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ABSTRACT

The potential of marketing as an investment for competitive advantage coupled with
the intense competition that characterises the business environment of Quantity
Surveying Consultancy Firms (QSCF) has sparked the need for some appraisal of the
stage of marketing development of the QSCF in Ghana. The problem is research
works on marketing in the professional industry is more generic and combines
consulting engineering practices with other professional services: such reports are
also prescriptive in nature and are based on experiences and observations of
marketing professionals rather than an academic research. The body of literature on
marketing of QSCF is very scanty with a few empirical studies that do not focus on
marketing development ‘per se’ but is rather a commentary of QSCF 1in a changing
environment with emphases on new roles and responsibilities. The philosophy
underpinning this study is that, the marketing orientation of a firm must be
investigated using an integrated conceptual framework that considers marketing
practices of the firm, marketing performance barriers and innovation performance
factors that can create innovation outcomes, so that a complete picture about their
dependencies are established to show the path to survival in the midst intense
competition. The aim of this research is to explore the marketing orientation of
QSCEF using the philosophy indicated and to proffer measures that can boost their
marketing orientation. The study adopted the philosophy of positivism, a deductive
approach to scientific enquiry and a questionnaire survey which achieved a 100%
response rate, with cross sectional time horizon. A total of 45 QSCF constituted the
sample with the respondent being top managers or directors of marketing if they
existed. Findings of the research reveal that firms are realising the importance of
marketing orientation in managing the consultancy business as is manifested in their
effort in planning and implementation of various marketing programmes. It is
however noted that the lack of a systematic and the unstructured manner with which
marketing practices are conducted indicates an ad-hoc approach which lacks the
potential for a successful marketing programme. Professional limitations, resource
constraints and association code of ethics continue to plug the way of marketing-
oriented approach to QSCF management practices and that curtails the potential
innovation performance of the firm. It was also found that in most cases, the size and
age of firms as well as the educational background of respondents have no influence
on their marketing orientatation. As a result, marketing activities are conducted
without innovation in view and that has resulted in various degrees of failures that
characterises most QSCF marketing programme since a marketing programme which
lacks innovation outcomes is not sustainable. This study has established the linkages
between marketing practices, marketing orientation, marketing performance barriers
and innovation performance factors to achieve innovation outcomes that can improve
performance. The flowchart based on these linkages provides synchronised
procedures which can be a useful guide to QSCF in achieving innovation in their
marketing programmes to ensure the sustainability of such marketing programmes.
The contribution of this paper is embedded in defining the future direction of
marketing function in QSCF in Ghana. It will also derive the attention of managers to
the importance of marketing concept. Future research must focus on the impact of
marketing on business success of QSCF and other consulting practices in the built
environment.

Keywords: Innovation, Marketing Practices, Marketing Barriers.
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CHAPTER ONE

GENERAL INTRODUCTION

1.1 BACKGROUND OF THE STUDY

The Quantity Surveying Consulting Firms (QSCF) comes under one of the divisions
of professional bodies that service the construction industry in Ghana. The QSCF is
under the Quantity Surveying division of the Ghana Institution of Surveyors (GhIS)

incorporated under the Professional Bodies Registration Decree, 1973 (NRCD 143).

The QSCF like other businesses/firms are in business to make profit in order to
survive the competition in the market that characterizes the business environment.
For the QSCF to successfully compete with its competitors and survive, it must
achieve three major objectives comprising sufficient demand; a sustained growth;
and a profitable volume (Kotler & Konner, 1977; Yisa et al, 1995). Arditi et el.
(2008) noted that clients have become more selective in choosing service providers
who provide client—centered rather than technical-centered service. The authors
indicated that since clients’ desire personalised service, marketing has become a tool

for attracting such client.

-

puss el S
Mia_x:lfgg_ing is a business philosophy that puts the customer at the centre of all the
organisation’s considerations (Dikmen ef al.,, 2005). Levitt (1983) noted that “the
purpose of a business Is to create a customer’’. Dikmen et al. (2005) argues that
creating a customer means identifying needs in the market place, finding out which

needs the firm can profitably serve, and creating an offering that to convert potential
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buyers to into customer. This argument simply sets out the rationale for marketing by
stating its ultimate desired outcome (Dikmen et al., 2005). Friedman (1984) also
identified marketing as an activity with a potential for increasing sales. In the words
of Arditi ar al. (2008) ‘marketing is considered as an investment for creating a
competitive edge-an empowerment for competitive advantage’. This assertion
reveals the main benefit of marketing that makes it indispensable for the QSCF’s

survival and the desire for greater profitability.

Kotler and Conner (1977), concur that, marketing, far from being a negligible
function in managing professional service firms, is now recognised as one of the
more important functions for helping professional firms to meet the unprecedented
challenges faced by professional practices including the QSCF. Surprisingly,
marketing is less well developed in the QSCF and often performed in most firms on
an ad hoc basis (Morgan & Morgan, 1990). Moore (1984) noted that marketing
management has not yet been applied to any greater extent in the construction

industry.

These indications suggest that the marketing function of quantity surveyors needs to
be developed%;the client is—going to get an appropriate and quality professional
seﬂc&(Rwelamina and Bowen, 1995). Because this will avoid competition between
QSCF being based solely on price, leading to reduced profitability, and, also provide
a mechanism to QSCF to cope_with the changing environments within which they

find themselves. It is in line with this background that this study was undertaken to

upraise the stage of marketing development in the QSCF and attempt to determine



the future direction of marketing function in QSCF. It also assessed potential
problems and barriers to the adoption and implementation of marketing concept and
also evaluated potential innovative factors in the activities of the QSCF firms in

Ghana so as to improve its performance.

1.2 PROBLEM STATEMENT

Morgan and Morgan (1990) stated that marketing is less developed in the
professional industry and often performed in most firms on an ad hoc basis.
According to Morgan and Morgan (1991), marketing within the professional sector is
considered at worst as an alien concept, and at best as a new development that 1s
viewed with skepticism. Pheng (1991) also observed that marketing has attracted
only little attention among professionals. This situation is in direct contrast to the
role of marketing in the consumer goods industry (Gummesson, 1979), where
marketing is accepted as one of the cornerstones of servicing the needs of clients and

customers.

