arketing practice against custom er type (see 

Table 5.40), shows organisations availing o f  transaction m arketing 

practices are m ore likely than the o ther m arketing practice types to be 

serving consum ers; w hile organisations availing o f  interactive and 

netw ork m arketing practices arc m ore likely than the other m arketing 

practice types to be serving business custom ers. The exception is that 

organisations availing o f  database m arketing practices are as likely to 

serve consum ers as business custom ers.

Table 5.40 Cross-Tabulation of M arketing Practice 
Against Organisations’ Product-M arket -  Customer Type

Type o f C ustom er
Strategic A rchetype

T ran sac tio n  D atabase  In teractive  N e tw o rk  Tola!

C ount
C o n su m ers % within 

A rchety pe

49

72 .1%

26

4 8 .1 %

17

28 .8%

9

34.6%

101

48 .8%

Count
B u siness % wilhin 

Archetype

19

27 .9%

28

51 .9%

42

71.2%

17

65.4%

106

51.2%

Count
T otal % within 

Archetype

68

100.0%

54

100.0%

59

100.0%

26

100.0%

207

100.0%

C hi-Square Tests

\'a lu e df Asymp. Sig. (2-sided)

Pearson  C h i-S q u are 2 .626 3 .000

L ikelihood  R atio 27.093 3 .000

L in ear-b y -L in ear A sso c ia tio n 21 .947 1 .000

N o f  V alid  C ases 207

It is w orthy to note, am ong their earlier developm ents o f  the CMP
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classification schcmc, database marketing is considered a low-fonn  o f 

relational marketing, as there is personalised contact with customers via a 

database or the internet (e.g. Covicllo ct al. 1997; Coviello and Brodic 

1998). In later developments o f the CMP classification scheme, database 

marketing is considered a form o f transactional marketing; although there 

is some form o f personalised contact, the customer relationship is 

considered discrete and distant (e.g. Coviello et al. 2001: 387; Brodie et 

al. 2008). That is, in database marketing the organisation’s contact is “to a 

targeted segment”, rather than interactive m arketing’s interpersonal 

dialogue with customers (Coviello et al. 2001). The distinction is made 

between transactional and relational marketing by asserting transactional 

forms o f marketing are performed to the customer, while relational forms 

o f  marketing are performed with the customer (Coviello et al. 2001).

These findings with respect to forms o f marketing practicc and 

organisations’ product-market, support the fourth research hypothesis, 

and largely support the fifth research hypothesis:

H4: Relational forms o f  contemporaiy marketing practices, 

namely interactive and network marketing, are prim arily  

associated with se n ’ices; while transactional forms o f  

contemporary marketing practice, namely transaction and  

database marketing, are primarily associated with goods.

H5: Relational forms o f  contemporaiy marketing practices, 

namely interactive and network marketing, are prim arily  

associated with business customers; while transactional forms 

o f  contemporary marketing practice, namely transaction and  

database marketing, are prim arily associated with consumers.
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5.16 M arketing Practice, Performance and Relative Performance

The cross-tabulation analysis o f marketing practice against each o f the 

performance measures (i.e. sales, profit margin and ROI), proved to be 

insignificant (see Table 5.41). Similarly, the cross-tabulation analysis o f 

marketing practice against each o f the relative performance measures (i.e. 

RROI, RMS, RROA, sales growth, customer retention and major 

customer retention) also proved to be insignificant (see Table 5.42). That 

is, there is no association between classifications o f marketing practice 

and measures o f performance and relative performance. These findings 

suggest any o f  the forms o f marketing practice may be equally successful.

Table 5.41 Pearson Chi-Square Tests of 
Marketing Practices Against Performance M easures

P e rfo rm a n ce  M easures Value d f A sym p. Sig. (2-sided)

Sales 5.220 9 .815

Profit Margin 1.077 9 .292

Return on Investment (ROI) 1.167 9 .232

Table 5.42 Pearson Chi-Square Tests of 
M arketing Practices Against Relative Performance Measures

Relative P e r fo rm an ce  M easu res V'alue d f A sym p. Sig. (2-sided)

Relative Return on Investment (RROI) 1,226 9 .199

Relative Market Share (RRMS) 6.371 9 .702

Relative Return on Assets (RROA) 9.230 9 .416

Relative Sales Growth 9.501 9 .392

Relative Customer Retention 1.239 9 .192

Relative Major Customer Retention 8.514 9 .483

It is worthy to note, two recent studies find there is a significant 

association between forms o f marketing practice and performance (Brodie 

et al. 2008). The first, Coviello et al.’s (2006) study on small service 

organisations, within the Canadian tourism accommodation sector (i.e. 

Canadian provinces o f British Columbia, Alberta, Saskatchewan, and 

Manitoba), finds transactional and interactive marketing are associated 

with customer acquisition and sales growth. The study also finds it is
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success with customer acquisition, rather than customer retention, that 

leads to profitability for firms (Brodie et al. 2008).

Hencc, this research should find a positive association between marketing 

practice, consumer services (i.e. product market), small organisations (i.e. 

level o f employees o f 30 persons or less) and measures o f perfomiance. 

However, the cross-tabulation analysis still shows there is no association 

(see Table 5.43). It should be noted, with a multi-layered cross tabulation 

o f this kind, the counts within many of the cells are extremely small; that 

is, within the data set there are less than 20 small, consumer service 

organisations. In this respect, the findings should be viewed with 

particular caution.

Table 5.43 Pearson Chi-Square Tests of M arketing Practices Against 
Product-M arket, Level o f Employees, and All Performance Measures

R e la t iv e  P e r f o r m a n c e  M e a s u r e s  fo r  
S m a l l  O r g a n i s a t i o n s V a lu e d f A s y n ip .  Sig. (2 -s id ed )

Sales 2 .194 15 .109

Profit M argin 2,952 21 .102

Return  on  in v es tm en t  (R O I) 3.494 18 .112

R ela t ive  R e turn  on Investm ent (R R O l) 9.625 10 .474

R ela t ive  M arke t  Share  (R R M S ) 1.500 14 .378

R ela t ive  R e turn  on Asse ts  (R R O A ) 1.150 14 .646

Rela t ive  Sa les  G row th 2.025 14 .122

Rela t ive  C u s to m er  Retention 7.500 14 .914

Rela t ive  M a jo r  C u s to m er  Retention 7.500 12 .823

The second study examining marketing practice and performance (Brodie 

et al. 2007) encompass a broad section o f industries drawn from executive 

MBAs studying in the US (i.e. collected in 2002) and middle managers 

within US firms (i.e. collected in 2005). This study finds e-marketing (i.e. 

located between database and interactive marketing on the scheme of 

contemporary marketing practices), “to be positively associated with 

improved acquisition performance, which in turn, influences retention 

performance. Additional results also suggest that the implementation o f e-
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marketing increases the effectiveness and efficiency o f  [database 

marketing] and [network marketing] practices” (Brodie et al. 2008: 87- 

88). In contrast, this research does not reveal any association between any 

o f the forms o f marketing practice and performance, and thus, cannot 

support Brodie et al.’s (2007) assertion.

Granted, finding an association between forms o f marketing practice and 

performance measures would be constructive in the inquiry o f 

organisations’ strategic behaviour. The investigations in relation to the 

association between marketing practicc and performance are relatively 

new, and, as noted by Brodie et al. (2008: 88), “further work linking 

practices with performance is required.” As organisations simultaneously 

avail o f  more than one type o f marketing practice to achieve their 

objectives (Coviello et al. 1997), it may be the case that an association 

between marketing practice and performance may be more challenging to 

establish.

The lack o f association found in this research is perhaps due to the fluid 

nature o f the contemporary marketing practice (CMP) scheme, and a 

more granular perspective is required, so as to more clearly divine the 

relationship between marketing practice and organisational performance. 

That is, in developing the classifications o f contemporary marketing 

practice “distinct boundaries were not drawn between each aspect o f 

marketing, nor was each aspect implied to be independent and mutually 

exclusive” (Brodie et al. 2008: 85). The CMP classification scheme avails 

o f a multi-theoretical approach so as “to identify, recognise and categorise 

the fullest possible range o f relevant empirical phenomena” (Brodie et al. 

2008: 85).

Nevertheless, as it stands, the findings from this research do not support 

the sixth research hypothesis:

H6: Relational form s o f  contem poraiy marketing practices.
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namely interactive and network marketing, are associated with 

higher organisational performance than transactional form s o f  

contemporary marketing practice, namely transaction and  

database marketing.

5.17 M arketing Practice and Strategic Archetype

The cross-tabulation analysis of strategic archetype against marketing 

practice proved to be insignificant (i.e. p = .789). Moreover, a cross- 

tabulation analysis o f  strategic archctypc against each o f  the eight survey 

questions relating to marketing practice (i.e. Questions 19 to 26) shows 

most o f  the questions did not have an association with strategic archetype 

(see Table 5.44). However, there is an association with rcspect to 

Question 26, which asks respondents to identify the statement that best 

describes the nature o f  their organisation’s relationship with customers 

(i.e. discrete, no personalised contact; some future personalised contact; 

ongoing personal contact; and ongoing personal contact within a wider 

market system). Thus, there is a significant association between strategic 

archetype and the nature o f  organisations’ relationship with customers 

(see Table 5.45), at the 90% level, where p is < .10 (i.e. p = .085).

Table 5.44 Pearson Chi-Square Tests of Strategic Archetype 
Against Survey Questions Relating to M arketing Practices

M a rk et in g  Practice  Q u est io n s V alue d f A sy m p .  Sig. (2 -sided)

Q .19 Managerial Intent 1.217 9 .204

Q .20  Managerial Focus 1.078 9 .291

Q.21 Managerial Investment 1.109 9 .270

Q .22 Managerial Level Responsible 7 .279 9 .608

Q.23 Purpose in Exchange 6.268 9 .713

Q .24  Nature o f  Communication 9.485 9 .394

Q.25 T ype o f  Contact 3 .034 6 .805

Q .26  Nature o f  Relationship with Customers 1.524 9 .085

The cross-tabulation analysis in Table 5.45 shows reactors are more likely 

than the other archetypes to avail o f  transaction marketing practices; 

defenders are more likely than the other archetypes to avail of  database
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m arketing practices; prospectors are m ore lii<ely than the o ther archetypes 

to avail o f  interactive m arketing practices; and analysers are m ore likely 

than the o ther archetypes to avail o f  netw ork m arketing practices.

Table 5.45 Cross-Tabulation of Strategic Archetype 
Against Nature of Customer Relationship

N a tu re  o f  C u s to m e r S tra te g ic  A rc h e ty p e
R e la t io n s h ip D efen d er P ro sp ec to r A n a ly se r R eac to r Total

Transaction Counl 2 3 4 1 10
Discrete, no %  within

personalised contact A rche ty p e 3 .9% 4 .7% 5.4% 5.6% 4.8%

Database Count 14 4 8 1 27
Some future %  within

personalised contact A rche ty p e 27 .5 % 6.2% 10.8% 5.6% 13.0%

Interactive Count 27 38 39 10 114
Ongoing personalised %  within

contact A rche ty p e 52 .9% 59.4% 52.7% 55 .6% 55.1%

Network Count 8 19 23 6 56
Ongoing personalised %  within

contact within network Arche type 15.7% 29.7"/u 31 .1% 33 .3 % 27 .1%

Count 51 64 74 18 207
Total %  within

Arche type 100.0% 100.0% 100.0% 100.0% 100.0%

C h i-S q u a re  T es ts

\ ’a lu e d f A sy m p . S ig . (2 -s id e d )

P earson  C h i-S q u are 1.524 9 ,085

L ik elihood  R atio 5.341 9 .804

L in ear-b y -L in ea r A sso c ia tio n .489 1 .484

N o f  V alid  C ases 207

Exam ining the m eans o f  strategic archetype w ithin m arketing practicc 

allow s for further analysis o f  the association betw een the two 

classification schem es (see Tables 5.46). The com parison o f  m eans shows 

defenders have significantly m ore answ ers within database m arketing, 

w hile prospectors have significantly less answ ers w ithin database 

m arketing. This finding suggests defenders are m ore likely to avail o f 

database m arketing. As well, prospectors have significantly  m ore answers 

w ithin interactive m arketing, w hile analysers have significantly  less 

answ ers w ithin interactive m arketing. This finding suggests prospectors 

are m ore likely to avail o f  interactive m arketing. All o ther groups show
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no significant differences.

Table 5.46 Comparison of Means within 
M arketing Practice and Strategic Archetype

N Mean
Std.

Deviation Std. E rro r

95%  Confidence 
Interval for Mean

Lower
Bound

I p p c r
Bound

Transaction D 51 2.5098 1.80413 .25263 2,0024 3,0172
M arketing P 64 2.5312 1.90212 .23776 2,0561 3,0064

A 74 2.6757 1.79121 .20822 2,2607 3,0907

R 18 2.3889 2.27877 ,53711 1,2557 3,5221

Total 207 2.5652 1.86286 ,12948 2,3099 2,8205

D atabase D 51 2.3137 1.48983 ,20862 1,8947 2,7327
M arketing P 64 1.6562 1.11581 ,13948 1,3775 1.9350

A 74 2.1081 1.06716 ,12406 1,8609 2.3553

R 18 1.6111 1.37793 ,32478 .9259 2.2963

Total 207 1.9758 1.24806 ,08675 1.8048 2.1469

Interactive D 51 2.1373 1.82230 .25517 1,6247 2,6498
M arketing P 64 2.5938 1.75227 .21903 2,1560 3,0315

A 74 1.8919 1.38057 . 16049 1,5720 2,21 17

R 18 2.5000 1.38267 .32590 1,8124 3,1876

Total 207 2.2222 1.63365 .11355 1,9984 2,4461

Network D 51 1.0588 1.44792 ,20275 ,6516 1,4661
M arketing P 64 1.2031 1,44946 ,18118 ,8411 1.5652

A 74 1.3243 1.60571 ,18666 ,9523 1,6963

R 18 1.5000 1.72354 ,40624 ,6429 2.3571

Total 207 1.2367 1.52551 ,10603 1,0277 1,4458

I) =  d efender: V =  p ro spec to r; A =  an a ly ser: R =  r e a d e r

T hese significant differences are confirm ed by the one-w ay A N O V A  

analysis (see Table 5.47), w hich show s there is a significant d ifference 

betw een defenders and prospectors w ithin database m arketing; that is 

defenders are m ore likely to avail o f  database m arketing than prospectors. 

This significance is at the 95%  level, w here p < .05 (i.e. p = .015). As 

w ell, there is a significant difference betw een prospectors and analysers 

w ithin interactive m arketing; that is, prospectors are m ore likely to avail 

o f  interactive m arketing than analysers. This significance is at the 90%  

level, w here p < .10 (i.e. p = .071). These findings arc consistent with the
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cross-tabulation analysis o f strategic archetype against the nature o f 

customer relationship (see Table 5.45), which shows defenders are more 

likely than the other archctypcs to avail o f  database marketing practices 

and prospectors are more likely than the other archetypes to avail o f 

interactive marketing practices.

Table 5.47 One-Way Anova of Means 
M arketing Practice against Strategic Archetype

Sum of 
Squares df

Mean
Square F Sig.

Transaction
M arketing

Between Groups 

Within Groups 

Total

1.693

7 1 3 .1 7 7

7 1 4 .8 7 0

3

20 3

2 0 6

.5 6 4

3 .5 1 3

.161 .9 2 3

D atabase
M arketing

Between Groups 

Within Groups 

Total

16 .048

30 4 ,8 3 1

3 2 0 .8 7 9

3

20 3

2 0 6

5 .3 4 9

1.502

3 .5 6 2 .0 1 5

Interactive
M arketing

Between Groups 

Within Groups 

Total

18 .666

5 3 1 .1 1 2

5 4 9 .7 7 8

3

20 3

2 0 6

6 .2 2 2

2 .6 1 6

2 .3 7 8 .071

N etw o rk
M arketing

Between Groups 

Within Groups 

Total

3 .5 0 2

4 7 5 .8 9 9

47 9 .4 0 1

3

203

2 0 6

1 .167

2 .3 4 4

.498 .6 8 4

Following the one-way ANOVA, the Tukey post hoc test for pair-wise 

differences, further confirms there is a significant difference between 

defenders and prospectors within database marketing, at the 95% level, 

where p < .05 (i.e. p = .024). As well, there is a significant difference 

between prospectors and analysers within interactive marketing at the 

90% level, where p < .10 (i.e. p = .057). However, Tukey post hoc 

findings should be interpreted with care, as they represent a selected 

subset o f a larger group o f p-values.
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Table 5.48 Multiple Com parisons Tukey Post Hoc Test for 
M arketing Practice and Strategic Archetype_______

D ependen t
N’a riab le

(1)
C om bined

(J)
C om bined

M ean
D ifference

(l-J)
Std.