Peck (1994) is of the view that some consulting firms are still struggling to
understand and implement effective marketing programmes. In the view of
Rwelamila andexowen (1995), QSCEF are still clinging to an out dated, bull market
philosophy: ‘As loﬁg as wmwork we will always have plenty of work’.
Stewart et al. (1998) sees this philosophy as an impediment that is preventing the
QSCEF from achieving sustainable growth.

The literature available on marketing in the professional industry is more generic

(Kotler and Conner, 1977; Lidstone, 1984) and mostly combines consulting



engineering practices with several other professional services such as accounting,
medicine, brokerage, insurance etc. (Rwelamila & Bowen, 1995). Morgan and
Morgan (1991) reports that such literature are prescriptive in nature and are also
based on the experiences and observation of American practising marketing

consultants rather than an academic research.

The few academic research works that have been conducted in different countries
comprises that of Morgan (1990) in the United Kingdom, Rwelamila and Lethola
(1998) in South Africa, and Marr et al. (1996) in New Zealand. Morgan (1990) found
that very seldom firms have their own marketing departments or specific individuals
responsible for marketing. Even when marketing department exists, the consulting
firms still struggle to implement marketing functions effectively. Merr et al. (1996)
measured the perception of marketing by private engineering consultancies in New
Zealand and found that competing on price is one of the major barriers to the
consulting engineer’s adoption of the marketing concept. The result obtained by
Rwelamila and Lethola (1998) gives support to Morgan (1990) and Marr ef al.

(1996).

Rwelamina and Bowen (1995) noted that specifically on marketing of professional

.-"F'-F--

quantity surveying services, the-body of literature available is scanty with a few

empirical studies having been undertaken. Knowles (1986) and Davis (1992) added

——

that the little existing literature does not focus on marketing development per se,

rather it comments on quantity surveying practices in a changing environment with

emphasis on new roles and responsibilities (Cooper, 1978 Jones, 1983; Jacobs,

1986).



This study explored the marketing orientation of QSCF in Ghana by ascertaining the
marketing practices and actions adopted for managing QSCF in Ghana and identified
barriers to mounting effective marketing programme by QSCF and also assessed

potential marketing innovation factors with the view of improving performance.

1.3 RESEARCH QUESTIONS

<» What marketing practices and actions are adopted for managing the QSCF in
Ghana?
% What are the identifiable barriers to the marketing performance of QSCF in

Ghana?

% What are the potential marketing innovation factors that can improve the

performance of the QSCF in Ghana?

1.4 AIMS OF THE STUDY

The main aim of the study is to explore marketing orientation of the QSCF in Ghana,

and proffer measures that will boost the marketing orientation of the QSCF, based on

the findings.



1.5 OBJECTIVES OF THE STUDY

To meet the general aim, the study will focus on the following specific objectives:
1. To ascertain the marketing practices of the QSCF in Ghana;
2. To identify the underlying barriers inhibiting marketing performance of
QSCF in Ghana;
3. To determine the underlying potential marketing innovations factors that can
improve performance of the QSCF in Ghana; and
4. To proffer measures that will boost the marketing orientation of QSCF in

Ghana to advance innovation and improvement performance.

1.6 SCOPE OF THE STUDY

The study was conducted in Greater Accra region of Ghana where a greater majority
of the QSCF in Ghana can be located (GhIS, 2012). This region was chosen because
majority of the firms that forms the target population were found there and this

enhanced the administration of the survey instrument.

The study was only concerned with those QSCF in private (self employed)

consultancy firms that are practising either as a sole proprietor or in partnership but
———— /—

not as an individual surveyor in paid up employment such as Quantity Surveyors in

esfafes companies, financial institutions etc. The firms were registered business

entities as against an individual quantity surveyor for an organisational entity. A total

of 45 QSCF constituted the study sample size. Each of the firms was registered by

the Ghana Institution of Surveyors (GhIS) as a practising QSCF in Ghana.



The Study focused attention on marketing practices, barriers to such practices and

potential innovation factors that could be adopted by the QSCF in Ghana to improve

performance.

1.7 METHODOLOGY

Because of the exploratory nature of the research, data was collected with the aim to
establish the state of marketing orientation of the QSCF within the Ghanaian context
by identifying significant variables or performance measures of marketing
orientation within the QSCF in Ghana. That served as a guide for the
operationalisation of relevant variables of marketing orientation of QSCF in the

Ghanaian context (DePoy & Gitlin, 1998; Sarantakos, 2003).

Because of that, this study adopted the use of questionnaire as a data collection tool
for the study. The choice of questionnaire as a data collection tool was influenced by
the nature of the investigation and the type of the study population. (Kumar, 1999)
The data collected from the QSCF was analyzed using the Statistical Package for
Social Sciences (SPSS) version 17 software programme. The data was initially
summarised into frequencies and percentages and cross tabulations carried out to
examine relationships between various variables, in order to provide answers to the
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research objectives.

i
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Further analysis were carried out using factor analysis because of the ability of this
analysis tool to analyse relationships among difficult to interpret correlated
variables in terms of a few conceptually meaningful, relatively independent factors,

each of which represents some combination of original variables ( Rumel 1970;



Kleinbaum et al. 1988; Comrey & Lee 1992) The variables were grouped into a
relatively small number of factors and that were used to represent relationship among

sets of many interrelated variables.

1.8 SIGNIFICANCE OF THE STUDY

An appraisal of marketing development is necessary to determine the future direction
of the marketing function in QSCF and evaluate potential problems and barriers to
the formulation and implementation of market-led strategies in these firms. The
findings of this study have addressed certain marketing elements that are measurable
within QSCF, in an effort to assess the extent to which the marketing concept has
been adopted and implemented. The results of the study has provided the basis to
proffer measure that will boost the marketing orientation of QSCF, and which will
advance innovation and performance improvement as indicated in section 5.4 of the

chapter five.