E r ro r Sig.

95 %  Confidence 
In te rval

Lower
Bound

l p p e r
Bound

Database D efender Prospector .65748 .23001 .024 .0616 1.2533
M arketing A nalyser .20562 .22302 .793 -.3721 .7833

Reactor .70261 .33596 .159 -.1677 1.5729

P ro sp ec to r Defender -.65748 .23001 .024 -1.2533 -.0616

A nalyser -.45186 .20918 .138 -.9937 .0900

Reactor .04514 .32694 .999 -.8018 .8920

A nalyser D efender -.20562 .22302 .793 -.7833 .3721

Prospcctor .45186 .20918 .138 -.0900 .9937

Reactor .49700 .32205 .414 -.3373 1.3312

R eac to r D efender -.70261 .33596 .159 -1.5729 .1677

Prospector -.04514 .32694 .999 -.8920 .8018

A nalyser -.49700 .32205 .414 -1.3312 .3373

Interactive D efender Prospcctor -.45650 .30361 .437 -1.2430 .3300
M arketing A nalyser .24536 .29437 .838 -.5172 1.0079

Reactor -.36275 .44345 .846 -1.5115 .7860

P ro sp ec to r Defender .45650 .30361 .437 -.3300 1.2430

A nalyser .70186 .27611 .057 -.0134 1.4171

Reactor .09375 .43154 .996 -1.0241 1.2116

A n aly ser D efender -.24536 .29437 .838 -1.0079 .5172

Prospcctor -.70186 .27611 .057 -1.4171 .0134

Reactor -.60811 .42510 .482 -1.7093 .4931

R eac to r Defender .36275 .44345 .846 -.7860 1.5115

Prospector -.09375 .43154 .996 -1.2116 1.0241

A nalyser .60811 .42510 .482 -.4931 1.7093

Although the cross-tabulation analysis o f  marketing type against strategic 

archetype shows no association, there is a significant association between 

marketing type and one o f  the eight dimensions relating to Coviello et 

a l.’s (2001) contemporary marketing scheme, namely nature o f  customer 

relationship (i.e. survey Question 26). The cross-tabulation o f  this 

dimension indicates reactors are more likely to avail o f  transaction 

marketing; defenders are more likely to avail o f  database marketing; 

prospectors arc more likely to avail o f  interactive marketing; and 

analysers are more likely to avail o f  network marketing. The comparison
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o f means, ANOVA and Tukcy post hoc find a significant association 

between defenders and prospectors within database marketing and a 

significant association between analysers and prospectors within 

interactive marketing, suggesting defenders are more likely to avail o f 

database marketing and prospectors are more likely to avail o f  interactive 

marketing. Together, these findings partially  support the seventh research 

hypothesis:

H7: Coviello et al. ’s (1997) form s o f  contem poraiy markeling  

practices vaiy with regard to Miles and S now ’s (1978) 

strategic archetypes.

5.18 M arketing Practice, Strategic Archetype and Performance Measures
As there is partial support for an association between marketing practice

and strategic archetype, it is worthwhile examining measures o f 

performance in this context. Such further examination may offer 

directional indications, which may serve as a guide for further research. 

Pcrfonning a cross-tabulation analysis o f performance measures (i.e. 

sales, profit margin and ROl) against marketing practice and strategic 

archetype shows there is no association with sales (see Table 5.49). 

However, there is an association with profit margin and ROI (see Tables 

5.50 and 5.51).

Table 5.49 Pearson Chi-Square Tests of Sales Performance 
against M arketing Practice and Strategic Archetype

S tra teg ic  A rche type V alue d f A sym p. Sig. (2-sided)

Defender 5.926 9 .747

Prospector 8.388 9 .496

A nalyser 1.314 9 .157

Reactor 1.3118 9 .155

5.18.1 Profit Margin

With respect to profit margin, there is no relationship with prospectors 

and defenders in relation to marketing practice. However, there is a 

significant association for analysers and reactors (see Table 5.50). In the
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ease o f  analysers, this signifieanee is at the 90% level, where p < .10 (i.e. 

p = .093). Analysers availing of transaction marketing are more likely to 

achieve high profit margins; analysers availing o f  database marketing are 

more likely to achieve moderately-high profit margins; and analysers 

availing o f  interactive and network marketing are more likely to achieve 

low profit margins. This finding suggests, if an analyser were aiming to 

achieve high profit margins, it should avail o f  transaction marketing. This 

finding does not fh  well with the cross-tabulation o f  strategic archetype 

against nature o f  customer relationship (see Table 5.45); it suggests 

analysers arc more likely to be associated with network marketing 

practices, which one would expect to be a more successful association for 

analysers than transaction marketing practices.

With respect to the association between reactors and profit margin, it is 

significant is the 95% level, where p < .05 (i.e. p = .041). Reactors 

availing o f  transaction marketing are more likely to achieve high profit 

margins; reactors availing of database marketing are more likely to 

achieve low profit margins; reactors availing o f  interactive marketing are 

more likely to achieve moderate profit margins; and reactors availing 

network marketing are more likely to achieve either low or moderately- 

high profit margins. Thus suggesting, if a reactor were aiming to achieve 

high profit margins, it should avail of  transaction marketing. This finding 

does f i t  well with the cross-tabulation o f  strategic archetype against nature 

o f  customer relationship (see Table 5.45), which also suggests reactors 

arc more likely to be associated with transaction marketing practices. 

However, particular care should be taken in the interpretation of multi

layers cross-tabulations, as the counts within many o f  the cells are small. 

As there are only 18 reactor organisations within the data set, multi

layered cross-tabulations further divide an already small group; analysis 

based on these findings only provide some direction for further research.
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Table 5.50 Cross-Tabulation of Profit Margin 
Against M arketing Practice and Strategic Archetype

Profit Margin
Strategic
Archetype M arketing  Practice Low Mod.

M od.-
High High Total

D efender Transaction Count
"« W ithin Profit

5 4 7 2 18

M urgin 4 5 .5 % 2 S .6 % 3 6 .8 % 3 3 .3 % 3 6 .0 %

D atabase CuunI
% within Profit

4 4 5 2 15

Margin 3 6 .4 % 2 8 .6 % 2 6 .3 % 3 3 .3 % 3 0 .0 %

Interactive Coiinl
% within Profit

2 5 4 2 13

Margin 18.2% 3 5 .7 % 2 1 .1 % 3 3 .3 % 2 6 .0 %

N etw ork Count
% w ithin Profit

0 1 3 0 4

Margin .0% 7 .1 % 1 5.8% .0 %

Total fount
"« within Profit

11 14 19 6 50

Margin 1 0 0 .0 % 100 .0% 1 0 0 .0% 1 0 0 .0 % 1 0 0 .0 %

Prospector T ransaction within Profit
2 4 10 3 19

Margin 4 0 .0 % 2 5 .0 % 4 1 .7 % 1 8 .8 % 3 1 .1 %

D atabase ( ouni
"o within Profit

0 4 6 3 13

Margin .0% 2 5 .0 % 2 5 .0 % 1 8 .8% 2 1 .3 %

Interactive Count
\  within Profit

2 6 7 8 23

Margin 4(».0% 3 7 .5 % 2 9 .2 % 5 0 .0 % 3 7 .7 %

N etw ork Count
“o wichin Profit

1 2 1 2 6

Margin 2 0 .0 % 12.5% 4 .2 % 1 2 .5 % 9 .8 %

Total C ount 
°o within

5 16 24 16 61

PiofitMargin 1 0 0 .0% 1 0 0 .0% 1 0 0 .0% 1 0 0 .0 % 1 0 0 .0%

Analyser T ransaction (ount i 5 11 7 24

ProfiiMargin 16.7% 2 7 .8 % 3 4 .4 % 4 3 .« % 33.31-0

D atabase Count
within

0 4 13 2 19

ProfitMargin ,0% 2 2 .2 % 4 0 .6 % 1 2 .5% 2 6 .4 %

Interactive C ount 
“u within

3 8 4 5 2 0

ProfitMargin 5 0 .0 % 4 4 .4 % 12.5% 3 1 .2 % 2 7 .8 %

N etw ork Count 2 1 4 2 9

ProfitMargin 3 3 .3 % 5 .6 % 12.5% 1 2 .5 % 12.5%

Total % withm Profit
6 18 32 16 72

Margin io o .0 % 1 0 0 .0% 1 0 0 .0% 1 0 0 .0 % lOO.O".,

Reactor Transaction Count
\  within Profit

1 0 1 3 5

Margin 16.7% .0% 1 6.7% 7 5 .0 % 2 7 .8 %

D atabase Count
"o within Profit

3 0 2 1 6

Margin 5 0 .0 % .0% 3 3 .3 % 2 5 .0 % 3 3 .3 %

Interactive 0 2 1 0 3

ProfitMargin .0% 1 0 0 .0 % 16.7% .0 % 1 6 .7%

N etw ork Count 
“« within

2 0 2 0 4

ProfitMargin 3 3 .3 % .0% 3 3 .3 % .0 % 22.2% .

Total Count
•/b within Profit

6 2 6 4 18

Margin 1 0 0 .0% 1 0 0 .0% 1 0 0 .0% 1 0 0 .0 % 1 0 0 .0 %

C h i-S q u a re  T ests

\  alue d f A sym p. Sig. (2-sided)

D efender Pearson Chi-Square 4 .653 9 .863

Prospector Pearson Chi-Square 5.985 9 .741

A nalyser Pearson Chi-Square 1.493 9 .093

Reactor Pearson Chi-Square 1.75 9 .041
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5.18.2 Return on Investment

With respcct to ROI, there is no relationship with defenders, prospectors, 

and reactors in relation to marketing practicc. However, there is a 

significant association with analysers (see Table 5.51). This significance 

is at the 90% level, where p < .10 (i.e. p = .090). Analysers availing of 

transaction marketing are more likely to achicve high ROI; analysers 

availing o f  database marketing are more likely to achieve moderate levels 

o f  ROI; and analysers availing o f  interactive and network marketing are 

more likely to achieve low levels o f  ROI. Thus suggesting, if an analyser 

were aiming to achieve high levels of ROI, it should avail o f  transaction 

marketing. Again, this finding does tw t fh  well with the cross-tabulation 

of strategic archetype against nature of customer relationship (see Table 

5.45); it suggests analysers are more likely to be associated with network 

marketing practices, which one would expect to be a more successful 

association for analysers than transaction marketing practices. However, 

as noted earlier, multi-layered cross tabulations should be interpreted 

carcfully and are best viewed as only providing some direction for further 

research.

Together these findings on measures o f  perfomiancc lend only the 

slimmest support for an association between marketing practice, strategic 

archetype and performance. They are, however, still insufficient to 

substantiate the sixth research hypothesis:

H6: Relational forms o f  contemporaiy marketing practices, 

namely interactive and  network marketing, are associated with 

higher organisational performance than transactional form s o f  

contemporary marketing practice, namely transaction and  

database marketing.
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Table 5.51 Cross-Tabulation of Return on Investment 
Against M arketing Practice and Strategic Archetype

R eturn on Investm ent
Strategic
A rchetype M arketing P ractice Low M oderate

M od.-
High High Total

D efender T ransaction (oimi
% within ROl

5

45.5%

4

28.6%

8

38.1%

1

25.0%

18

36.0%

D atabase (»imi
“o wiihin ROl

1

9.1%

7

50.0%

6

28.6%

1

25.0%

15

30.0"-;,

Interactive Couni
% within ROi

4

36.4%

3

21.4%

4

19.0%

2

50.0%

13

26.0<'/o

N etw ork (oiinl
% within ROl

1

9.1%

0

.0%

3

14.3%

0

.0%

4

8.0%

Total Count
% within ROl

11

100.0%

14

100.0%

21

100.0%

4

100.0%

50

100.0*!;,

Prospector T ransaction Coiini
"o within ROl

3

50.0%

5

27.8%

11

50.0%

1

6.2%

20

32.3%

D atabase Count
% within ROl

0

.0%

4

22.2%

5

22.7%

4

25.0%

13

21.0%

Interactive Count
% within ROl

2

33.3%

7

38.9%

4

18.2%

10

62.5%

23

37.1%

N etw ork Count
"u within ROl

1

16.7%

2

11.1%

2

9.1%

1

6.2%

6

9.7%

Total Count
%  w ilh in  R O l

6

100.0%

18

100.0%

22

100.0%

16

100.0%

62

100.0%

A nalyser Transaction ( ount
■’« withm ROl

1

16.7%

4

26.7%

11

30.6%

8
53 .3%

24

33.3%

D atabase Count
"o w ith in  R O l

0

.0%

7

4 6 .7 %

11

30.6%

1

6.7%

19

26.4"'<.

Interactive Count
% wilhin ROl

3

50 .0%

4

26.7%

10

27.8%

3

20.0%

20

27.8%

N etw ork C(Mim
"o within KOI

2

33 .3 %

0

.0%

4

11.1%

3

20.0%

9

12.5%

Total ( ouni
%  w iih in  R O l

6

100.0%

15

100.0%

36

100.0%

15

100.0%

72

100.0%

R eactor T ransaction (ount
%  w ilh in  R O i

1

20.0%

1

33.3%

0

.0%

3

75.0%

5

29.4"-«

D atabase Count
“o wilhin ROl

3

60.0%

1

33.3%

1

20.0%

1

25.0%

6

35.3%

Interactive Counl
% within ROI

0

.0%

1

33.3%

2

40.0%

0

.0%

3

17.6%

N etw ork Count
%  w ilh in  RO I

1
20.0%

0

.0%

2

40.0%

0

.0%

3

17.6%

Total Counl
% within ROl

5

100.0%

3

100.0%

5

100.0%

4

100.0%

17

100.0%

C hi-Square Tests

\ 'a lu e d f Asym p. Sig. (2-sided)

D efender Pearson Chi-Square 8.502 9 .484

Prospector Pearson Chi-Square 1.311 9 .158

A nalyser Pearson Chi-Square 1.504 9 .090

Reactor Pearson Chi-Square 1.187 9 .221
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5.18.3 Relative Measures o f  Performance

Performing a cross-tabulation analysis o f  relative performance measures 

(i.e. RROI, RMS, RROA, relative sales growth, relative customer 

retention and relative major customer retention) against marketing 

practice and strategic archetype shows there is no association with any o f  

the measures o f  relative performance (see Table 5.51).

Table 5.52 Pearson Chi-Square Tests of Relative Performance 
against M arketing Practice and Strategic Archetype

R elative  P e rfo rm an ce  
M easu re

S tra teg ic
A rche type V'aiiie d f A sym p. Sig. (2 -sided)

Relative Return on D efender 7.065 9 .630

Investment (ROI) Prospector 3.385 9 .947

A nalyser 6.099 9 .730

Reactor 7.800 9 .554

Relative M arket Share Defender 5.764 9 .763

(RM S) Prospector 9.671 9 .378

A nalyser 5.807 9 .759

Reactor 6.710 9 .667

Relative Return on D efender 8.898 9 .447

A ssets (RO A) Prospector 6.685 9 .670

A nalyser 4.367 9 .886

Reactor 9.433 9 .398

Relative Sales Growth Defender 8.100 9 .524

Prospector 9.916 9 .357

A nalyser 6.653 9 .673

Reactor 6.337 6 .386

Relative C ustom er D efender 6.422 9 .697

Retention Prospector 9.235 9 .416

A nalyser 7.079 9 .629

Reactor 6.987 9 .638

Relative M ajor Custom er Defender 6.391 9 .700

Retention Prospector 9.469 9 .395

A nalyser 8.376 9 .497

Reactor 7.893 9 .545
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5.19 Summary of Findings Relating to Marketing Practices

At this point, it is useful to summarise the main findings in relation to 

marketing practices. It is interesting to note organisations were matched 

with responses relating to their marketing practice classification about 

half o f  the time, which suggests the classification o f  marketing practice is 

more fluid  than the typology o f  strategic archetypes. This finding is 

consistent with Coviello et al.’s (1997) perspective on contemporary 

marketing practices (CMP), as they believe organisations simultaneously 

employ a combination o f  marketing practices. Similar to the analysis o f  

strategic archetypes, none of the respondents’ attributes arc associated 

with marketing practice.

5.19.1 Organisations ’ Attributes

Unlike the analysis o f  strategic archetypes, there is no association with 

rcspect to legal entity. However, there is an association between 

marketing practice and an organisation’s length o f  establishment, product- 

market, product type and customer type.