The flowchart in figures 5.1 has provided a logical means of addressing existing
marketing problems by applying systematic marketing management process which
focus on integrating marketing practices, marketing performance barriers and
potential innovations of a machieve organisational success. By applying
this,-firms will be able to cope with the changes experienced in the industry to ensure
their survival. The application of the proffered measures illustrated with a flowchart
in figure 5.1 (Pp. 110) will help the firms to achieve market differentiation. That will
lead to the creating of a competitive edge which is an empowerment for competitive

advantage to outmanoeuvre competitors.



Again the barriers inhibiting marketing performance has also been highlighted for the
QSCEF to address. The study has also established the antecedents of QSCF marketing

and that will be useful to policy makers in the professional consulting industry to

address.

1.9 ORGANIZATION OF THE STUDY

The write-up is divided into five chapters. Chapter One comprises background to the
study, statement of the problem, objectives of the study, significance of the study,
and chapter organization. The Chapter Two, which is the literature review, comprises
discussions on marketing in Quantity Surveying Consulting Firms in Ghana,
marketing practices, and barriers to those practices as well as potential innovations.
Chapter Three is the methodology of the study. Chapter Four comprises an analysis
of the socio-demographic characteristics of QSCF, their marketing practices;
marketing performance barriers and potential innovations. Chapter five comprised of
the summary, conclusions, recommendations, and further research. This is further

elaborated as shown with the conceptual framework in figure 1.10.



1.10 CONCEPTUAL FRAMEWORK

CHAPTER ONE CHAPTER TWO
Background of the Study Defining Marketing
Problem Statement
Research Questions
Aims of the Study
Objectives of the Study

Scope of Study ‘
Methodology Barriers to marketing

Significance of study Potential innovation factors

Organisation of the Study
Conceptual Framework

Conceptual issues in marketing

Marketing orientation and selling
orientation

Marketing practices

CHAPTER FOUR CHAPTER THREE ‘
Presentation of respondent’s Philosophical traditions and

characteristics considerations
Analysis of Data Method of scientific enquiry and
Discussions of Findings reason

Research strategy and design
Research scope and boundaries
Sampling technique and sample frame
Data collection methods

Data analysis method

CHAPTER FIVE

Summary
Conclusions

Recommendations and policy
implication

Figure 1.1: Conceptual Framework for the Study
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CHAPTER TWO

REVIEW OF LITERATURE

2.1 INTRODUCTION

The entire literature is categorized into two broad areas as quantity surveying
marketing in Ghana and generic marketing issues. The first part of the literature
reviewed here includes three areas namely: Quantity Surveying consultancy services
in Ghana and professional service criteria, definition and conceptual issues of
marketing and its antecedents, and marketing and selling orientation. The remainder
of the chapter is divided into three sections as: marketing practices, barriers to
mounting effective marketing programme and potential marketing innovation factors
that can improve performance. The present review is limited to investigations of

matters that have to do with marketing in consultancy firms and organizations.

2.1.1 The Practice of Quantity Surveying in Ghana

Any quantity surveyor (QS) who is duly registered by the Ghana Institution of
Surveyors (GhIS) and earns his livelihood by engaging in activities so described as
the duties and functions of the QS in the GhIS constitution and the Act that
established professional bodies may be described as a Quantity Surveyor in practice.
In Ghana, QS in practice cafi be found I_nainly in two categories:

There are those self employed in consultancy businesses in the private sector and the

other group are those in employment in government institutions or in companies in

the private sector.
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The figure 2.1 below shows the distribution of QS in practice.

Quantity Surveyors in practice

I Private (Se

If employed) \ LP—aid employment

} !

Consultancy Firms | Government,
State etc

Educational

}

55

Ministries,
departments,
agencies

Tertiary
Institutions

Private

Companies

y

Contractors ‘

Main &
Sub

Figure 2.1: Distribution of Quantity Surveyors in Practice

Source: The Quantity Surveyor, 2005

Y

Others

Estate
companies,
financial

institution
institutions

2.1.2 Continuum of Quantity Surveying Services (QSS) in Ghana

The range of _s_ejfﬁces offered by the-QS is quite wide and it is not practicable for any

job location or type of employment to offer all the range of services or provide the

—

platform for experiencing all the services. The types of Quantity Surveying practices

or functions that may exist in different places or types of employment and the

relative qualitative frequencies of their occurrences in such places are summarized in

table 2.1.
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Table 2.1: Distribution of Quantity Surveyors in Practice

Distribution of Quantity Surveyors in practice with types
and qualitative frequencies of services renderable
. S self | QS in employment by various establishments
wangs ‘ofquan.t 2 Smployed govemmﬁntym Edscation Private
surveying services . ; : .
(private and its | (lectures in | companies
consultancy) | agencies tertiary (contractors)
institutions)
A. BUILDINGS
PRE CONTRACT
Cost planning and | Always Sometimes Rarely Sometimes
control
Contract documents | Always Sometimes Rarely Sometimes
Pricing and Tendering | Always Sometimes Rare Always
Tender Report and | Always Sometimes Rare Sometimes
Analysis
POST CONTRACT
Contract Management | Rare Rare Rare Most
Times
Interim Valuation Always (supervision) | Sometimes | Always
Always
Variations Always (supervision) | Sometimes | Always
Always
Financial Statements | Always (supervision) | Sometimes | Always
Always
Final Accounts Always (supervision) | Sometimes | Always
Always
OTHERS
Investments Appraisal | Sometimes | Sometimes Sometimes | Sometimes
Arbitration Sometimes | Rare Rare Rare
Project Management | Sometimes | Rare Rare Rare
ENGINEERING PROJECTS
PRE CONTRACT
Bills of Quantities Sometimes | Rare Rare Sometimes
POST CONTRACT
Valuations, etc. Sometimes | Rare Rare Most
— Times
B. RESEARCH Rare— | Rare Always Rare
AND TRAINING

Source: The Quantity Surveyor, 2005

For Quantity Surveying practices under employment, the overall organizational set-
up and structure may be such that priority is given to some types of function over

others. In government services, focus is on general supervision of the projects and

13



any private consultants where they are involved in the project. In tertiary institutions,

the focus is on instruction, training and research.

2.1.3 Professional Services and Quantity Surveying Consultancy Firm (QSCF)
in Ghana
Gummesson (1978) views professional services differently from other services,
arguing that the former are mainly advisory in nature and are delivered by skilled
professionals. To distinguish professional services from other services offered on the
market, Gummesson (1978) developed the following criteria: the service should be
provided by qualified personnel, be advisory, and focus on problem solving; the
professionals should have an identity, in order words, to be known on the market for
their specialties and under a specific name such as 'architect' or ‘management
consultant'; the service should be an assignment given from the buyers to the sellers;

the professionals should be independent of suppliers of other services or goods

Maister (1982) used the ‘term Professional Service Firm’ (PSF) for companies
involved in consulting businesses. These firms practice the phrase ‘our people are
our asset’ frequently; a PSF tends to sell to its clients the services of a particular
individual than the services of the firm. Maister (1982) argues that professional
services usuaHj;f involve a higlrdegree of interaction with the client.

C_EPQbar (1998) offered an updated definition of professional services as:
“performances of assignments or service agreements which apply some form of

expert or tacit knowledge by professionally accredited and affiliated service

providers, whose relationship with buyers of the service is of a fiduciary nature. The

14



service provider should have a distinct economic identity, and their professional

assignments should serve as the primary source of revenue to that business unit.”

Based on the two definitions, Jaafar er al. (2008) concludes that professional
services refer to the independent services offered by qualified personnel who are
knowledgeable in their specific area (which should be attached to a distinct economic
identity), and these services serve as a primary source of income to the company. In
relation to marketing in such firms, Kotler and Connor (1977) defined marketing in
professional services as:

‘organized activities and programmes by professional services firms that are

designed to retain present clients and attract new clients by sensing, serving,

and satisfying their needs through the delivery of appropriate services on a

paid basis in a manner consistent with credible professional goals and
norms .

Jaafar et al. (2008) observed that most of the professional service firms perceive
marketing as an unimportant management function and argues that many
professional practioners who serve the construction industry like architect, civil and
structural engineers, mechanical and electrical engineers surveyors, etc. have ignored

the importance of marketing preferring to act on ‘ad hoc’ basis fashion

The finding of Jaafar et al. (2008) though in Malaysia is similar to other studies
conducted in other countm;ample Morgan (1990) in United Kingdom,
Rwelamila and Lethola (1998) in South Africa, Marr, Sherrard & Predergast (1996)
in South Africa. Although the finding are not the same in all the countries, they all,
attest to the neglect of marketing management in professional services firms in one

way or the other. According to Morgan and Morgan (1991), marketing within the

professional sector is considered at worst as an alien concept, and at best as a new
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development that is viewed with scepticism. This situation is in direct contrast to the
role of marketing in the consumer goods industry (Gummesson, 1979), where
marketing is accepted as one of the corner stones of servicing the needs of clients and

customers.

2.2 THEORETICAL EXPLANATION OF MARKETING

Namo and Fellows (1993) found a wider variety of definitions of marketing even
among marketing professionals; and supported their argument with two definitions
by Kotler (1984) and Ohemae (1988). Kotler defined marketing in terms of human
activity directed at satisfying needs and wants through exchange, and Ohmae saw it
as discovering what customers want and orienting the firm to satisfying those wants.
Scanlon (1988) simplified the definition of marketing to ‘the concept of matching
services to wants in the market place'. Scanlon (1988) elaborates further that
businesses can be regarded as having three main common components, namely:

‘(i) markets, providing opportunities to supply services or products and so

generale revenue,

(ii) activities, constrained by resources and limiting business transactions to

specific services and products, and,

(iii) competition, setting price and service expectations and so tending to limit
further the sales opportunities of the business.’

Scanlon (1988) fargues baie’d,nn—these components of business that, marketing

strategy formulation is the process of relating markets to activities. Strategy

—

"

formulation results in a ‘mix', being the specific profile of services/products and
clients/customers that make up the marketplace for the organization. Selling is the
process of creating volume by placing services/products into marketplace in a

competitive environment. Operational management is charged with producing
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adequate services/products in a competitive environment and its success in doing this

is a measure of performance.

Based on the foregoing, Rwelamila and Bowen (1995) conclude that marketing is
therefore the process of orchestrating these dynamic relationships. In view of

Rwelamila and Bowen (1995), the two main purposes of marketing may be seen as:

e ‘the development of services or products that will meet client or customer
needs in a profitable and competitive manner, and,

e communicating an awareness amongst clients or customers in the
marketplace of the services or products that are on offer from the
organization .

2.2.1 Conceptual Issues of Marketing

Marketing has been a subject of various definitions articulated by different
individuals to suit various situations. Cicmil and Nicholson (1998) noted that
definitions of marketing are broad and varying, with a proliferation of concepts and
misconceptions about its nature. Fisher (1989) identified an unbalanced view of
marketing, and noted that to a larger number of firms, marketing appears to be
synonymous with selling, business lunches, and double-glazing type. Shearer (1990)
brought to light the problem of conceptualizing marketing in construction. The
research also found a prevalence of the view that marketing in construction is in

5 p e

essence selling promises, because the client is normally being asked to buy

something that does not exist.

Morgan and Bernicle (1991) noted that many construction enterprises still often fails
to realize that marketing entails more than just playing with a few isolated

promotional tools, such as distributing brochures, advertising, and film shows, which
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they often employ without following a structured marketing plan formulated in line
with the organizations aims and objectives. It also appears that the conceptual

difficulty is only a part of the wider debate about the meaning of marketing.

Construction researchers are no exception to this problem with the definition of
marketing. Arditi and Davis (1988) described marketing as consisting of activities
such as contacts with potential clients, gaining information regarding conditions,
potential customers, and projects: prequalifying with clients: estimating project cost:
submitting proposal: entering into contracts, negotiating changes and claims, and

finally, developing new technology of different contract forms.