With respect to the length o f  time an organisation is established (sec 

Table 5.37), the cross-tabulation analysis shows organisations availing of 

network marketing practices are more likely to be either young  (i.e. 

established for 13 years or less) or middle-aged {i.e. established between 

14 and 37 years); organisations availing o f  interactive marketing are more 

likely to be young', while, organisations availing o f  database marketing 

practices are more likely to be mature (i.e. established for 38 years or 

more); and organisations availing o f  transaction marketing practices are 

more likely to be middle-aged.

Unlike the analysis o f  strategic archctypes, the product-market 

organisations serve is associated with marketing practice (see Table 5.38). 

Organisations availing o f  transaction marketing practiccs are more likely 

to be in involved with consumer packaged goods, consumer durable
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goods, and consum er services; organisations availing o f  database 

marketing practices arc more likely to be involved with business to 

business supply goods and business to business durable goods; while, 

organisations availing o f  interactive and network marketing practiccs arc 

more likely to be involved with business to business services. The 

relationship between marketing practice and product-market is clarified 

when examining either product or consum er type.

Coviello et al. (1997) acknowledge there is a point o f  view within the 

literature that asserts specific types o f  marketing are appropriate for 

goods, which differ significantly from the types o f  marketing appropriate 

for services. At the aggregate level, this research finds support for the 

goods/services divide (see Table 5.39). Organisations availing o f  

transaction and database marketing practiccs arc more likely to be 

involved with goods; while organisations availing o f  interactive and 

network marketing practice arc more likely to be involved with services.

With respect to custom er type, although Coviello and Brodie (2001) 

believe marketing practices are not fundamentally different across 

consum er and B2B organisations, this research largely supports the 

consum er/B2B divide (see Table 5.40). Organisations availing o f  

transaction m arketing practices are more likely to be serving consumers, 

while organisations availing o f  interactive and network marketing 

practices are more likely to be serving business customers. The exception 

is that organisations availing o f  database marketing practiccs arc as likely 

to serve consum ers as business customers.
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5.19.2 Organisations^ Performance and Relative Performance

The analysis indicates there is no association between classifications of 

marketing practice and measures o f performance (i.e. sales, profit margin 

and ROI; see Table 5.41) and relative performance (i.e. RROI, RMS, 

RROA, sales growth, customer retention and major customer retention; 

see Table 5.42). These findings suggest any o f the forms o f marketing 

practice may be equally successful. Although two recent studies find there 

is a significant association between marketing practice and performance 

(Brodie et al. 2008), this research does not support such an assertion.

5.19.3 Marketing Practices and Strategic Archetype

The cross-tabulation analysis o f strategic archetype against marketing 

practice proved to be insignificant. As well, most o f the survey questions 

relating to marketing practice have an association with strategic archetype 

(see Table 5.44), except for Question 26, which asks respondents to 

identify the statement that best describes the nature o f their organisation’s 

relationship with customers. Thus, there is a significant association 

between strategic archetype and the nature o f organisations’ relationship 

with customers (sec Table 5.45). Reactors are more likely to avail o f 

transaction marketing practices; defenders are more likely to avail of 

database marketing practices; prospectors are more likely to avail o f 

interactive marketing practices; and analysers are more likely to avail of 

network marketing practices.

The one-way ANOVA (see Table 5.47) and the Tukey post hoc test for 

pair-wise differences (sec Table 5.48) show there is a significant 

difference between defenders and prospectors within database marketing; 

that is defenders arc more likely to avail o f database marketing than 

prospectors. As well, there is a significant difference between prospectors 

and analysers within interactive marketing; that is, prospectors arc more 

likely to avail o f interactive marketing than analysers. These findings are 

consistent with the cross-tabulation analysis o f strategic archetype against
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the nature o f  customer relationship (see Table 5.45), which shows 

defenders are more likely than the other archetypes to avail o f  database 

marketing practices and prospectors are more likely than the other 

archetypes to avail o f  interactive marketing practices.

5.20 Summary

M embers o f  the Marketing Society and the Marketing Institute, which arc 

the bodies representing marketing and sales professionals within Ireland, 

were invited to participate in an online survey regarding their 

o rganisations’ approach to and m anagement o f  marketing practices. The 

survey was held over a seven-week period from the middle o f  May until 

the beginning o f  July 2008 and resulted in 207 useable responses. 

Through a comparison o f  product-market categories, the sample is shown 

to be representative o f  the population o f  organisations in Ireland 

employing marketing professionals. The data have been analysed with 

respect to Miles and S now ’s (1978) strategic archctypes, Coviello et a l .’s 

(2001) classifications o f  marketing practice, as well as associations with 

measures o f  performance and relative performance.

Overall, the findings support the first four o f  the research hypotheses:

H !: Configurations o f  strategy-slructure may be observed and 

broadly conform to Miles and Snow ’s (1978) strategic 

archetypes o f  prospector, analyser, defender and reactor.

H2: ‘G ood’ strategy-striicture fit, which emerges through the 

configuration, leads to superior organisational performance o f  

prospectors, analysers and defenders over reactors.

H3: Marketing practices may be obsen’ed and broadly conform 

to Coviello et a l.’s (1997) contemporaiy marketing practices 

scheme o f  transaction, database, interactive and network 

marketing.
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H4: Relational forms o f  contem poraiy marketing practices, 

namely interactive and network marketing, are primarily 

associated with services; while transactional forms o f  

contemporary marketing practice, namely transaction and  

database marketing, are prim arily associated with goods.

The analyses largely support the fifth research hypothesis, except in the 

case o f database marketing, which is equally associated with either 

consumers or business customers:

H5: Relational forms o f  contem poraiy marketing practices, 

namely interactive and network marketing, are primarily 

associated with business customers; while transactional forms o f  

contem poraiy marketing practice, namely transaction and  

database marketing, are prim arily associated with consumers.

The analyses do not support the sixth research hypothesis. There is no 

significant association between marketing practice and performance. 

There is slim support for an association between performance measures, 

marketing practice, and strategic archetype, but in some respects the 

findings are contrary to expectations. Thus, it is still insufficient to 

substantiate the sixth hypothesis:

H6: Relational forms o f  contem poraiy marketing practices, 

namely interactive and network marketing, are associated with 

higher organisational performance than transactional forms o f  

contemporary marketing practice, namely transaction and  

database marketing.

The findings offer partial support for the seventh research hypothesis. 

There is a significant association between marketing practice and strategic 

archetype, but only in relation to one o f the eight dimensions for 

contemporary marketing practice, namely nature of customer relationship:
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H7: Coviello et a l.’s (1997) forms o f coiitemporaiy marketing 

practices vaiy with regard to Miles and Snow's (1978) strategic 

archetypes.
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CHAPTER 6.0 CONCLUSIONS

6.1 Research Aim

The main endeavour of this thesis is to explain the nature of diversity in 

marketing practicc among organisations, and how it is related to 

performanee, in the context o f  organisational strategy-structure. Although 

the relationship among organisational strategy, structure and performance 

is well established in the literature, indicating that organisations with a 

good strategy-structure fit achieve superior performance (e.g. Forte et al. 

2000; Weick 1977; Child 1972), the literature does not adequately address 

the role that variations in marketing practicc play in relation to 

performance (Vorhies and Morgan 2003).

The normative literature typically argues for a standardised  approach to 

marketing practicc. However, observation o f  marketing practicc among 

organisations appears to be diverse and multiform. Further, the notion that 

the nature o f  marketing is contingent on firm strategy and organisational 

type is not novel. Indeed, a main premise o f  the strategy implementation 

literature is that different business strategies need distinct configurations 

o f  marketing practice to achieve optimal performance (Slater and Olson 

2000; Walker and Ruekert 1987).

6. /. 1 Strategic Archetype

The Miles and Snow (1978) typology o f  strategic types (i.e. prospector, 

analyser, defender and reactor) is a constructive point from which to 

begin examining diversity in marketing practice and its impact on 

organisational performance. Several researchers have applied the 

typology to aspects o f  marketing with considerable success. Whether 

investigating market orientation (Matsuno and Mentzer 2000; Lukas 

1999; McDaniel and Kolari 1987), marketing competencies (Conant ct al. 

1990), sales force management (Slater and Olson 2000), or the 

interdependence o f  business strategy and marketing practice (Slater and

179



Olson 2001; W alker and Ruekert 1987), the findings fi'om these studies 

indicate there is an association with strategic archetypes. That is, there arc 

different patterns o f  marketing practice that reflect different 

configurations, which are in turn, related to environmental conditions in 

different ways. Furthermore, these studies suggest when marketing 

practice is appropriately matched to organisational strategy it facilitates 

organisational performance (Olson et al. 2005; Vorhies and Morgan 

2003). However, there are those who contend organising marketing to 

facilitate business strategy is a particularly difficult challenge for 

managers (e.g. Vorhies and Morgan 2003; Cespedes 1995; Webster 

1997).

6.1.2 Marketing Practice

The contemporary marketing practices classification scheme (Coviello et 

al. 1997), although not as well established as the Miles and Snow (1978) 

typology, has been empirically tested and found to be useful (e.g. Brady 

et al. 2008; W agner 2005; Brady and Palmer 2004; Brady 2003; Brady et 

al. 2002; Lindgrecn et al. 2000). The value o f  the contemporary 

marketing practices scheme is its ability to distinguish between different 

types o f  marketing practice (i.e. transaction, database, interaction and 

network).

Coviello et al. (2002) argue for a pluralistic conceptualisation o f  

marketing; they contend transactional and relational marketing are not 

separate, mutually exclusive paradigms, nor are they the opposing ends o f  

a continuum. They maintain, regardless o f  the type o f  market served, 

transactional and relational paradigms are relevant (Coviello and Brodie 

2001). Further, regardless o f  size and type, organisations often 

simultaneously employ a combination o f  marketing practices (Coviello et 

al. 1997; 2000). The contemporary marketing practices approach provides 

a framework that acknowledges the complexity and multidimensional 

nature o f  marketing practice within organisations.
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6.2 Research Question, Hypotheses and Model

The research question asi<s: how is diversity in marketing practice 

explained, as well as, how is marketing practice related to strategic 

archetypes and organisational performance? The research goals arc to 

examine Miles and Snow’s (1978) strategic archetypes, Coviello et a l.’s 

(1997) classification o f contemporary marketing practices, each schem e’s 

relationship with organisational performance, and whether there is a 

relationship between strategic archetype and marketing practice. The 

model (see Figure 6.1), illustrating the relationships among these 

concepts, is derived from a review o f the literature and outlines the seven 

hypotheses tested in this research:

H I: Configurations o f strategy-structurc may be observed and 

broadly confomi to Miles and Snow’s (1978) strategic 

archetypes o f prospector, analyser, defender and reactor.

H2: Good strategy-structurc fit, which emerges through the 

configuration, leads to superior organisational performance o f 

prospectors, analysers and defenders over reactors.

H3: Marketing practices may be observed and broadly conform 

to Coviello et al.’s (1997) contemporary marketing practices 

scheme o f transaction, database, interactive and network 

marketing.

H4: Relational forms o f contemporary marketing practices, 

namely interactive and network marketing, are primarily 

associated with services; while transactional forms o f 

contemporary marketing practice, namely transaction and 

database marketing, are primarily associated with goods.

H5: Relational forms o f contemporary marketing practices, 

namely interactive and network marketing, are primarily 

associated with business customers; while transactional forms o f



contemporary marketing practice, namely transaction and 

database marketing, arc primarily associated with consumers.

H6: Relational forms o f  contemporary marketing practices, 

namely interactive and network marketing, arc associated with 

higher organisational performance than transactional forms o f  

contemporary marketing practicc, namely transaction and 

database marketing.

H7; Coviello ct a l.’s (1997) forms o f  contemporary marketing 

practices vary with regard to Miles and S now ’s (1978) strategic 

archetypes.

Figure 6.1 Strategic Archetypes and M arketing Practices Mode!
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6.3 Summary of Findings

M em bers o f  the M arketing Society and the Marlceting histitute were 

invited to participate in an online survey regarding their organisations’ 

approach to and m anagem ent o f  m arketing practices. The sam ple o f  207 

useable responses is representative o f  the population o f  organisations in 

Ireland em ploying m arketing professionals. A sum m ary o f  the findings as 

they relate to the research hypotheses is outlined below  and in Table 6.1.

6.3.1 HI: Classification o f  Strategic Archetypes

A vailing o f  M iles and S now ’s (1978) self-typing paragraph m easure as 

well as C onant et a l.’s (1990) m ulti-item  m easure, the data find support 

for the strategic archetypes o f  defender, prospector, analyser and reactor 

(see Table 5.13). The successful classification o f  the data into strategic 

archetypes supports the first research hypothesis.

6.3.2 H2: Strategic Archetype and Organisational Perfi)rmance

A spects o f  organisational perform ance have been frequently used in 

evaluating the im pact o f  business strategy based on M iles and S now ’s 

typology. T he assertion is that specific organisational strategies within 

each archetype affect perform ance; consequently, the variation in 

strategies causcs perform ance to vary (Shoham  et al. 2002).

The cross-tabulation analyses show there is a significant association 

betw een strategic archetype across the three dim ensions o f  perform ance: 

sales (i.e. p = .043; see Table 5.22), profit m argin (i.e. p = .084; sec Table 

5.23), and ROI (i.e. p = .059; see Table 5.24). Further, the archetypes o f  

defender, prospector and analyser achieve superior organisational 

perform ance over the reactor archetype. Reactors are prone to responding 

inappropriately to environm ental uncertainty, attaining a w eak alignm ent 

o f  organisational strategy, structure and processes. A ccordingly, 

organisations with weak alignm ent or fit are expected to perform  poorly 

(A vison et al. 2004; V enkatranian and Prescott 1990).
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It should be noted, the link between strategic archetype and performance 

is not as straightforward as the typology suggests (Zahra and Pearce 

1990). Reviews o f various studies employing the Miles and Snow’s 

(1978) typology show there are contradictory findings relating to 

performance. Nevertheless, among the numerous studies, there is stronger 

support for prospectors, analysers and defenders outperforming reactors 

(Andrews et al. 2006; Zahra and Pearce 1990).

Testing the association between archetype and performance further, the 

one-way ANOVA of strategic archetype against sales, profit margin and 

ROI, is significant for only ROI (i.e. p = .040; see Table 5.25). Moreover, 

ROI is significant for analysers and defenders, but not for prospectors and 

reactors. The means relating to ROI, show analysers perfomi significantly 

higher than defenders, which is consistent with the cross-tabulation 

analysis o f strategic archetype against ROI (see Table 5.24). As ROI is 

the only performance measure related to archetype, it is a more useful 

measure, than either sales or profit margin, in understanding the 

relationship between strategic archetypes and organisational performance.

Generally, ROI is a more useful measure o f organisational profitability 

than either sales or profit margin, as it expresses the rate of profit. It is 

possible for organisations to have high sales and/or profit margins and 

still be unprofitable. Whereas, a high ROI typically indicates some level 

o f organisational profitability.

These findings concur with Miles and Snow’s (1978) assertion that 

prospectors, analysers and defenders may be successfiil if their 

organisational strategy is appropriate for the competitive environment and 

deploy appropriate capabilities. As well, reactors are less successful than 

the other strategic archetypes due to their poor strategy-strueture fit. 

Together, these findings support the second research hypothesis.
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Table 6.1 Summary of Findings in Relation to Hypotheses

Description of  
Hypothesis

Findings
Support in 
Literature

Accepted or 
Rejected

H 1: Strategic 
archetypes may be 
observed

Successful classification o f  
data into strategic archetypes 
o f  prospector, defender, 
analyser and reactor.

e.g. Song et al. 
(2007);
Conant et al. 
(1990)

Accepted

H2: Coot/strategy- 
structure fit leads 
to superior 
pert 'omiance

The cross-tabulations relating 
to sales, prot'it margin and 
ROI show prospectors, 
analysers and defenders have 
higher levels o f  performance 
than reactors, with poor 
strategy-structure fit.

e.g. Andrews 
et al. (2006); 
Zahra and 
Pearce (1990); 
Conant el al. 
(1990); 
Hambrick 
(1983)

Accepted

H3: Forms o f  
contemporary 
marketing practice 
may be observed

Successful classification o f  
data into forms o f  marketing 
practice: transaction, database, 
interaction and network.

e.g. Coviello 
et al. (2002); 
(2000); (1997) 
Coviello and 
B ro d ie (20 0 l)

Accepted

H4: Relational 
forms o f  marketing 
practice are 
associated with 
services;
transactional with 
goods

Interactive and network 
marketing are primarily 
associated with services, while 
transaction and database 
marketing are primarily 
associated with goods.