2.2.2 The Antecedents

A number of reasons may have contributed to this as many researchers continue to
assign to this one reason or the other. Yisa ef al. (1995) noted that comparing to other
contraction management functions such as estimating, scheduling and cost control,
literature on marketing in construction is very sparse. This according to them
suggests that the industry’s professionals are being educated without a systematic
study of this important aspect of management. Harris (1991) noted that professional
education afui’r training havealways been streamlined and narrowed down to
production of highly scientifically trained professionals from the universities with

little or no management training. This points to lack of marketing as being part of the

wider problem.
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This according to Fisher (1989) has bought about many deeply held misconceptions
about the appropriateness of and value of general management skills and marketing
skills in particular, as a result, construction firm owners do not seem to be aware of
the economic payoff to be derived from the appropriate use of modern management
systems and are, as a consequence, unwilling to incur the cost of operating these
systems on their construction projects. Pheng (1991) therefore observed that
marketing has attracted only little attention among construction contractors and
professionals alike. Morgan and Bernicle (1991) noted that the U.K. construction
industry has been slow in adopting marketing principle. This Morgan and Morgan
(1990) believe is due to the fact marketing is still a new phenomenon viewed with

scepticism.

Freidman (1984) is of the view that the firms in the past have not met with
difficulties in obtaining the required level of works to maintain survival and profit.
So they rely on their reputation and quality of their work to continue winning new
order. This prevents them from recognizing the essence of marketing. Pearce (1992)
pointed out the most popular belief in the industry, that is, the most important part of
the organization is the production side. Yisa er al. (1995) explains that the
professionalsjc_iﬁk for opIBrt/un,_itieLthat fit their capabilities rather than adapting
their capabilities to suit current and future market opportunities. Bell (1981) also
ﬁgt;aﬂof the existence of a wide misconception/perception that only clients can create
demand for work, and that the firm themselves are not capable of doing so. Other
researchers also argue that the_industry is not capable of being planned, citing the
dynamic environment as a reason that prevents any long and medium term planning

(More, 1984; Pearce, 1992).
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2.3 MARKETING AND SELLING ORIENTATION

2.3.1 Marketing Orientation Concept

Avlonitis and Gounaris (1999) noted that during the last 20 years two main
conceptualizations of the notion have been developed: one that interprets Marketing
Orientation as basically a company attitude and a second that explains it as basically
company behaviour. Drucker (1954) is of the view that “marketing is not a specific
company activity rather it involves the entire organization viewed from the
customers point”. Similarly, Felton (1959) approached it as ‘a way of thinking in
doing business that is based on the integration and co-ordination of all marketing
activities which, in turn, will integrate with the rest of the company activities in an

effort to maximize long term profitability’.

Cespedes (1990) introduced the term Marketing Organisation and used it to describe
the functional department of the company that executes marketing related activities
(e.g. pricing, distribution, promotion etc.), while the concept of marketing was
identified with a certain way of thinking concerning the company's priorities and
goals. In a similar direction are also the ideas of Deshpande and Webster (1989) who
grant philosophical/cultural qualities to Marketing Orientation. In doing so, a
= =l
company's propensity to innovate is use measures its level of Marketing Orientation,
(Deshpande ef al., 1992). In that study , the term ‘customer orientation’ was used to
describe a specific set of beliefs that puts the customers' interests first and ahead of
those of all other stakeholders (e.g. owners, managers, employees) which, in their

view, should be considered as part of a broader, and more fundamental, corporate

culture.
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Avlonitis and Gounaris (1999) observed that citations of writings that approach
Marketing Orientation as a company philosophy are merely indicative and by no
means exhaustive. Others have also developed and stated similar views, all treating
Marketing Orientation as mainly a company philosophy (Houston, 1986; Dixon,
1990). Avlonitis and Gounaris (1999) summarize the basic facets of Marketing

Orientation as a company philosophy as:

“ a priority in customers when evaluating the company and its products and the
extent to which both the company and its products satisfy specific customers'
needs; a priority in elevating marketing as the prevailing culture of the
company so the entire organization will mobilize towards satisfying customers’
needs; and a priority in adjusting products according to the market needs and
wants, rather than according to the company's perceptions and beliefs, so that
customer satisfaction can be delivered’.

Aside this, there exist other concepts that regard Marketing Orientation as primarily
specific company behaviour. Trout and Ries (1985) perceive ‘Marketing Orientation
as an effort to compile market intelligence upon which the effort to build a
competitive advantage is based’. The argument goes further by supporting that
customer orientation is not as crucial as a competitor orientation is, as the later will
enable the company to identify the weaknesses of its competitors and strike them
back where they suffer. Elliot (1987) supports the behavioural approach in
explaining Marketing Orientation and believes that the concept of Marketing
Orientation and the philom;at a priority to satisfy customers' needs is
insufficient and suggests that the designing of strategies that are purposed to achieve
customer satisfaction should be considered as part of the Marketing Orientation

concept. s
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This strategic-behavioural approach in explaining Marketing Orientation has found
acceptance and support by other authors too (Bonoma, 1985; Bonoma and Clark,
1992). In fact, attempts have been made to explain Marketing Orientation as the
understanding of the significance of marketing for the company. Avlonitis and
Gounaris (1999) believe that this calls for the development of marketing skills (with
particular emphasis on the designing and implementation of marketing strategies) by
the people of the company while, at the same time, emphasis needs to be given on
the required changes in the organisational structure and marketing systems of the

company (Canning, 1989; Kohli and Jaworski, 1990).

Within this framework, Kohli and Jaworski (1990) have set three main priorities for
a Marketing Oriented company as: ‘priority in market intelligence collection (to
understand the market); priority in intelligence dissemination throughout the
company (to familiarise it with the market); and priority in responsiveness to this
intelligence (through the strategies and plans that the company designs and

implements)’

Considering the two dominant approaches of Marketing Orientation, Avlonitis and
Gounaris (1999) observes that unless the company has developed a certain attitude,
strategies that—;#gll aim to maximize its adaptation to the market cannot be designed.
Avlqg@tis and Gounaris (1999) further argue that strategies designed to increase the
degree of the company's adaptation to the market cannot be actually implemented
unless the compulsion to do so is appreciated. Avlonitis and Gounaris (1999)

therefore concluded that it appears that the two main approaches that have been

developed actually complement each other instead of opposing.
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2.3.2 Marketing Orientation verses Selling Orientation

Marketing orientation, according to Payne (1988) is the degree of responsiveness of
an organization its market need. Marketing orientation puts the customer’s needs at
the forefront of the value chain, and as a philosophy, it implies new approaches to
functional management (Cicmil and Nicholas, 1998). Cicmil and Nicholas (19938)
explains that if perceived as a business function its existence to look after sales,
branding, publicity and promotion, marketing often becomes an isolated but glorified
department detached from operations and the core business purpose which servicing

the customer.

In this situation, Cicmil and Nichoson (1998) argue that instead of being part of the
value chain closet to the customers feeding their changing needs and requirements
back into the system, marketing becomes a selling oriented activity which links the
business capability of producing a product or service with the process of converting

it into revenue. Egan (1995) describes this as selling orientation and represents it

Customer

diagrammatically as follows;

Business Marketing activity
capability
/—_—/

Figure 2.2: Sales Perspective

Source: adapted from Egan (1995)

Cicmil & Nicholson (1998) noted that with the emergence of management

philosophies that emphasize the importance of customer orientation such as TQM,
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the marketing concept takes a new, “marketing Orientation” form and becomes a
driving force behind strategic management of organization. Kotler (1991) and
Drucker (1974) among others, imply, marketing orientation reverses the way
managers look at their business, customer needs become a template for business

planning and creation of service or product portfolio.

Egan (1995) illustrates the marketing orientation as follows;

Figure 2.3: Marketing Perspective
Source: adapted from Egan (1995)

The section that follows reviews studies that investigated marketing practices of

professional consultancy firms.

2.4 MARKETING PRACTICES

Dickman, et al. (2005) argues that knowledge about the way of carrying out
marketing activities in a firm is necessary for assessing the extent to which marketing
is implemented m a firm. Existence of marketing department, the number of people
working in thé depaﬁmentMe head of marketing in the organization and
the existence of an independent sales department besides the marketing department

are some of the criteria that are used for such assessment.
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Again, specific marketing activities such as marketing research, marketing planning,
advertising, public relations, in-house marketing education and marketing
intelligence also adds to such assessment (Dikmen et al., 2005). Yisa, et al. (1995)
sorted out the above criteria and categorized them into three issues as follows:
marketing planning, organization for marketing and marketing resources. A forth

category to this list is marketing and promotional techniques (Naoum, 2001)

2.4.1 Marketing Planning

Yisa, et al. (1995) noted that the central objective of marketing planning is to
allocate the firms resources as effectively as possible. This allocation, in the view of
Kotler (1972) requires careful consideration of the firm’s strength, an assessment of
the market place, definition of long-term goals, identification of particular marketing
opportunities, and the implementation of measurable programs for exploiting these
opportunities. Friedman (1984) described marketing planning as thinking
systematically about the future and making current decisions on that basis. Marketing
planning according to Friedman (1984) is a continuous process because changes in
construction industry and in general business environment are continuous. Friedman

(1984) therefore stressed that effective marketing begins with planning and proper

planning begingﬁ;ith long-mng/gv,ﬂieﬂf the entire business.

i

—

Yisa et al. (1995) again noted that for every organization there should be a natural
hierarchy of business activities that moves from an external focus through to internal
action and control. This means that the extent of formal marketing planning has

influence on the overall success of the marketing program. Yisa, ef al. (1995)
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outlined some important aspect of a marketing plan and argued that absence of that
will affect its success. They touched on the level of management the responsibility
for marketing programs lay and linked it to the importance the firm attaches to it.
Again, they looked at the time ingredient which provides the marketing participants

with a schedule for reaching various levels of accomplishment.

2.4.2 Organization of Marketing Function

The way marketing function is managed is crucial to its success. Yisa, et al. (1995)
argues that the degrees or level to which marketing is seen as a priority by top
management, the marketing organization through structure, line of authority, and
responsibility, and the monitoring of marketing programs are key ingredients to the

overall success of the program.

2.4.3 Marketing Resources

Davis (1981) stated the composition of marketing budget with many construction

firms in the past as wages, sales expenses, product literature, and limited public-

relations activities. In recent times, both professionals and practitioners have been

seen to be engaged in other marketing activities that include professional activities
s e

designed to influence the market place, market research; cooperate identify programs

and-other marketing aids, such as the use of information services. (Yisa ef el., 1995)

Yisa, et al. (1995) is of the view that the resource in terms of manpower, skills and

budget available for these activities must be adequate enough to accomplish its
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objective. They appraised a system where there exist adequate numbers of employees
whose responsibilities are wholly dedicated to marketing functions. The employment
of marketing professionals, ie individuals who have professional qualification in
marketing and allocation of enough funds from annual turnover to support annual
expenditure on marketing was also highlighted as necessary ingredients for the

overall success of the marketing programme.

2.4.4 Marketing Activities

The specific marketing activities that a firm undertakes may give an indication as to
whether the firms see marketing to be all as advertising or not. (Dikmen, ef al., 2005)
They described the thought that marketing and selling are the same as a
misconception that is common in the industry. Richardson (1996) found similar
misconception in the UK industry. The activities include marketing research,
marketing planning, advertising, public relations and marketing intelligence
(Dickman et al., 2005). Naoum (2001) added others such as company brochure,
company newsletter, seminars, presentations, videos, site boards, introductory letter

and company logo to the list of activities.