Partial support 
found in e.g. 
Coviello and 
Brodie (2001); 
Coviello ct al. 
(2002);
(2000); (1997)

Accepted

H5: Relational 
forms o f  marketing 
practice arc 
associated with 
business 
customers; 
transactional with 
consumers

interactive and network 
marketing are primarily 
associated with business 
customers, while transaction 
marketing is primarily 
associated with consumers. 
Database marketing is equally 
associated with either 
consumers or business 
customers.

Partial support 
found in e.g. 
Coviello and 
Brodie (2001); 
Coviello et al. 
(2002);
(2000); (1997)

Largely
Accepted

H6: Relational 
forms o f  marketing 
practice arc 
associated with 
higher
organisational
pert'omiance

There is no association 
between forms o f  marketing 
practice and any o f  the 
measures o f  organisational 
performance.

Support found 
in Brodie et al. 
( 2 0 0 7 )and 
Coviello et al. 
(2006) -  but 
not in this 
study.

Rejected

H7: Forms o f  
contemporary 
marketing practices 
vary with regard to 
strategic archetypes

There is a significant 
association between marketing 
type and one  o f  the eight 
dimensions relating to fonns 
o f  contemporary marketing 
practice (i.e. nature o f  
custom er relationship ).

This study’s 
contribution to 
the literature.

Partially
Accepted
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6 J J  H3: Classification o f Marketing Practice

Marketing practices may be observed and broadly confonn to Coviello et 

al.’s (1997) contemporary marketing practices scheme o f  transaction, 

database, interactive and network marketing (see Table 5.33). It is worthy 

to note that organisations identified with responses relating to their 

marketing practice classification about half o f the time, which suggests 

the classification o f marketing practice is more flu id  than the typology of 

strategic archetypes (see Table 5.34). For example, organisations 

classified as availing o f transaction marketing practices, selected 

responses related to the transaction perspective just about half o f the time. 

The same is true o f organisations classified as availing o f database, 

interactive and network marketing practiccs. Hence, the differences 

among marketing practices are less discrete and are not mutually 

exclusive. This finding is consistent with Coviello et al.’s (1997) 

perspective on contemporary marketing practiccs (CMP), as they believe 

organisations simultaneously employ a combination o f marketing 

practices (Brodic et al. 2008). The successful classification o f the data 

into forms o f marketing practice supports the third research hypothesis.

6.3.4 H4: Marketing Practice and Product Type

At the aggregate level, this research finds support for the goods/services 

divide, as marketing practice is significantly associated with product type 

(i.e. p = .022). The cross-tabulation analysis o f marketing practice against 

product type (see Table 5.39), shows organisations availing o f transaction 

and database marketing practices are more likely to be involved with 

goods; while organisations availing o f interactive and network marketing 

practice are more likely to be involved with services.

Although Coviello et al. (1997) recognise relational forms o f marketing 

practice arc typically attributed to industrial and service firms, they 

suggest the simple goods/services distinction has become less relevant in 

the context o f contemporary marketing practice (Coviello et al. 2002;

186



Covicllo et al. 2001; Brodie et al. 2008). In their studies, only certain 

aspects o f  the forms o f  marketing practice are associated with goods and 

service organisations, hcnce, they conclude the goods/services divide is 

only partially supported (Coviello and Brodie 2001; Covicllo et al. 2000; 

Covicllo and Brodie 1998). Nevertheless, the findings in this study, with 

respect to forms o f  marketing practice and product type, support the 

fourth research hypothesis.

6.3.5 H5: Marketing Practice and Customer Type

This research largely supports the consumcr/business-to-business divide, 

as marketing practice is significantly associated with the type o f  customer 

(i.e. p = .000). Examining the cross-tabulation analysis o f  marketing 

practice against customer type (see Table 5.40), shows organisations 

availing of transaction marketing practices are more likely to be serving 

consumers; while organisations availing o f  interactive and network 

marketing practices are more likely to be serving business customers. The 

exception is that organisations availing of database marketing practices 

arc equally likely to serve consumers as business customers.

Coviello and Brodie (2001) find mixed support for the 

consumcr/business-to-business divide. From a broad perspective, they 

acknowledge marketing practice appears to be more relational in 

organisations serving business customers and more transactional in 

organisations serving consumers (Coviello and Brodie 2001). However, 

in their studies, only certain aspects of the forms o f  marketing practice are 

associated with consumer and business-to-business organisations 

(Coviello and Brodie 2001; Coviello et al. 2000; Coviello and Brodie 

1998). Consequently, they contend all organisations, regardless o f  the 

customer type served, avail o f  aspects from each o f  the fonns of 

marketing practice (Coviello and Brodie 2001). In this respect, Coviello 

and Brodie (2001) assert marketing practiccs arc not fundamentally 

different across consumer and busincss-to-business firms. Nonetheless,
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the findings in this study, with respect to forms o f marketing practicc and 

organisations’ customer type, largely support the fifth research 

hypothesis.

6.3.6 H6: Marketing Practice and Organisational Performance

Although two recent studies find there is a significant association between 

forms o f marketing practicc and performance (Brodic et al. 2007; 

Coviello et al. 2006), in this study, there is no significant association 

between forms o f marketing practice, as outlined by Coviello et al. 

(2001), and any o f the measures o f organisational performance (see 

Tables 5.41 and 5.42). Thus, the findings from this research do no! 

support the sixth research hypothesis.

Still, it should be possible to identify an association between forms of 

marketing practicc and organisational performance (Vorhies and Morgan 

2003). The lack o f association with performance, in this research, is 

perhaps due to the fluid nature o f the contemporary marketing practice 

classification schcme. Possibly, the contemporary marketing practice 

scheme is not as well suited to examining organisational performance, 

perhaps because it has not been designed with the goal o f understanding 

performance variation. A more granular perspective may be required, so 

as to more clearly reveal the relationship between marketing practice and 

organisational performance. That is, the environmental context may play 

a crucial role in influencing how marketing is practiced. As this research 

avails o f a muli-industry context, it may be easier to detect the 

relationship between marketing practice and organisational perfomiance 

within a narrower industry sector and/or product-market.

Indeed, o f the two studies in which there is a significant association 

between marketing practice and performance, the first examines a narrow 

product-market, namely small service organisations within the Canadian 

tourism accommodation sector. The second study (Brodic et al. 2007)



examines a broader section o f  industries, but the findings primarily relate 

to e-marketing, which can be problematic. As noted in section 3.3 

O ven’iew o f  the Contemporary Marketing Practices Framework, the 

distinction between e-marketing and database marketing is blurred, as 

they are highly correlated (e.g. Brodie et al. 2008; Lindgreen et al. 2004). 

Hence, e-marketing does not always provide as constructive a means of 

distinguishing between the different forms o f  contemporary marketing 

practice. Clearly, further research examining the relationship between 

marketing practice and organisational performance is required.

6.3.7 H7: M arketing Practice and Strategic Archetype

The cross-tabulation analysis o f  marketing type against strategic 

archetype shows there is no significant association (i.e. p = .789). 

However, there is a significant association (i.e. p = .085) between 

marketing type and one o f  the eight dimensions relating to contemporary 

marketing practices, namely the nature of customer relationship (see 

Tables 5.44 and 5.45). The cross-tabulation analysis shows reactors arc 

more likely than the other archetypes to avail o f  transaction marketing 

practices; defenders are more likely to avail o f  database marketing 

practices; prospectors are more likely to avail o f  interactive marketing 

practices; and analysers are more likely to avail o f  network marketing 

practices (see Table 5.45).

Testing the association between marketing practice and strategic 

archetype further, the one-way ANOVA analysis (see Table 5.47), shows 

there is a significant difference (i.e. p = .015) between defenders and 

prospectors within database marketing; that is, defenders are more likely 

to avail o f  database marketing than prospectors. As well, there is a 

significant difference (i.e. p = .071) between prospectors and analysers 

within interactive marketing; that is, prospectors are more likely to avail 

o f  interactive marketing than analysers. These findings are consistent with 

the cross-tabulation analysis of strategic archetype against the nature of
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custom er relationship (see Table 5.45), which shows defenders are m ore 

likely than the o ther archetypes to avail o f  database m arketing practices 

and prospectors arc m ore likely to avail o f  interactive m arketing practiccs. 

Overall, these findings offer partial support for a significant association 

betw een form s o f  m arketing practice and strategic archetype.

6.4 A dditional Findings R elating to O rganisational Life Cycle

An unexpected finding arising from  the data relates to the life cycle o f 

organisations, w hich is apparent in the analyses for strategic archetype as 

well as m arketing practice. Through the years, considerable attention has 

been given to the notion o f  organisational life cycle in the literature (e.g. 

Lester ct al. 2003; Hanks et al. 1993; M iles et al. 1993; Ayres and Stegcr 

1985; M iller and Friesen 1984; A dizes 1979; G reiner 1972; C handler 

1962). A nalogous to a biological life cycle, it is argued by som e that 

organisations evolve in a consistent and predictable manner, and as they 

“m ove through various stages o f  grow th, differing problem s m ust be 

addressed, resulting in the need for different m anagem ent skills, 

priorities, and structural configurations” (H anks et al. 1993: 5).

“The appeal o f  the life cycle is obvious, as organizations are bom  (Tichy 

1980), attem pt to grow  in d ifferent form s (M intzberg 1989), and 

eventually  die (K im berly and M iles 1980)” (Lester ct al. 2003: 340). 

How ever, som e academ ics (e.g. Lester and Pam ell 2002; M iller and 

Friesen 1984) chafe at the im plied determ inistic nature o f  the life cycle, as 

m any organisations m ay not pass “ inexorably from one stage o f 

developm ent to another in the traditional biological sense” (Lester et al. 

2003: 340). Instead, the organisational life cycle is perhaps m ore 

accurately described as m anagem ent’s collective interpretation o f  the 

organisa tion’s environm ent (L ester et al. 2003; Lester and Pam ell 2002; 

M iller and Friesen 1984).
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6.4.1 Organisational Life Cycle Model

Virtually all models representing organisational life cycle avail o f  multi

dimensional terms, some o f  which arc related to organisational context 

and structure, such as age and structural form (Hanks et al. 1993). 

C hand ler’s (1962) thesis is central to most models, which states patterns 

o f  organisational structure, or configurations, are developed in response to 

growth and market challenges (Miller and Friesen 1984; Murray 1984). 

Essentially, organisational structure follows strategy, and organisational 

strategy is a response to the business environment (Chandler 1962). 

Naturally, those organisations that fail to adapt to the environment 

experience grf;u7/7g/;o//7.s', which in turn, frustrate progress (Adizes 1989; 

Greiner 1972).

The terms life cycle stages, developmental stages, and growth stages are 

used interchangeably, whereby a life cycle stage is defined as “a unique 

configuration o f  variables related to organization context and structure” 

(Hanks et al. 1993: 7). Otherwise, there is considerable variation among 

the models explaining organisational life cycle (Lester ct al. 2003; Hanks 

ct al. 1993). For example, the num ber o f  life cycle stages, from birth to 

decline, varies from three stages (e.g. Miles et al. 1993; Smith et al. 

1985), to four stages (e.g. Quinn and Cameron 1983), to five stages (e.g. 

Lester et al. 2003; Miller and Friesen 1984; Churchill and Lewis 1983; 

Galbraith 1982; Greiner 1972), and even ten stages (e.g. Adizes 1989). As 

well, there is disagreement on the num ber and types o f  activities 

associated with each stage (Lester et al. 2003; Hanks et al. 2003).

The dominant consensus is for five stages in the organisational life cycle, 

and although they may differ in terminology, the stages typically 

encompass: (i) start-up/existencc, (ii) expansion/survival, (iii)

consolidation/success, (iv) diversification/renewal, and (v) decline (Hanks 

et al. 2003; Lester et al. 2003). Typically, strategy, structure, decision

making methods, and organisational situation are the focus o f  change
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during the life cycle (M iller and Friesen 1984). The expectation is that as 

organisations evolve through the life cycle stages, they increase in age 

and size, and organisational structure becom es m ore form al and 

specialised (Hanks et al. 203; M iller and Friesen 1984). H ow ever, it is 

w orth bearing in m ind that som e studies find organisations m ay not 

evolve through the stages sequentially (e.g. M iller and Friesen 1984; 

Quinn and Cam eron 1983).

6.4.2 Organisational Life Cycle Model and Strategic Archetype 

A further developm ent has been to m atch the life cycle stages w ith Miles 

and Snow ’s (1978) strategic archetypes o f  strategy-structure (L ester et al. 

2003; see Table 6.2). Such a developm ent suggests the life cycle stage 

influences strategy selection, and that an alignm ent between them  is 

advantageous. How ever, Lester et al. (2003: 350) recognise “there is little 

conclusive em pirical research that identifies specific life cycle-strategy 

com binations [and their] study provides only limited support for this 

association.” A dditionally, L ester et al. (2003) did not consider the 

industry as a variable in their study, hence, it is unknow n the extent to 

w hich the industry influences the strategy-life cycle relationship.

Table 6.2 Strategic Archetype and Life Cycle Stages

S tra teg ic  A rch e ty p e L ife  C y c le  S ta g e

Prospector
►

Start-up/E xistence

A nalyser ■* ► E xpansion/Survival

D efender < ► C on so lid ation /S u ccess

A nalyser
►

D iversifica tion /R en ew al

R eactor < ► D eclin e

Source: Adapted from Lester et al. (2003).
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The value of life cycle is that it may provide a road map, or highlight 

areas for consideration at critical junctions of organisational development, 

such as the transition from one stage to the next. Moreover, “it could help 

management know when to let go o f  cherished past strategies and 

practices that will only hinder further growth” (Hanks et al. 1993: 25). 

However, the challenge for managers is to identify correctly, where their 

organisation is situated on the life cycle continuum and how the 

organisational activities and structures are required to change over time to 

correspond with the identified life cycle stage (Lester et al. 2003; Van de 

Ven 1992).

In addition to being a road map for mangers, the life cyclc is another way 

to explain diversity among organisations, which is o f  particular relevance 

to this study (Beverland and Lockshin 2001; Miles et al. 1993; Miller and 

Friescn 1984). Miles et al. (1993) develop the idea o f  diversity in a 

population o f  firms further. They find the level o f  diversity or variety 

within an industry may provide an indication o f  its overall health and 

potential for succcss. Their study indicates that diversity within industries 

is positively related to performance (Miles et al. 1993). That is, an 

industry as a whole benefits when it is “characterized by diversity among 

firms’ competitive strategies” (Miles et al. 1993: 163).

A summary of the findings from this study, relating to organisational life 

cycle and diversity across firms follows.

6.4.3 Strategic Archet}>pe and Length o f  Establishment

Regarding an organisation’s length o f  establishment, there are lentative 

indications a life cycle pattern may be associated with strategic archetype 

(see Table 5.16). That is, prospectors, perhaps because o f  their pioneering 

tendencies, are more likely to he young  firms (i.e. established for 13 years 

or less); while defenders, perhaps because o f  their more risk-averse 

stance, are more likely to be mature firms (i.e. established for 38 years or
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more); and analysers perhaps bccause o f their dual nature are more likely 

to fall between, or to be middle-aged (i.e. established between 14 and 37 

years). Reactors arc also more likely to be middle-aged. Miles and Snow 

(1978) make no specific assertion as to whether any o f the strategic 

archetypes arc more likely to he young or o /J  organisations. However, the 

notion o f an association between strategic archetype and life cycle 

patterns has been explored before in relation to the Miles and Snow 

(1978) typology, but without success (O ’Reagan and Ghobadian 2006; 

Ghosh ct al. 2001; Gimencz 2000; Smith et al. 1989; Smith ct al. 1986).

6.4.4 M arketing Practice and Length o f  Establishment

Similarly, with respect to marketing practice and length o f  establishment 

(see Table 5.37), the cross-tabulation analysis shows organisations 

availing o f network marketing practices are more likely to be either vozwg 

or middle-aged; organisations availing o f interactive marketing arc more 

likely to be young; while, organisations availing o f database marketing 

practices are more likely to be mature; and organisations availing o f 

transaction marketing practices are more likely to be middle-aged.

6.4.5 Consolidating Life Cycle Findings

Qualitatively combining the findings in relation to organisational life 

cycle (see Table 6.3) might suggest intcraction-prospectors would more 

likely be young organisations; network-analysers and transaction-reactors 

would more likely be middle-aged organisations; and database-defenders 

would more likely be mature organisations. The exception is the young 

network organisation, which does not have a corresponding strategic 

archetype. These qualitative suggestions, as outlined in Table 6.3, 

correspond to the cross-tabulation analysis o f strategic archetype against 

nature o f customer relationship (i.e. one dimension o f  marketing practice; 

see Table 5.45), and which is also reproduced in Table 6.4. The cross

tabulation analysis shows there is a significant association (i.e. p = .085) 

between the two variables.
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However, the muhi-layer cross-tabulation analysis o f  strategic archetype, 

against nature o f  customer relationship (i.e. one dimension of marketing 

practice) and length o f  establishment is insignificant for organisations of 

all lengths o f  establishment (see Table 6.5). On the other hand, as shown 

in Table 6.6, the multi-layer cross-tabulation analysis o f  strategic 

archetype, marketing practice and length o f  establishment is significant 

fo r  young organisations only. This significance is at the 99% level where 

p < .01 (i.e. p = .005). In examining young organisations (i.e. established 

for 13 years or less), the highest count is with interaetive-prospectors (i.e. 

15 respondents), which is consistent with the suggested match between 

marketing practice and strategic archetype (see Table 6.3). The question 

remains as to how these findings fit with the organisational life cycle 

literature? They appear to suggest, in so far as young organisations are 

concerned, they are more likely to be interaction-prospeetors. As there is 

no significant association between strategic archetype, marketing practice 

and length o f  establishment for middle-aged and mature organisations, 

there is little support for the linked pairs o f  strategic archetype and 

marketing practicc, as suggested in Table 6.3.

hnportantly, these findings should be viewed with caution, as is often the 

case in multi-layered cross tabulations, some o f  the cells have a very low 

count (i.e. less than 5; Brace et al. 2006; Kinnear and Gray 2008). Still, 

they are useful in offering directional indications, which may serve as a 

guide for further research.
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Table 6.3 Classification o f Strategic Archetype and M arketing 
Practice According to Length of Organisational Establishment

Length of Establishment Strategic Archetype IMarketing Practice

Young: 13 years or less
Prospector < ► Interaction

(Network)

M iddle-A ged: 14 to 37 years
Analyser ■* ► Network  
Reactor ► Transaction

M ature: 38 years or more Defender ► Database

Table 6.4 Cross-Tabulation o f Strategic Archetype Against 
Nature o f Customer Relationship (i.e. M arketing Practice)

N a tu re  o f C u sto m er 
R ela tionsh ip

S tra teg ic  A rchetype

D efender Prospector A nalyser R eactor Total

Transaction Count 
D isc re te , no  within 
p e rs o n a lise d  c o n ta c t Archetype

2

3.9%

3

4.7%

4

5.4%

1

5.6%

10

4.8%

Database Count 
S o m e  fu tu re  within 
p e rs o n a lise d  c o n ta c t Archetype

14

27.5%

4

6.2%

8

10.8%

1

5.6%

27

13.0%

Interactive Count 
O n g o in g  p e rs o n a lise d  %  within 
c o n ta c t Archetype

27

52.9%

38

59.4%

39

52.7%

10

55.6%

114 

55.1%

Network Count 
O n g o in g  p e rso n a lise d  within 
c o n ta c t w ith in  n e tw o rk  Archetypc

8

15.7%

19

29.7%

23

31.1%

6

33.3%

56

27.1%

Count
Total % within 

Archetype

51

100.0%

64

100.0%

74

100.0%

18

100.0%

207

100.0%

C h i-S q u a re  T ests

V alue d f A sym p. Sig. (2-sided)

Pearson Chi-Square 1.524 9 .085

Likelihood Ratio 5.341 9 .804
Linear-by-L inear Association .489 1 .484

N o f  Valid Cases 207

Table 6.5 Pearson Chi-Square Tests o f Strategic Archetype 
Against Nature o f Customer Relationship 

(i.e. M arketing Practice) and Length Established

L eng th  E stab lished V alue d f A sym p. Sig. (2-sided)

Young: 13 years or less 1.331 9 .149

M iddle-Aged: 14 to 37 years 1.209 9 .208

Mature: 38 years or more 1.049 9 .312
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Table 6.6 Cross-Tabulation of Strategic Archetype 
Against M arketing Practice and Length Established

Length
Established

Stra teg ic  A rchetype

M arketing  Practice Defender Prospector Analyser Reactor Total

Transaction Count 
% w ithin 
A rchetype

4
26.7%

7
25.0%

12
60.0%

1
11.1%

24
33.3%

Young
Database Count 

%  w ithin 
A rchetype

5
33.3%

4
14.3%

4
20.0%

2

22.2%
15

20.8%

(i.e . 13 y ears 
o r less)

Interaction Counl 
“/b w ithin 
A rchetype

3
2 0 .0 " / u

15
53.6%

3
15.0%

2
22.2%

23 
31.9%

Network C ount 
%  w ithin 
A rchetype

3
20.0%

2

7.1%
1

5.0%
4

44.4%
10

13.9%

Total C ount 
“ o w ithin 
A rchetype

15
100.0%

28
100.0%

20
100.0%

9
100.0%

72
100.0%

Transaction C ount 
%  w ithin 
A rchetype

5
41.7%

3
23.1%

12
40.0%

4
40.0%

24
36.9%

Middle-
Aged

(i.e . 14 to 37

Database C ount 
%  w ithin 
A rchetype

2
16.7%

0
.0%

7
23.3%

2
20.0%

11
16.9%

Interaction C ount 
vs ithin 

A rchetype

4
33.3%

5
38.5%

8
26.7%

3
30.0%

20
30.8%

y ears)
Network C ount 

%  \s ithin 
A rchetype

1
8.3%

5
38.5%

3
10.0%

1
10.0%

10
15.4%

Total C ount 
% w ithin 
Archetypc

12
100.0%

13
100.0%

30
100.0%

10
100.0%

65
I 0 0 . 0 " 'o

Transaction C ount 
%  w ithin 
A rchetype

7
33.3%

4
23.5%

7
25.0%

2

50.0%
20

28.6%

Middle-
Aged

(i.e. 38 y ears

Database C ount 
%  w ithin 
A rchetype

10
47.6%

7
41.2%

9
32.1%

2

50.0%
28

40.0%

Interaction C ount 
%  w ithin 
A rchetype

2

9.5%
5

29.4%
9

32.1%
0

.0%
16

22.9%

o r m o re) Network Count 
%  w ithin 
Archety'pe

2

9.5%
1

5.9%
3

10.7%
0

.0%
6

8.6%

Total C ount 
%  w ithin 
A rchetype

21
100.0%

17 
100.0%

28
100.0%

4
100.0%

70
100.0%

C hi-Square Tests

\ a lu e df Asynip. Sig. (2-sided)

Young: 13 years or less Pearson Chi-Square 2.344 9 .005

Middle-Aged: 14 to 37 years Pearson Chi-Square 9.919 9 .357

Mature: 38 years or more Pearson Chi-Square 6.510 9 .688
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6.5 Contributions to Existing Theory

Miles and S now ’s (1978) strategic archetypes and Coviello et a l .’s (1997) 

forms o f  contemporary marketing practices are conceptually derived 

schemes, or typologies (Hambrick 1984). That is, “even though they are 

based on systematic empirical observation, they are not quantitatively 

based.” (Hambrick 1984: 28). The Miles and Snow (1978) typology and 

the Coviello et al. (1997) marketing practices classification scheme, 

represent recurring patterns, the discovery o f  which are “especially 

[important] in a field such as strategy with its complex and unordered 

terrain” (Hambrick 1984: 40). It is through the identification o f  these 

patterns, that may ultimately lead to concise, yet reliable, typologies and 

schemes for thinking about organisations’ strategies (Mintzberg 2005; 

Hambrick 1984).

Both the Miles and Snow (1978) typology and the Coviello et al. (1997) 

scheme rely on contingency theory, which “argues for a correspondence 

between facets o f  organizations and features o f  the environment in which 

organizations function (Lawrence and Lorsch 1967)” (Levinthal 1995: 

26). Consequently, classifying environmental settings is a means towards 

developing a comprehensive contingency model o f  business strategy 

(Mintzberg 2005; Hambrick 1984). Studies contributing to contingency 

model development are likely to be bounded in scope, by framing and 

sub-framing the research settings; otherwise, unbounded settings may be 

too broad to be useful.

This study has been bounded by the participation o f  marketing 

practitioners in Ireland, who are members o f  professional marketing 

associations. It is suggested further research would benefit from even 

narrower frames and sub-frames (i.e. industries and product-markets), as 

it may facilitate in discerning the relationship between marketing practice 

and performance, as well as between marketing practice and strategic 

archetype.
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6.5.1 Contribution to the Miles and Snow's Typology Literature

The contribution this study makes to the literature o f the Miles and Snow 

(1978) typology is two fold: (i) further confirmation o f its explanatory 

value with respect to strategic archetypes’ strategy-structure, (ii) as well 

as its association with aspects o f marketing practice, which show there is 

partial support for an association between strategic archetype and fomis 

o f marketing practice.

The support for the first research hypothesis (i.e. HI; configurations o f 

strategy-structure may be observed to confonn to the archetypes o f 

prospector, analyser, defender and reactor) corroborates the ease with 

which the typology may be robustly applied. Further, the combined 

classification approach o f the Miles and Snow ’s self-typing paragraph 

along with Conant et a l.’s (1990) multi-item measure o f self-typing, 

complemented by investigator-specified decision rules, provide a more 

accurate classification method and affords the identification o f relatively 

pure  types (Hambrick 1982). Consequently, as they are based on multiple 

measures, these findings inspire greater confidence (Santos et al. 2002; 

Zahra and Pearce 1990; Venkatraman and Grant 1986).

With respect marketing practice, this study builds on the work o f a small 

number o f researchers who have availed o f the Miles and Snow (1978) 

typology to explore aspects o f marketing practice (e.g. Olson et al. 2005; 

Vorhies and Morgan 2003; Slater and Olson 2001; Slater and Olson 2000; 

Matsuno and Mentzer 2000; Lukas 1999; Conant et al. 1990; McDaniel 

and Kolari 1987; W alker and Ruekert 1987). As in these other studies, 

this research finds support, although only partly, for an association 

between strategic archetype and marketing practice. These findings 

partially support the seventh research hypothesis (i.e. H7: fomis o f 

contemporary marketing practices vary with regard to strategic 

archetypes). Consequently, there are different patterns o f marketing
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practicc that rcflcct different configurations, which are in turn, related to 

environmental conditions in different ways.

6.5.2 Contribution to Contemporar)^ Marketing Practices Literature

The contribution this study makes to the literature relating to the Coviello 

et al. (1997) marketing practices classification scheme is two fold: (i) 

further confirmation o f the schem e’s explanatory value with respect to 

fomis o f marketing practice, (ii) as well as its association with measures 

o f organisational performance, which show there is no support for an 

association between forms o f marketing practicc, as outlined by Coviello 

ct al. (2001), and organisational performance.

The support o f the third research hypothesis (i.e. H3: marketing practices 

may be observed to conform to the types o f transaction, database, 

interactive and network marketing) corroborates the relative case with 

which the scheme may be applied. Although Coviello et al.’s (1997) 

contemporary marketing practices framework is not as well established as 

the Miles and Snow (1978) typology, it is infonnativc in understanding 

and distinguishing between the various forms o f marketing practices 

within organisations.

With respect the classification schem e’s application to organisational 

performance, this study builds on the work o f two recent studies (Brodie 

et al. 2007; Coviello et al. 2006), which have begun to explore this 

association. Unlike these other studies, this research does not find an 

association, and thus, does not support the sixth research hypothesis (i.e. 

H6: relational forms o f  contemporary marketing practices are associated 

with higher organisational performance than transactional forms o f 

contemporary marketing practice). Indeed, in this research, there is no 

significant association between forms o f marketing practice and any o f 

the measures o f organisational performance.
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It is worth noting, “strategy rcscarchcrs arc typically concerned about 

organizational performance, and strategy” (Hambrick 1984:39). In 

contrast, those engaged in studies in relation to marketing practice are 

more concerned about marketing effectiveness and efficiency than 

organisational performance (Vorhies and Morgan 2003).

The relationship between forms o f  marketing practice and organisational 

performance is deserving o f  further attention. As discussed earlier, in 

section 6.3.6 H6: Marketing Practice and Organisational Performance, it 

should he possible to identify an association between forms o f  marketing 

practicc and performance (Vorhies and Morgan 2003). As mentioned 

earlier in section 6.5.2 Contribution to Contemporary' Marketing 

Practices Literature, perhaps the contemporary marketing practice 

scheme is not as well suited to examining organisational performance, 

because it has not been designed with the goal o f  understanding 

performance variation. Although plurality is a dimension o f  diversity, the 

contemporary marketing practice scheme does not adequately 

discriminate to allow for firm associations to be found. Moreover, it does 

not focus fully on the strategic practicc of marketing, such as how market 

segmentation and positioning are practiced within organisations. In this 

respect, the framework is more operational in its orientation.

It is suggested a more focused study, involving a narrower industry sector 

and/or product-market, may be more constructive in discerning the 

relationship between fomis o f  marketing practice and organisational 

performance.

6.5.3 Comment on the Contemporary' Marketing Practices Framework

There is much to commend with respect to Coviello et al.’s (1997) 

contemporary marketing practices classification scheme, in particular, its 

pluralistic approach. Indeed, theoretical pluralism is considered highly 

appropriate for the continued development o f  complex organisational
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behaviour (Seth and Thomas 1994). However, the application o f the 

marketing practices framework, during the course o f this research, 

highlights e-marketing and database marketing as areas worthy o f  review 

and revision.

E-marketing and database marketing are highly correlated, hence, e- 

marketing does not always provide as constructive a means o f 

distinguishing between the different forms o f contemporary marketing 

practice (e.g. Brodie et al. 2008; Lindgreen et al. 2004). It is also the main 

reason e-marketing has not been used in this study. A possible 

explanation as to why e-marketing is less useful as a form o f marketing 

practice is because technology is intrinsic to its definition. That is, e- 

marketing is defined as “using the internet and other interactive 

technologies to create and mediate dialogue between the firm and 

identified customers” (Coviello et al. 2001: 26). To a lesser extent, this 

same argument applies to database marketing, which is defined as “using 

database technology to create a relationship” (Brodie et al. 2008: 85).

Reliance on a specific technology or set o f technologies to define a 

strategic variable is problematic because new technologies eventually 

become obsolete and irrelevant; in other words, they become old  

technologies. Therefore, it is reasonable to suggest today’s internet may, 

in time, become the equivalent o f the telex or fax. Although the telex and 

fax still exist and are used to a limited extent; they are technologies that 

are no longer central to business activities. Accordingly, e-marketing and 

database marketing should perhaps be renamed and redefined by 

excluding specific references to forms o f technology in favour o f 

describing their strategic nature, such as the nature o f exchange, nature o f 

communication, nature o f the relationship with customers, and so on.

Definitions with a strategic basis would enable the various forms o f 

marketing practice to remain relevant, regardless o f any changes in
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business technologies. One reason why the Miles and Snow (1978) 

typology remains relevant, 30 years since its fomiation, is because the 

strategic archetypes arc not reliant on, or defined by, forms o f  

technologies (Hambrick 2003). Hence, as a conceptual framework, the 

Miles and Snow (1978) typology is elegant and enduring because it 

describes the essential strategic nature o f  the variables it encompasses.

6.5.4 Contribution to Strategic Management and Marketing Theory

The contribution this study makes to the combined literature o f  the Miles 

and Snow (1978) typology and the Coviello et al. (1997) classification 

scheme relates to the tentative indications o f  a life cycle pattern involving 

the two frameworks.

Organisational life cycle is another way to explain diversity among 

organisations (Beverland and Lockshin 2001; Miles et al. 1993; Miller 

and Friesen 1984). Further, product-market competition is a constructive 

way to understand diversity in a population o f  organisations (Levinthal 

1995; Hannan and Freeman 1988). Miles et al. (1993) contend the level o f  

diversity within an industry is an indication o f  its overall health. The 

findings in this research suggest organisations (i.e. established 13

years or less) are more likely to be interaction-prospcctors. These 

tentative findings are useful in offering directional indications for further 

research.

6.6 Managerial Implications

6.6.1 Managerial Implications o f  Strategic Archetypes 

The integration o f  strategy and organisation is managerially practical, as 

organisations are mechanisms for achieving an articulated purpose (Snow 

et al. 2005). Miles et al. (1978: 561) contend that “m anagers’ ability to 

meet successfully environmental conditions ... revolves around their 

understand o f  organizations as integrated dynamic wholes.” It has been
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their aim to provide a framework to facilitate such an understanding 

(Miles et al. 1984).