Jafaar et al. (2008) further added launching of new services and selection of

marketing staff and training, service selection and development, income forecasting
and setting of fee structure. This list of marketing activities has been enlarged to
twenty five activities under five main categories by Arditi, er al. (2008). The
categories are: product, price, promotion, place and people. This all embracing list

developed by Atrtiti, et al. (2008) captures every single marketing activity.
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2.5 BARRIERS TO EFFECTIVE MARKETING PROGRAMME

A number of factors have been identified to be responsible for the low utilization of
marketing by professional service firms. These factors controls or limits the firms
growing need for greater commercialization of their services in a highly completive
market (Morgan et al., 1994). Kotler and Conner (1977) described the three key
factors as follows: disdain of commercialism, association code of ethics and equating

marketing with selling.

2.5.1 Disdain of Commercialism

Kotler and Conner (1977) noted that a few professionals live to think of themselves
as business men, they rather show that they are motivated by service to their clients
than the money they receive for carrying out such service. This attitude is making the
firms reluctant to pursuing any effective marketing programme even though there is
a growing need for greater commercialization of their services because of the stiff

competition prevailing in the market (Morgan ef al., 1994).

2.5.2 Association Code of Ethics

Some associations have rules that must be followed by member firms while others
= f’_,’--"'""—_—-_

have what they describe as Standards of Good Practice that firms must adhere. Kotler

"and Conner (1977) observed that professional associations have erected stringent

rules against commercial behaviour. In some professions, an absolute prohibition

exists against anything that resembles selling activity. Advertising, direct solicitation,

and referral commissioning, have been banned (Kotler and Conner, 1997).
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Jaafar et al. (2008) observed that the action of some professional association to ban
the use of marketing activities such as advertising, direct solicitation and referral
commission has led to the limited use of effective marketing strategies. Kotler &
Conner (1997) also observed that other professional firms adhere to certain
“standards of good practice” and this, according to them, tends to limit the use of

effective marketing and sales techniques.

2.5.3 Equating Marketing with Selling

Although marketing is a much larger idea than selling, professional firms show little
interest in it because they equate it to selling which the professional body place ban
against. Fisher (1989) similarly found that to a large number of firms marketing is
seen as synonymous with selling. Yisa et al. (1995) attributes this to ignorance or
misunderstanding of the concept of marketing in the industry. Dickman ef al. (2005)
similarly described equating marketing to selling as one of the misconceptions about
marketing in the industry. This in the view of Yisa ef al. (1995) can be attributed to
the fact that literature on marketing in construction is sparse, suggesting that the
industry’s professionals are being educated without a systematic study of marketing

which is an important aspect of management.

= e e :
Besides these three issues raised by Kotler and Conner (1977), Morgan et al. (1994)
also added four more issues to the list of barriers as follows: lack of in-house

marketing expertise, professional limitations, lack of partner level acceptance of

marketing as a legitimate business function and resource constraint.
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2.5.4 Lack of In-House Marketing Expertise

The findings of Yisa et al. (1995) revealed that, in a larger percentage of firms
marketing is managed by a partner/director/senior manager, in addition to other
responsibilities. Yisa ef al. (1995) indicated the percentages as 95%, 80% and 22%
for architects, engineers and contractors respectively. This indicates a lack of
importance placed on marketing and as a result no expert is employed to oversee it,
rather it is added to the responsibilities of others who may even have no knowledge
about it. The lack of in-house marketing expertise can also be attributed to the issue
of low consultation fees that reduces the firms’ revenue thereby making it difficult

for the firms to pay for the services of a marketing expert.

2.5.5 Professional Limitation

Yisa et al. (1995) noted that when construction management function such as
estimating, scheduling and cost control is compared, marketing lacks adequate
literature. They concluded that the industry’s professionals are not properly educated
on marketing as an important management function. Similarly, Harris (1991)
observed that professional education has always aimed at the production of highly
scientifically, trained professionals from the universities with little or no
management 'fraining. As pt_}M earlier by Yisa et al. (1995), Harris (1991) also
confirms that professional education and training is always streamlined and narrow

to achieve that aim. It is the content of the training that makes the professionals

handicap of marketing management techniques.
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Again, Pearce (1992) points out that, in many cases, contractors and professionals
alike believe that the most important part of the organization is the production side.
They look for opportunities that fit their capabilities as contactors, rather than
adapting their capabilities to suit current and future market opportunities (Yisa at al.,
1995). As a result, the professionals become limited in their ability to perform as
managers, particularly on issues regarding marketing. These events end up with a

lack of in-house marketing expertise to prepare and oversee the marketing program.

2.5.6 Lack of Partner Level Acceptance of Marketing as a Legitimate Business
Function

In some firms marketing is managed by partners/directors/senior managers. Many

firms depend on either directors or partners to do the marketing work (Yisa et al.,

1995, Jafaar et al, 2008). In events where such partners are members of the

professional bodies and therefore do not accept marketing as a legitimate business

function, then the firms may not be able to mount any effective marketing

programme.

2.5.7 Resource Constraint

—— _’,,_--""'""—___ . . : . ' .
Yisa et al. (1995) looked at resources for managing marketing in an organization in

terms of manpower, skills and budget. The adequacy of these resources can
guarantee a successful marketing program in the industry. However, because of the
low consultation fees charged (Jaafer et al., 2008) the firms are not able to allocate

adequate funds to support marketing activities. Much attention is paid to the
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production side (Pearce 1992) than the management side of which marketing is key

(Dikmen et al., 2005).

The limited budget prevents the firm from sourcing the services of external
marketing experts, beecause the available funds are used to cover operating costs and
production related issues such as supervision (Jafaar et al., 2008) that are considered
as most important part of the firm (Yisa at al., 1995). Regarding the skills in terms of
marketing skills the professionals are handicapped because their education and
training are geared towards production of highly scientifically trained profession
with little or no management training (Harris 1991) because the professionals believe
that the important part of the organization is the production side but not the

management side (Pearce, 1992) of which marketing is an important tool.