During the course o f  their research, Miles and Snow (1984) have found//V 

to be associated with performance. The concept o f  fit explains the 

dynamics o f  organisational adaptation and effectiveness, as well, it 

addresses the internal and external consistency o f  particular 

organisational forms (Miles and Snow 1978). They determine that, 

“minimal fit is necessary for survival, tight fit is associated with corporate 

excellence, and early fit provides a competitive advantage” (Miles and 

Snow 1984: 27). Their strategy-structure archetypes o f  prospector, 

analyser, defender and reactor arc configurations, or adaptation types, 

which represent these organisational dynamics as they relate to fit (Miles 

and Snow 2003).

6.6.2 Managerial Implications o f  Marketing Practices

It has been the objective o f  Coviello et al. (1997) to capture the evolving 

nature o f  contemporary marketing practices, documenting m arketing’s 

efforts towards renewal (Brodie ct al. 2008; Gronroos 2007). The 

marketing practices classification scheme works towards a synthesis o f  

“transactional and relational marketing practices in the context o f  a 

consistent fram ework” (Coviello ct al. 1997: 515). An additional aim is 

to bridge the gap between marketing theory and marketing practice by 

investigating how organisations relate to their markets (Brodie et al. 

2008).

Coviello and Brodie (2001: 396) argue “managers should identify which 

marketing approaches may challenge their organization as there will be 

increasing pressure on all firms to effectively apply different approaches 

as the f inn  and its portfolio o f  relationships evolves.” In the course o f  

their research, Coviello and Brodie (1998) have identified four issues 

relevant to managers: (i) to understand the concepts associated with
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transactional and relational marketing; (ii) to probe for the degree of 

relationship their customers require; (iii) to recognise how their business 

environment may influence marketing practiccs and customer 

relationships; and (iv) to be aware o f  the costs and benefits associated 

with implementing various forms of marketing practices.

6.63 Managerial Implications o f  this Research Study 

The Miles and Snow (1978) typology and the Coviello et al. (1997) 

schemc arc frameworks through which academics and managers may 

describe, discuss, and analyse modern organisations. The contribution of 

this study is to examine how these frameworks relate to each other, with a 

view to enhancing further an understanding o f  the modern organisation. 

The aim in examining these frameworks together is to ascertain whether 

certain archctypes might be associated with certain contemporary 

marketing practice patterns, thereby yielding a strategy and marketing fit. 

Although there is only partial support for an association between strategic 

archetype and marketing practice, this line of enquiry is worthy o f  further 

investigation. As these frameworks are accessible to managers, such a 

development would enhance and their application in the analysis of 

organisations.

6.7 Limitations

The sample for this study is drawn from the members o f  the two 

professional marketing associations in Ireland. Although access to a 

population o f  organisations in Ireland employing marketing professionals 

affords a unique opportunity, it may also be viewed as a limitation. As 

suggested in sections, 6.3.6 H6: Marketing Practice and Organisational 

Performance and 6.5 Contributions to Existing Theoiy, further research 

would benefit from narrower frames and sub-frames (i.e. industries and 

product-markets), so as to establish more clearly the relationships 

between marketing practice and performance, and between marketing 

practice and strategic archetype.
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Other limitations relate to aspects o f  survey response and data collection. 

For example, the research relies on respondents’ opinions to facilitate the 

classification o f  organisations according to strategic archetype and 

marketing practice. As well, only one response has been collected from 

each organisation; that is, there have not been multiple respondents 

evaluating an organisation. Finally, this study has not availed o f  external, 

secondary sources to validate respondents’ assessment o f  their 

organisation.

6.8 Suggestions for Further Research

Besides a narrower frame and sub-frame (i.e. industry and product- 

market), the main recommendation for further research is to include the 

environment as a variable for investigation. By more accurately gauging 

the influence o f  the environment, it should be possible to determine 

whether there is a stronger association between strategic archetypc and 

forms o f  marketing practice, as well as detecting an association between 

forms o f  marketing practice and organisational performance. That is, it 

may be constructive to avail o f  a research design where key variables may 

be controlled, such as sector, and where perfom iance may be explored in 

a more focused manner. Also, the inclusion o f  questions to investigate 

how market segmentation and positioning are practiced within 

organisations would enhance the strategic dimension o f  the contemporary 

marketing practices framework. M oreover, it would be advisable to 

corroborate the survey data with information from reliable secondary 

sources to enhance data quality further. Finally, it may be worthwhile to 

complement the survey data with in-depth interviews, so as to elicit the 

qualitative explanations/issues that m ay reside behind the quantitative 

analysis.
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6.9 Conclusion

Organisational theorising has always been “a lot more complicated than 

simply putting variables together” (Weick 2005: 409). Mintzberg (2005: 

360) views theory as “explanation along a continuum, from lists 

(categories), to typologies (comprehensive lists), to impressions of 

relationships among factors ..., to causations between and patterns among 

these relationships, to fully explanatory models.” Good  theory 

development, or explanation, is not only rigorous, but also relevant and 

insightful (Mintzberg 2005). In particular, “theory is insightful when it 

surprises, when it allows us to see profoundly, imaginatively, 

unconventionally into phenomenon we thought we understood' 

(Mintzberg 2005: 361). Indeed, understanding and explaining anomaly is 

what often leads to insightful theorising (Van de Ven 2007).

This research has endeavoured to be relevant and insightful. To answer 

the research question originally posed:

• How is diversity in marketing practice explained?

Marketing practice can be described through Coviello et al.’s 

(1997) classification o f  marketing practices scheme. Although 

plurality is a dimension of diversity o f  this scheme, it does not 

adequately discriminate to allow for firm associations to be found. 

Hence, it is suggested the framework is more operational in its 

orientation than strategic. The findings from this research also 

offer tentative indications that a life cycle pattern may be 

associated with marketing practice and strategic archetype.

• How is marketing practice related to strategic archetypes?

The findings from this study offer partia l support for an 

association between fomis o f  marketing practice and strategic 

archetypes. The findings indicate reactors are more likely than the 

other strategic archetypes to avail o f  transaction marketing;
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defenders arc more likely to avail o f database marketing; 

prospectors are more likely to avail o f interactive marketing 

practiccs; and analysers are more likely to avail o f  network 

marketing practiccs. However, further research would be required 

to determine whether a stronger association exists between 

Coviello et al.’s (1997) forms o f marketing practice and Miles and 

Snow’s (1978) strategic archetypes.

• How is marketing practice related to organisational performance?  

It should be noted, not all o f  the findings speak to the idea o f 

diversity. The data did not offer support for an association 

between forms o f marketing practice, as outlined by Coviello et al. 

(2001), and organisational performance. Nevertheless, research 

into this aspect is worthy o f  further investigation.

“The fluidity o f many strategic issues requires ... researchers to keep 

advancing the extant body o f knowledge” (Hoskisson et al. 1999: 444). 

As scholarly disciplines, the challenge within strategic management and 

marketing is the continual evolution o f  their research. Undeniably, 

researchers within these disciplines arc increasingly required to respond 

to discontinuous changes and to provide answers to new problems.
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APPENDIX A:

RESPONDENT FEEDBACK FORM AND PILOT SURVEY

Diversity in M arketing Practice Pilot -  Feedback Form

Dear ITAG Member/Kcrrysoft M ember/Executive M BA Class Member,

Thank you for taking time to complete this pilot survey, which forms part 
o f  ongoing research at Trinity College, Dublin and the National 
University o f  Ireland, Galway.

Your feedback regarding this pilot is critical to developing the survey that 
will be ultimately used. Please take a few moments to answer the 
following questions:

1. On a scale from 1 to 5 (i.e. where 1 is poor and 5 is excellent), 
how would evaluate the following;

a) Survey layout ____

b) Survey length ____

c) Ease o f  completion ____

2. Were there any questions that were irrelevant? If  so, which ones?

3. Were there any questions that were too sensitive or 
inappropriate? If so, which ones?

4. Any other comments?

If  you have any further questions or feedback regarding this pilot survey, 
I may be contacted at the email and phone num ber listed below.

Kindest regards.

Ann M. Torres 
Principal Researcher 
email: ann.torres@nuigalway.ie 
Telephone: +353 864035256
http://www.nuigalwav.ic/facultics_dcpartmcnts/markcting/anntorres.html
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Diversity in {Marketing Practice Study (ITAG Ireland Pilot)
1. Introduction

Thank you for agreeing to complete this survey. This research examines how marketing practice is Implemented 
and managed within organisations. I t  is part of ongoing research carried out at the J.E. Cairnes Graduate School 
of Business and Public Policy at the National University of Ireland, Galway in conjuction with the Inform ation  
Technology Association of Galway (ITA G ).

Tfiis survey should take approximately 2 0 -2 5  minutes to complete. All survey responses are treated with respect 
for privacy and anonymity; no individual company can or will be identified. This survey information is confidentital 
and will only be analysed in aggregate form.

Please answer ALL sections and questions by ticking the appropriate response. Place the cursor over your answer 
and left click the mouse.

In return for your tim e and consideration, we are happy to provide an aggregate summary of the findings; no 
individual company can or will be identified in the findings. Please give your e-m ail address at the end of the 
survey to request a summary.

1. This survey examines the practice of marketing. Would you describe your 
current position as being marketing related? That is, are you responsible for 
making or implementing marketing decisions?
O Yes

O
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Diversity in l l̂arketing Practice Study (ITAG Ireland Pilot)
2. Section 1 of 9: Your Organisation

In  this section we ask you for details about your organisation. By 'YOUR ORGANISATION' we mean the legally 
constituted entity WHERE YOU ARE EMPLOYED, which may be a division of a larger organisation.

2. How many years has your organisation been established?
years | ~|

3. Which of the following best describes the ownership of your organisation?

o Entirely domestic ownership 

o Domestic and foreign ownership 

o Entirely foreign ownership

4. Which of the following best describes the legal entity of your organisation?

o Sole Proprietorship 

o General Partnership 

o Lim ited Partnership (LP) 

o Lim ited L iab ility  Partnership (LLP).

Corporation (Inc.,C o .,C orp.). 

o Lim ited L iab ility  company (LLC,Ltd.) 

o C o-operative 

o Non-profit 

o o th e r  (please specify)

5. Is your organisation a division or subsidiary of a larger organisation?

O 
0
6. Where is the head office of your organisation located? (Please name city and 
country)

1 I

7. Where is your office located? (Please name city and country)
I -  Z Z ]
8. How many people are:
(a) employed in your | |
organisation?

(b) em ployed in | |
m arketing activ ities,
excluding sales? ( In p u t 0 
if  none)

(c) employed in sales | |
activities? (Inpu t 0 if
none)
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Diversity in Marketing Practice Study (ITAG Ireland Pilot)
9. Which market(s) does your organisation serve? (Tick all that apply)

□Consumer □Business □Governm ent

10. Which market is the most important to your organisation's profitability?

0 Consumer o Business o Governm ent

11. How would you describe your organisation's offerings?
Goods Services Both

12. What goods/services does your organisation market? (Please tick all that 
apply)
1 I Consumer Pacl<aged Goods (e .g . pet food)

□  Consumer Durable Goods (e .g . autom ob iles)

□  Business to Business Industria l Goods (e.g . com puter hardware)

□  Business to  G overnm ent Goods (e .g . o ffice equ ipm ent)

□  Consumer Services (e.g . re ta il banl<ing)

□  Business to Business Services (e.g . so ftware, IT consultancy)

□  Business to  G overnm ent Services (e.g . research, m anagem ent consultancy)

I I O ther (please specify)

13. Please identify the most important industry sector(s) in which your 
organisation operates.

14. What proportion of your organisation's 2005 sales revenue was generated by 
sales to export markets?

None

Less than 10%

( 2 )  11 - 25%

Q  26 - 50%

51 - 79% 

o Greater than 80% 

o In fo rm a tion  not available
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Diversity in i^arketing Practice Study (ITAG Ireland Pilot)
3. Section 2 of 9: Organisational Strategy

This section attem pts to identify your organisation's overall business strategy. Please read each statement and 
select the one(s), which describe how your organisation approaches the m arketplace.

15. To what extent do you agree or disagree with each statement?
o We've attem pted to locate and m aintain a secure niche in a re la tive ly  stable product or service area. We've tried to offer a 

more lim ited range of products or services than our com petito rs and we've tried  to  p ro tect our domain by offering higher 
qua lity  and superior service. We may not be a t the fo re fro n t o f developm ents in the in the industry , but have attempted to 
concentrate instead on doing the best job  possible in our m arket.

o We've tried  to operate w ith in  a broad p roduct-m arke t domain th a t undergoes periodic rede fin ition . We've wanted to be 

'f irs t in ' w ith  new products and m arket areas, even if not all o f these e ffo rts  have proven to be highly p ro fitab le . We've tried to 
respond rap id ly to early signals concerning areas o f opportun ity , and these responses have often led us to a new round of 
com petitive  actions.

o We've a ttem pted to m ainta in a stable, lim ited line of products or services, while at the same tim e have tired to move out 

qu ickly to  fo llow  a carefu lly selected set of the more prom ising new developm ents in the industry. We are seldom 'firs t in' with 
new products or services, but by carefu lly m onitoring the actions of m ajor com petitors in areas compatible with our stable 
product-m arket base, we try  to be 'second in' w ith a more cost e ffic ien t product or service.

o We've not been able to  have a consistent p roduct-m arke t o rien ta tion . We have not been able to  be as aggressive in 

m ain ta in ing  established products and m arkets as have our com pe tito rs  and we have not been able to  take as many risks as 
they have. We have been forced to respond to  environm enta l pressures.
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)iversity in Marketing Practice Study (ITAG Ireland Pilot) 
4. Section 3 of 9: Defining Your Customer

16. Your organisation may focus its marketing activities on a number of customer 
groups. Please identify wiio are your organisation's primary customers. By 
PRIMARY CUSTOMERS we mean those customers who are the main focus of your 
marketing activities.

17. Your organisation may also direct their marketing activities to a number of 
customer groups, OTHER than your primary customers. Please identify who are 
your organisation's OTHER CUSTOMERS.

r"  ~ ij
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Diversity in Marketing Practice Study (ITAG Ireland Pilot)
5. Section 4 of 9: Marketing Practices w ith your PRIMARY CUSTOMERS

This section examines how your organisation practices marketing with respect to your PRIMARY CUSTOMERS. You 
may find some questions, or parts of questions, to be similar. This repetition is deliberate and has been designed 
to exam ine a specific aspect of marketing practice. I t  has not been done to 'test' you in any way; there are no 
right or wrong answers to this questionnaire.

Please answer All PARTS of each question by ticking the BUTTON below the scale which best corresponds to 
what ACTUALLY HAPPENS in your organisation.

18. Our marketing activities are intended to:

(a) a ttrac t new customers

(b) retain existing 
customers
(c) create two-way, 
technology-enabled 
dialogue w ith our 
customers
(d) develop cooperative 
relationships w ith our 
customers
(e) coordinate activ ities 
between ourselves, 
custom ers, and other 
parties in our wider 
m arke ting  system  (e.g . 
key suppliers, service 
providers and other 
organisations with which 
we in teract through our 
m arketing activ ities)

(a) our
product/brand/service
offering
(b) customers in our 
m arke t(s) in add ition  to 
our product/brand/service 
offering
(c) m anaging IT-enabled 
relationships w ith many 
ind iv idua l customers
(d ) one-to -one 
relationships with 
custom ers in our m arket 
(s) or ind iv iduals in 
organisations we serve
(e) the network of 
re lationships between 
ind iv idua ls and 
organisations in our w ider 
m arke ting  system

Never 1

oo
o

2

oo
o

oo
o

4

o
Always 5

o
N/A

0o o 0
o o 0

o o o o o 0
o o o o o 0

>lanning is focused on issues related to:
Never 1 2 3 4 Always 5 N/A

o o o o o 0
o o o o o 0

o o o o o 0
o o o o o 0

o o o o o 0
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iversity in Marketing Practice Study (ITAG Ireland Pilot)
20. Our purpose in serving our market(s) is to:

3

o
Never 1

o
2

o

o

o
o
o

o

o
o
o

o

o
o
o

o

o

o
o
o

(a) generate a prof i t  or 
other ' f inancial'  measure 
(s) of performance (e.g. 
monetary transact ions)
(b) acquire customer 
information for our 
database in addit ion to 
f inancia l/monetary 
transactions
(c) create information- 
generating dialogue with 
many identif ied buyers
(d) build a long-term 
relationship with a specific 
customer(s)
(e) form relationships 
with a number of 
organisations in our 
market(s) or wider 
marketing system

21. Our organisation's contact with our primary customers is:
Never 1 2  3 4

(a) arms-length, 
impersonal with no 
individualised or personal 
contact
(b) somewhat 
personalised (e.g. by 
direct mail)
(c) Interactive via 
technology such as the 
Internet
(d) in terpersonal (e.g. 
involving one-to-one 
interaction between 
people)
(e) from impersonal to 
interpersonal across f irms 
in the broader network

o

o
o
o

o

o

o
o
o

o

o

o
o
o

o

o

o
o
o

o

Always 5

o

o

o
o
o

Always 5

o

o
o
o

o
22. The type of relationship with our customer is characterised as:

(a) transact ions that are 
discrete or on-off
(b) contact (e.g. by direct 
mail) tha t is occasional
(c) technology-based 
Interactivity that is 
ongoing and rea l- t ime
(d) in terpersonal 
Interaction that is 
ongoing
(e) contact with people in 
our organisation and 
wider marketing system 
that is ongoing

N/A

o

o

o
o
o

N/A

o

o
o
o

o

Never 1

o
2

o
3

o
4

o
Always 5

o
N/A

o
o o o o o o
o o o o o o
o o o o o o
o o o o o o
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Diversity in Marketing Practice Study (ITAG Ireland Pilot)
23. Our marketing resources (i.e. people, time and money) are invested in:

(a) product, promotion, 
price and distr ibution 
activ it ies (or some 
combination of these)
(b) database technology 
to improve
communication with our 
customers
(c) operational assets 
(e.g. IT, website, 
logistics) and functional 
systems in tegration (e.g. 
Marketing with IT)
(d) establ ishing and 
build ing personal 
relationships with 
individual customers
(e) developing our 
organisation's network 
relationships within our 
market(s) or wider 
market ing system

Never 1

o

o

o

o

o

o

o

o

o

o

3

o

o

o

o

o

o

o

o

o

o

Always 5 N/A

O 0

(a) functional marketers 
(e.g. product/market ing 
manager, sales manager, 
major  account manager)
(b) specialist marketers 
(e.g. customer service 
manager, loyalty 
manager)
(c) marketing specialists 
with technology 
specialists and possibly 
senior managers
(d) many employees (i .e. 
across functions and 
levels)
(e) the Managing Director 
or CEO

Never 1

o

o

o

o
o

o

o

o

o
o

o

o

o

o
o

o

o

o

o
o

o

o

o

o

24. In our organisation, marketing activities are carried out by:
5 Always

o

o

o

o
o

0

0

0

0

N/A

0

0

0

o
0
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25. Our marketing communication involves:

(a) our organisation 
comm unicating to the 
mass mari<et
(b) our organisation 
targeting a specifically 
identified segm ent(s) or 
customer(s)
(c) our organisation using 
technology to 
communicate w ith , and 
possibly among, many 
individual customers
(d) ind iv iduals at various 
levels in our organisation 
personally interacting with 
the ir individual customers
(e) senior managers 
networl<ing with other 
managers from  a varie ty  
of organisations in our 
marl<et{s) or w ider 
marl<eting system

Never 1

o
o

o

o

o

2

o
o

o

o

o

3

o
o

o

o

o

o
o

o

o

o

Always 5

o
o

o

o

o

N/A

o
o

o

o

o

26. When people from our organisation meet with our primary customers it is:

(a) m ainly at a fo rm a l, 
business level
(b) m ainly at a form al 
level, yet personalised 
via database 
technologies
(c) m ainly at a form al 
level, ye t customised 
and/or personalised via 
interactive technologies
(d) at both a form al 
business level and 
inform al social level on a 
one-to-one basis
(e) at both a form al 
business level and 
informal social level in a 
wider organisational 
system/networl<

1 Never

o
o

o

o

o

o
o

o

o

o

o
o

o

o

o

o
o

o

o

o

5 Always

o
o

o

o

o

N/A

o
o

o

o

o
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27. Overall, our organisation's general approach to our primary customers 
involves:

Never 1 2 3 4 Always 5 N/A

(a) m anaging the O O O O O O
m arketing mix to  a ttra c t 
and satisfy customers in 
a broad marl<et or 
specific segment
(b) using database tools 
to  ta rge t and retain 
customers in a specific 
segment or m icro 
segm ent o f the m arke t
(c) using the In te rn e t and 
o ther interactive 
technologies to 
crea te /m ed ia te  dia logue 
between our firm  and our 
customers
(d ) developing personal 
in teractions between 
employees and ind iv idua l 
customers

(e) position ing the firm  in o o o o o o
a w ider organisational 
system /netw ork

o o o o o o

o o o o o o

o o o o o o
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6. Section 5 of 9: Marketing Practice w ith NON PRIMARY Customers

You are m ore than  half way!

28. Overall, our organisation's general approach to our customers, OTHER 
our primary customers, involves:

(a) m anaging the 
m arketing m ix to  a ttra c t 
and satisfy customers in 
a broad m arke t or 
specific segement
(b) using database too ls 
to ta rge t and retain 
customers in a specific 
segment or m icro 
segment o f the m arket
(c) using the In te rn e t and 
other interactive 
technologies to 
crea te /m ed ia te  dialogue 
between our firm  and our 
customers
(d) developing personal 
interactions between 
employees and ind iv idua l 
customers
(e) position ing the firm  in 
a wider organisational 
system /netw ork

Never 1

o

o

o

o

o

2

o

o

o

o

o

3

o

o

o

o

o

4

o

o

o

o

o

Always 5

o

o

o

o

o

than

N/A

o

o

o

o

o
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Diversity in Marketing Practice Study (ITAG Ireland Pilot) 
7. Section 6 of 9: Measuring Marketing Performance

29. Please use the scale below to indicate your organisation's ACTUAL USE of the 
following measures of performance:

Never Use 1 2 3 4 Always Use 5

(a) Sales Growth o o o o o
(b) New Customers 
Gained o o o o o
(c) Volume Market Share o o o o 0
(d) Euro Market Share o o o o o
(e) Return on 
In ve s tm e n t (ROI) o o o o o
( f)  Custom er Retention o o o o 0
(g) P rofitability o o o o 0
(h ) Customer 
Satisfaction o o o o o
(I) O ther Performance 
Measures

30. I f  you use other performance measures, please specify.

o o

31. To the best of your knowledge, approximately what share of the market do 
you believe your 2005 sales represented (in Euro)?
o Less than 10% 

o 10% to 25% 

o 26% to 33% 

o 34% to 50%

o 51% to 66%

o 67% to 75%

76% or higher

32. What was your sales revenue in 2005?
(In  Euro M illions) | |

In fo rm a tion  not availab le | |
(Please inpu t 0)

33. What was your sales revenue in 2004?
(In  Euro M illions) | |

In fo rm a tion  not availab le | |
(Please inpu t 0)

34. What was your Return on Investment (ROI) in 2005?
Percentage (% ) | |

In fo rm a tion  not availab le | |
(Please inpu t 0)

Page 12
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35. What was your Return on Investment (ROI) in 2004?
Percentage (% )  I |
Information not available | 
(Please input 0)

36. Relative to your organisation's primary competitor:
Much Worse 1 2  3 4

Sales growth in 2005 was O O O O

ROI in 2005 was O O O O

Much Better 5

oo

(a ) Sales Growth

(b) New Customers 

Gained

(c) Volume Market Share

(d) Euro Market Share

(e) Return on Investm ent  
(R O I)

( f )  Customer Retention

(g) Profitability

(h) Customer Satisfaction

(i)  Other Performance 
Measures

N/A

oo
37. In 2005 how did your organisation perform relative to expectations for:

Much Worse 1

o
2

o
3

o
4

o
Much Better 5

o
N/A

oo o o o o o
o o o o o oo o o o o oo o o o o o
o o o o o oo o o o o oo o o o o oo o o o o o

38. Why is your organisation performing better or worse than expectations? 
(Please consider external factors such as legislation, technology, demographic and 
cultural trends, the economy, suppliers, distributors, and your competitors as well 
as internal factors such as resources, skills and strategy).
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Diversity in Marketing Practice Study (ITAG Ireland Pilot)
8. Section 8 of 9: Your Views on Marketing

39. Based on your experience, what are the major trends, issues or changes in 
marketing practice currently affecting your industry?

40. Has your organisation changed its marketing practices in the last few years?

O 
O
41. I f  YES, please explain how and why your organisation's marketing practices 
have changed.

42. Should your organisation change it marketing practices?

O
o
43. I f  YES, please explain how and why your organisation's marketing practices 
should change.
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diversity in Marketing Practice Study (ITAG Ireland Pilot)
9. Section 9 of 9: About You

The last section!

44. How long have you worked in your organisation?
Y ears  I

45. What is the title of your current position?

46. How long have you held your current position?
Y ears  | |

47. At what level is your current position?
U p p e r  M a n a g e m e n t  

o M id dle  M a n a g e m e n t  

L ow er  M a n a g e m e n t  

Q  staff

O th e r  (p lea s e  sp ec ify )

48. Would you describe your current position as marketing related?

O 
O
49. I f  YES, please describe how your position is marketing related.

50. What is the title of the most senior marketing position in your organisation?

51. Have you any formal marketing qualifications or marketing training?

O 
O
52. I f  YES, please describe:

53. Would your organisation be interested in marketing seminars/workshops 
sponsored by ITAG?

o
O

Page 15



Diversity in Marketing Practice Study (ITAG Ireland Pilot)
54. I f  YES, what kinds of issues should these marketing seminars/workshops 
address?

55. Would your organisation be interested in support programmes (e.g. mentor 
programmes, technology transfer initiatives, R&D collaboration, research 
commercialisation) provided by state bodies (e.g. Enterprise Ireland, Forfas)?

o 
o
56. I f  YES, please outline the kind of support programmes you would find most 
useful to your organisation.

57. W hat is the highest level of education you have achieved?

o High S cho o l /S e c o nd a ry  School 

T e c h n ica l /T ra d e /T A F E  Qualif icat ion  

U n d e r g r a d u a te  D e g re e  

P o s tg ra d u a te  D e g re e  

o o t h e r  (p lea s e  sp ec ify )

r ~ '  1

58. Your age?

Less th a n  2 5  y ea rs  old 

o 2 6 - 3 5  y ears  old 

o 3 6 - 4 5  y ea rs  old 

4 6 - 5 5  y ea rs  old 

o 5 6  or  o lder

59. Your gender?

F e m a le

M ale
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10. Thank You

We sincerely appreciate your efforts in contributing to our research study. Replies are fully confidential and all 
results will be aggregated. Hence, no organisation can or will be identified.

Thank you again for your time and consideration.

60. I f  you would like to receive an executive summary of the survey results please 
provide your email address in the box below.
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APPENDIX B:
PRIVACY STATEMENT AND ONLINE SURVEY

Diversity in Marketing Practice Survey -  Privacy Statement

Thank you for taking part in this research survey. In obtaining your co
operation, I undertake not to mislead you about the nature o f  the research, 
as well as the way data are collected and used.

All the answers you give are treated as confidential, and are used solely 
for the purposes o f this academic research; they will not be used in any 
other context. The survey will be hosted on SPSS’s secure server, and all 
survey responses are treated with respect for privacy and anonymity. To 
enhance anonymity, personal contact details (e.g. your name, email 
address or telephone number) are not collected in this research. The 
survey information will only be analysed in aggregate form, so your 
individual responses cannot be traced back to you or your firm.

Your participation is voluntary. Hence, you are entitled to ask that part, or 
all, o f  the record o f  your involvement in the survey be deleted or 
destroyed. W herever this is possible, I will act on your request.

If  you have any questions about this survey, please contact the principal 
researcher, Ann Torres, at ann.torresfc^nuigalwav.ie or (086) 4035256. 
This research is consistent with the code o f conducts for the Market 
Research Society (www.mrs.org) and ESOMAR, the international 
professional body for market research (www.esomar.org).
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Diversity in Marketing Practice (Final Draft 2008)
Introduction

Thank you for agreeing to complete this survey. This research examines how marketing practice is implemented 
and managed within organisations. I t  is part of ongoing research carried out at the School of Business at the 
University of Dublin, Trinity College and the J.E. Cairnes Graduate School of Business and Economics at the 
National University of Ireland, Galway and is conducted in association with the Marketing Society and The 
Marketing Institute of Ireland.

This survey should take approximately 10 to 15 minutes to complete. Please answer questions by ticking the 
appropriate response.

All survey responses are treated with respect for privacy and anonym ity. This survey information is confidential 
and will only be analysed in aggregate form; no individual or company can or will be identified.

If you would like a summary of the findings, please e-m ail ann.torres@ nuigalway.ie. Findings will also be made 
available through the Marketing Society and the Marketing Institute of Ireland.

1. This survey examines the practice of marketing. Would you describe your 
current position as being marketing related? That is, are you responsible for 
making or Implementing marketing decisions?

O Yes

O
2 . Are you a member of?
o Marketing Society 

o Marl<eting In s titu te  of Ireland  

Q  Both
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Diversity in Marl<eting Practice (Final Draft 2008)
Section 1 of 6: Your Organisation

In this section we asl< for details about your organisation. By YOUR ORGANISATION we mean the legally 
constituted entity WHERE YOU ARE EMPLOYED, which may be a division of a larger organisation.

3. How many years has your organisation been established?
Years | |

4. Which of the following BEST describes the LEGAL ENTITY of your organisation?

o Sole Proprietorship 

o General Partnership 

o Lim ited Partnership (LP) 

o Lim ited L iab ility  Partnership (LLP) 

o Corporation (Inc ., Co., Corp.)

Lim ited L iab ility  Company (LLC, Ltd.)

o C o-operative 

Non-profit

o o th e r  (please specify)

5. Which category BEST describes the goods/services your organisation markets?
o Consumer Packaged Goods (e.g . food, beverages, footw ear, apparel, to ile trie s , cleaning products) 

o Consumer Durable Goods (e .g . autom obiles, household appliances, consum er e lectron ics) 

o Consumer Services (e.g. reta il banking, insurance, childcare, education, medical care, transporta tion )

Business to Business Supply Goods (e.g . o ffice supplies, raw m ateria ls, component parts)

Business to Business Durable Goods (e.g . com puter hardware, office equipm ent, m achinery) 

o Business to Business Services (e.g . advertis ing , planning, research, consultancy, media services) 

o o th e r (please specify)

6. How many people are employed in:
(a) Your organisation? | |

(b) M arketing a c tiv ities , excluding sales? ( In p u t 0 if  none) | |

(c) Sales activ ities? (Inp u t 0 if none) | |
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Diversity in Marketing Practice (Final Draft 2008) 
Section 2 of 6: Organisational Strategy

This section attem pts to identify your organisation's OVERALL BUSINESS STRATEGY (i.e . your organisation's 
APPROACH to tlie MARKETPLACE).

7. Which statement BEST describes your organisation's APPROACH to the 
MARKETPLACE?
o (a) We've attem pted to locate and m ainta in a secure niche in a re la tive ly  stable product or service area. We've tried  to 

o ffe r a more lim ited range of products or services than our com petito rs and we've tried  to p ro tect our domain by offering 
higher quality and superior service. We may not be at the fo re fro n t of developm ents in the industry , but have a ttem pted  to
concentrate instead on doing the best job  possible in our m arket.

o (b) We've tried to  operate w ith in  a broad p roduct-m arke t domain th a t undergoes periodic rede fin ition . We've wanted to be 

'f irs t in ' w ith  new products and m arket areas, even if not all o f these e ffo rts  have proven to be h ighly p ro fitab le . We've tried  to 
respond rap id ly to early signals concerning areas of opportun ity , and these responses have often led us to  a new round of 
com petitive  actions.

o (c) We've attem pted to m ainta in a stable, lim ited line o f products or services, while at the same tim e have tried  to move 

out quickly to  fo llow  a carefu lly selected set of the more prom ising new developm ents in the industry. We are seldom 'f irs t  in' 
w ith new products or services, but by carefu lly m onitoring the actions of m ajor com petitors in areas compatible w ith our stable
product-m arket base, we try  to  be 'second in' w ith  a more cost e ffic ien t product or service.

(d) We've not been able to  have a consistent p roduct-m arke t o rien ta tion . We have not been able to  be as aggressive in 

m ainta in ing established products and m arkets as have our com petito rs and we have not been able to  take as many risks as 
they have. We have been forced to respond to environm enta l pressures.



Diversity in Marketing Practice (Final Draft 2008)
Section 3 of 6: Organisational Strategy Relative to Competition

This section attem pts to identify your organisation's APPROACH to the MARKETPLACE in COIMPARISON to 
COI^PETITORS.

8. The PRODUCTS and SERVICES we provide to our customers are best 
characterised as:
o (a) more innova tive, continua lly  changing and broader in nature th roughou t the organisation and marketplace.

o (b) fa irly  stable in certa in  un its /departm en ts  and m arkets while innovative in o ther un its /departm en ts  and m arkets.

o (c) well focused, re la tive ly  stable and consistently defined th roughout the organisation and marketplace.

o (d) in a state of trans ition , and largely based on responding to opportun ities or th rea ts  from  the m arketplace or 

environm ent.

9. Our organisation has an IMAGE in the marketplace as a firm which:
(a) offers fewer, selective products/services which are high in quality, 

o (b) adopts new ideas and innovations, but only a fte r careful analysis.

o (c) reacts to opportun ities or th reats in the m arketplace to m ainta in or enhance our position, 

o (d) has a reputa tion  fo r being innovative  and creative.

10. The amount of time our firm spends on MONITORING CHANGES and TRENDS 
in the marketplace can best be described as:
o (a) Lengthy: we are continuously m onitoring the marketplace, 

o (b) M inim al: we really don’t spend much tim e m onitoring the m arketplace.

(c) Average: we spend a reasonable am ount of tim e m onitoring the m arketp lace.

o (d ) Sporadic: we som etim es spend a great deal o f tim e and o ther tim es spend lit t le  tim e m onitoring the m arketplace.

11. The INCREASE or LOSS in DEMAND, which we have experienced are due most 
probably to our practice of:
o (a) concentrating on more fu lly  developing those markets which we curren tly  serve, 

o (b) responding to the pressures of the m arketplace by taking few risks, 

o (c) aggressively entering into new markets w ith new types of product/service offerings.

(d) assertive ly penetrating more deeply into markets we curren tly  serve, while adopting new products/services only a fte r a 

very careful review of the ir potentia l.
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Diversity in {Marketing Practice (Final Draft 2008)
12. One of the MOST IMPORTANT GOALS in our firm is our dedication and 
commitment to:

(a) keep costs under contro l.

o (b) analyse our costs and revenues care fu lly , to  keep costs under contro l and se lective ly generate new products/services 

or en ter new m arkets.

(c) ensure th a t the people, resources and equ ipm ent required to develop new services and new m arkets are availab le and 

accessible.

o (d) make sure tha t we guard against c ritica l th rea ts by taking whatever action is necessary.

13. The COMPETENCIES (SKILLS) which our MANAGERIAL employees possess can 
best be characterised as:
o (a) A na lytica l: the ir sk ills  enable them  to both iden tify  trends and then develop new service o fferings or m arkets, 

o (b) Specialised: th e ir  sk ills  are concentrated in to one, or a few, specific areas, 

o (c) Broad and Entrepreneuria l; th e ir  sk ills  are diverse, flex ib le , and enable change to be created, 

o (d) Fluid: the ir sk ills  are related to  the near-term  demands of the m arketp lace.

14. The one thing that PROTECTS my organisation from COMPETITORS is that we 
are able to:
o (a) care fu lly  analyse emerging trends and adopt only those which have proven po tentia l, 

o (b) do a lim ited number of th ings exceptionally well.

o (c) respond to trends even though they may possess only m oderate po ten tia l as they arise, 

o (d) consistently develop new services and new m arkets.

15. Our MANAGEMENT staff tends to CONCENTRATE on:
(a) m ainta in ing a secure financia l position through cost and qua lity  contro l measures.

(b) analysing opportun ities in the m arketplace and selecting only those opportun ities w ith proven po ten tia l, while 

protecting a secure financia l position.

o (c) activ ities or business functions which most need a ttention  given the opportun ities or problems we curren tly  confront, 

o (d) developing new products/serv ices and expanding in to  new m arkets or m arket segments.

16. My organisation PREPARES for the FUTURE by identifying:
o (a) the best possible so lu tions to  those problem s or challenges th a t requ ire  im m ediate a tten tion .

o (b) trends and opportun ities in the marketplace, which can resu lt in the creation of service o fferings or programs th a t are 

new to our industry or reach new m arkets.

(c) those problems which, if  solved, w ill m aintain and then im prove our curren t service o fferings and m arket position.

(d) those trends in our industry , which o ther firm s have proven to possess long-term  po tentia l, while also solving 

problems related to our current service o fferings and our current custom ers' needs.
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Diversity in Marketing Practice (Final Draft 2008)
17. The STRUCTURE of my ORGANISATIO N is:

o (a) functiona l in nature ( i.e . organised by departm ent - marl<eting, accounting, liuman resources, e tc .).

o (b) service or m arket oriented ( i.e . all departm ents have some m arketing and accounting respons ib ilities).

o (c) p rim arily  functional (departm enta l) in nature; however, a service or m arket oriented structure  does exist in newer or 

larger service offering areas.

o (d) con tinua lly  changing to  enable us to  meet opportun ities  and solve problem s as they arise.

18. The PROCEDURES my organisation uses to  EVALUATE PERFORI^ANCE are best 
described as:

(a) decentra lised and pa rtic ipa to ry  encouraging many organisational members to be involved.

(b) heavily oriented toward those reporting  requirem ents which demand im m ediate a tten tion , 

o (c) h ighly centralised and p rim arily  the responsib ility  o f senior management.

o (d) centralised in more established service areas and more partic ipa to ry in newer p roduct/service  areas.
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Diversity in {Marketing Practice (Final Draft 2008)
Section 4 of 6: Marketing Practices with Main Customers

This section examines how your organisation practices marketing with respect to your IMAIN CUSTOMERS (i.e . 
those customers who are the FOCUS of your organisation's MARKETING ACTIVITIES).

19. Our marketing activities are PRIMARILY intended to:
(a) a ttrac t new customers.

(b) retain our existing customers.

o (c) develop cooperative /in teractive  relationships w ith our customers.

(d) coordinate a networl< of re lationships w ith in  our w ider m arket system (i.e . customers, suppliers, service providers and 

o ther re levant parties).

20. Our marketing planning is focused PRIMARILY on the:
o (a) product/service offering.

(b) general custom er base.

( 2 )  (c) individual customers.

o (d) network of re lationships w ith in  our w ider m arket system (i.e . customers, suppliers, service providers and o ther relevant 

parties).

21. Our marketing resources (i.e. people, time and money) are PRIMARILY 
invested in:
o (a) product/service  o ffe ring , prom otion, price and d is tribu tion  activ ities  (o r some combination of these ac tiv ities), 

o (b) com m unication technology w ith our general custom er base, 

o (c) developing personal re lationships w ith ind ividual customers.

o (d) coordinating the network of relationships w ith in  our w ider m arket system (i.e . customers, suppliers, service providers 

and other re levant parties).

22. In  our organisation, marketing activities are PRIMARILY carried out by:
o (a) functiona l m arketers ( i.e . oversee the general developm ent of the product including its pric ing, prom otion, and 

d is tribu tion ).

o (b) specialist m arketers ( i.e . specialise in a specific area of m arketing such as public re lations, e lectron ic m arketing , 

advertis ing , corporate comm unications, customer service e tc.).

o (c) all employees.

o (d) ch ie f execu tive /sen io r managers.

23. Our purpose in serving our market(s) is PRIMARILY to:
o (a) generate financial return ( i.e . p ro fit or to  achieve o ther 'financ ia l' measures), 

o (b) acquire custom er in form ation fo r our database, as well as financia l re turn .

(c) develop in teractive  relationships w ith individual customers, as well as financial return.

o (d) form  a network of relationships w ith organisations in our w ider m arket system (i.e . customers, suppliers, service 

providers and other re levant parties), as well as financia l return.
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Diversity in Marketing Practice (Final Draft 2008)
24. Our marketing communication PRIMARILY involves:
o (a) our organisation com m unicating to  the mass m arket, 

o (b) our organisation com m unicating to  an iden tified  m arket segment, 

o (c) our individual employees com m unicating w ith th e ir  customers.

o (d) our senior managers com m unicating w ith o ther senior managers in our w ider m arket system (i.e . customers, 

suppliers, service providers and other re levant parties).

25. Our contact with customers is BEST described as:
o (a) a rm s-leng th , im personal.

(b) somewhat personalised, 

o (c) interpersonal.

26. The nature of our relationship with customers is BEST described as:
o (a) discrete w ith no expectation of fu tu re  personalised contact w ith customers, 

o (b) some fu tu re  personalised contact w ith  customers, 

o (c) ongoing personal contact by ind ividuals in our firm  w ith th e ir customers.

o (d) ongoing personal contact by ind ividuals in our firm  w ith members w ith in the w ider m arket system (i.e . customers, 

suppliers, service providers and o ther re levant parties).
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Diversity in Marketing Practice (Final Draft 2008)
Section 5 of 6: Measuring Performance

Low 0

o
1

o
2

o
3

o
4

o
5

o
6

o
7

o
8

o
9

o
10

o
High 11

o
o o o o o o o o o o o o
o o o o o o o o o o o o

This section examines your organisation's approach to MEASURING PERFORMANCE.

27. Relative to the objectives set, please rate how well your organisation has 
achieved the following outcomes during the last year.

(a) Overall p ro fit margin 
re lative  to the objective set
(b) Overall sales re lative  to 
the objective set
(c) Overall return on 
investm ent (ROI) re lative  
to  the objective set

28. Over the last year, your organisation's performance in its principal m arket was 
GREATER th a n  %  of all competitors. (Example: I f  you believe your 
organisation's return on investment (R O I) is GREATER than 459/6 o f all 
competitors, then tick 4 1 -5 0 % .)

Greater Greater
than 0 % than 100%

1-10% 11-20% 21-30% 31-40% 41-50%  51-60%  61-70% 71-80%  81-90%  91-99%  
o f of

com petitors com petitors
(a) Return on Investm en t o
(ROI)
(b) Relative Marl<et Shares 
(RMS)
(c) Return on Assets 
(ROA)

(d) Sales Growth o
(e) O verall Customer 
Retention
(f) Major Customer 
Retention

o
o
o
o

o o o o o o o o o o o
o o o o o o o o o o o
o o o o o o o o o o o
o o o o o o o o o o oo o o o o o o o o o o
o o o o o o o o o o o
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Diversity in Marketing Practice (Final Draft 2008)
Section 6 of 6: About You

The last section!

29. How long have you worked in your organisation?
Years | |

30. At what level is your current position?

o Upper Management 

o Middle Managennent 

o Lower Management 

o Staff/Employee 

o o th e r  (please specify)

I . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . I

31. W hat is the highest level of education you have achieved?

o Secondary School 

o Technical/Trade Qualif ication 

o Undergraduate Degree 

o Postgraduate Degree

o o th e r  (please specify)

1 ............................... 1

32. Your age?
Years | |

33. Your gender?

o Female

Male
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Diversity in Marketing Practice (Final Draft 2008) 
Thank You

W e sincerely apprec iate yo u r efforts in contributing to our research study. Replies are fu lly  confidential and all 
results will be aggregated . Hence, no individual or organisation can or will be Identified.

I f  you would like a sum m ary of the findings please e -m a il an n .to rres@ nuiga lw ay.ie . Findings will also be m ade  
availab le through the M arketing Society and th e  M arketing  In s titu te  of Ire la n d .

Thank you again for your tim e and consideration.
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APPENDIX C:
1"̂  EMAIL TO MARKETING SOCIETY MEMBERS

Dear Marketing Society Member,

You are invited to participate in an online survey examining marketing 
practice within organisations. This survey is conducted in association 
with the Marketing Society, M arketing Institute o f Ireland, Trinity 
College Dublin and the National University o f  Ireland Galway.

In the next few days, you can expect to receive a link to the survey, which 
will take 10 to 15 minutes o f  your time to complete. All responses are 
treated with respect for privacy and anonymity. The study observes the 
code o f conducts for the Market Research Society and ESOMAR. If  you 
prefer not to participate in this study, send an email, with ‘opt-out’ typed 
in subject line, to Irene McEvoy at irenefem arketingsociety.ie.

Your participation in this study would be greatly appreciated.

Kind regards.

Niall McCaffrey 
Chairman 
Marketing Society
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APPENDIX D:
2""“ EMAIL TO MARKETING SOCIETY MEMBERS

Dear M arketing Society Member,

I know what you are thinking: Not another questionnaire! Does this 
questionnaire deserve to be answered? I propose it does, but then I would, 
as I have put considerable work into its preparation.

You will have already received an email from Niall McCaffrey, 
Chairman o f  the M arketing Society, introducing the survey. This study is 
for my doctoral thesis, which examines marketing practice within 
organisations. It is part o f  ongoing research at Trinity College, Dublin 
and the National University o f Ireland, Galway. All responses are treated 
with respect for privacy and anonymity (see privacy statement attached to 
this email) and a summary o f  the findings will be made available through 
the Marketing Society.

The success o f this project depends on getting a high response rate. To 
this end, I would appreciate if  you would complete this survey, available 
at the following link:

https://survcv.spss.ie/mrIW eb/mrIW eb.dll?I.Proiect=DM PRACTICESTU 
DY

Kindest regards.

Ann M. Torres 
Principal Researcher 
email: ann.torres@ nuigalway.ie 
Telephone: +353 864035256
http://www.nuigalwav.ie/faculties_departments/marketing/anntorres.html
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APPENDIX E:
3"'' EMAIL TO MARKETING SOCIETY MEMBERS

Dear Marketing Society Member,

A reminder to please complete the survey for my doctoral thesis, 
available at:

https://survcv.spss.ie/mrIW eb/mrIW eb.dll?I.Proiect=DM PRACTICESTU
DY

All responses are treated with respect for privacy and anonymity (see 
privacy statement attached to this email) and a summary o f the findings 
will be made available through the Marketing Society.

To-date, your response has been quite good, with over 15% o f the 
Marketing Society membership completing the survey. I thank those o f 
you who have generously given me 10 to 15 minutes o f your time and ask 
you to forgive this intrusion.

Kindest regards.

Ann M. Torres 
Principal Researcher 
email: ann.torres@ nuigalway.ie 
Telephone: +353 864035256
http://www.nuigalway.ie/faculties_departments/marketing/anntorres.html
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APPENDIX F:
EZINE NOTICE TO MARKETING INSTITUTE MEMBERS

Diversity in Marketing Practice - Survey

We encourage you to participate in an online survey examining 
marketing practice within organisations. The 10 minute survey is 
conducted in association with Trinity College Dublin and the National 
University o f Ireland Galway.

Start Survey:
https://survcy.spss.ie/mrIW eb/mrIW cb.dH?I.Proiect=DM PRACTICEST
UDY

Niamh Walsh, Communications Manager, The M arketing Institute o f 
Ireland

N.B. A link to the ezine notification may be found at: 
http://ncwsweaver.ie/mii/indcx00026294 l.cfm ?x=bl 1.0.W&
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APPENDIX G:
1"̂  EMAIL TO MARKETING INSTITUTE MEMBERS

Dear Mr./Ms. XXX,

You arc invited to participate in an online survey examining marketing 
practice within organisations. This survey is conducted in association 
with the Marketing Institute o f Ireland, Marketing Society, Trinity 
College Dublin and the National University o f Ireland Galway.

The success o f this project depends on getting a high response rate. To 
this end, I would appreciate if you would complete this survey, which 
will take 10 to 15 minutes o f your time, and is available at the following 
link:

https://survev.spss.ie/mrIW eb/mrIW cb.dH?I.Proicct=DMPRACTICESTU
DY

All responses are treated with respect for privacy and anonymity (see 
privacy statement attached to this email) The study observes the code o f 
conducts for the Market Research Society and ESOMAR. If you have any 
questions, please contact the principal researcher, Ann Torres, at (086) 
4035256 or ann.torres@ nuigalwav.ie.

Your participation in this study would be greatly appreciated.

Kind regards,

Ann M. Torres 
Principal Researcher 
email; ann.torres@ nuigalway.ie 
Telephone: +353 864035256
http://www.nuigalway.ie/facultics_dcpartments/marketing/anntorres.html

279



APPENDIX H:
2^” EMAIL TO MARKETING INSTITUTE MEMBERS

Dear Mr./Ms. XXX,

If  you have not already done so, a reminder to please complete the survey 
for my doctoral thesis, available at:

https://survev.spss.ie/mrIW eb/mrIW eb.dll?I.Proicct=DM PRACTICESTU
DY

All responses are treated with respect for privacy and anonymity (see 
privacy statement attached to this email). If  you are interested in a 
summary o f  the findings, please contact me at: ann.torres@ nuigalway.ie

If  you have already completed the survey, I thank you for generously 
giving me your time and ask you to forgive this intrusion.

Kindest regards.

Ann M. Torres 
Principal Researcher 
email: ann.torres@ nuigalway.ie 
Telephone: +353 864035256
http://www.nuigalwav.ie/faculties departments/marketing/anntorres.html
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