As far as the manpower requirements are concerned it is either lack of funds that
limits the number of employees or the low levels of salaries to workers that do not
encourage them to stay. Jafaar er al. (2008) observed a shortage of supporting
employee especially CAD operators and attributed that to the low salary schemes
offered by the firms compared with the manufacturing and other sectors. This in the
view of Ogléﬁ’f;y et al. (lm be attributed to the reason that firm owners
(professionals) do not seem to be aware of the economic pay off to be derived from
the appropriate use of modern management systems and are, as a consequence,

unwilling to incur the cost of operating these systems on their construction projects.
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2.5.8 Engineers Paradigm

Dikmen et al, (2005) explains that the presence of cultural barriers in the industry is
a resistance to marketing-oriented approach to management of in the industry.
Seymour and Rooke (1995) observe that management practices are dominated by the
engineers’ paradigm which has resulted in the limited use of market-driven strategic
management. This in the view of Richardson (1996) is a hurdle that needs to

overcome if marketing can be adopted and used in the industry.

The section that follows reviews studies that investigate production and

organizational innovation factors in the contest of construction organization.

2.6 POTENTIAL MARKETING INNOVATION

Hardie and Karan (2008) believes that a lack of spare capacity or even basic
resources can sometimes lead to a tendency for firms to rely heavily on ‘business as
usual’ solutions rather than adopting new or innovative practices. The resultant
attitude, is ‘sticking strictly with what we know’. This in the view of Hardie and
Karan (2008) can mean a loss of potential earnings, as well as loss of inventive

solutions which would have benefited the firm.

== //_______

Apossible circuit breaker for this situation is suggested by the theory of innovation
management which suggests that this situation can be turned around to release
innovation as a driver of economic prosperity (Hardie and Karan, 2008) Generally,

however, there has been limited study of the factors that favour or discourage
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innovations in firms (Hardie and Karan, 2008). As a result the literature reviewed

here is more generic than specific to the QSCF.

2.6.1 Meaning and Categories

The term innovation may often be used as a synonym for change but in academic
literature the case is different. Ozorhorn at al. (2010) describes innovation as a
complex and multidimensional process that has received the attention of researchers
in all fields due to its contribution to economic growth, competitiveness and quality
of life. Slaughter (1998) defines innovation as being understood to be “a non-trivial
change in a product, process or system”. Such a change in the view of Hardie and
Karan (2008) can be at the level of ‘world’s first’ or it can be at the level of ‘a first’
for a country, industry or individual organisation. Ozorhorn at al. (2010) explains
that innovation in general terms is the creation and adoption of new knowledge to

improve the value of products, processes, and services.

Phillips (1997) distinguishes between technological innovation and non-
technological (including organizational and marketing) innovation. Technological
innovations comprise implemented technologically new products and processes and
significant technqlogical improvements in products and processes. Organisational
innovation iﬁi‘le firm includessignificant changes in organisational structures; the
imﬂ;ypentation of advanced management techniques; and the implementation of new

or substantially changed corporate strategic orientations.

In the same vein, Bossink (2004) explains that the innovation process generally

includes both technological and organisational streams. Technological innovations
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according to Bossink (2004) include improvements to construction materials,
building processes and equipment whilst the organisational innovations include
matters that have to do with communication systems, business strategies, human
resources and knowledge management. Technological innovations are easier to
recognise in an industry like construction, but it is possible that organisational
innovations have more long lasting effects (Barrett and Sexton, 2006). Linkages
between these two main streams of innovation have been found to be critical to

success in project based industries like construction (Gann and Salter, 2000; Hardie

et al. 2005).

It appears that the two main categorization made by Phillips (1997) and Bossink
(2004) is too general and less specific because others have come out with other
categorizations that are more detailed and specific. Henderson and Clark (1900)
classified innovation as incremental, modular, architectural and radical depending on
the degree of product/architectural knowledge required to implement. Again, DTI
(2007) state that innovation can take several forms including product innovation
(changes in the products/services) which an organisation offers; process innovation
(changes in the ways in which they are created and delivered); position innovation
(changes in the context in which the products/services are introduced); paradigm
innovation (changes in th/e/,up_dgr_lying mental models which frame what the
organisation does). Marketing innovation, on the other hand, is the implementation

of a new marketing method involving significant changes in product, price, and

promotion strategy (OECD and Eurostat, 2005).
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2.6.2 Innovation and the Construction Industry

Construction is a very diverse sector and there is not one single way in which
innovation occurs. It will vary throughout the supply chain and project stages, and
just as innovation will mean different things to different economies, so it is equally
important to realise that the challenge and meaning of innovation for a small
specialist sub-contractor will almost certainly be very different from that of a
multinational construction contractor (Abbott et al., 2008). As Blayse and Manley
(2004) noted, building and construction is partly manufacturing (materials,
components, equipment) and partly services (engineering, design, surveying,
consulting, and management) industry. Therefore, the organisational context of
construction innovations differs significantly from a great portion of manufacturing

innovations (Slaughter, 1998).

2.6.3 Measuring Innovation in Construction

Ozorhorn et al. (2010) identified the need for innovation metrics to take into account
of the varied ways in which innovation can happen in less technologically focussed
sectors and the level of analysis. This is because modern construction companies
largely function and innovate by the quality of their processes, the people operating
them and the way in which they change and adapt to suit the changing business
environment (Ozorhorn, et w—ﬂ) Much construction innovation is project-based

and unrelated to formal research and development expenditure and many

—

innovations, particularly organizational or process innovations are neither patented
nor trademarked (Slaughter, 1993). Therefore, traditional indicators poorly reflect the
true level of innovative activity in construction. This gulf between practice and

measurement is the real innovation gap (NESTA, 2000).
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Based on the analysis of construction innovation literature by Dickinson et al.
(2005), studies on construction innovation so far lack specific focus on level of
analysis, stage of lifecycle, and sector. The levels of analysis suggested so far
involved the product, project, firm, industry and national levels. The construction
firm level has received most attention in the analysed literature; this might be
because the principal drivers for innovation are often created at the firm level
(Seaden and Manseau, 2001). Innovation could be investigated in different stages of
the project’s lifecycle including the design, preparation, construction, and
maintenance. As Winch (2003) argues, most product innovation in construction is
excluded from the analyses in industry-based surveys. Architectural and engineering
consulting firms that carry out most of the design work in construction, typically the
most innovation in construction, are also excluded from the standard construction

industry innovation classifications.

This point is developed further by Barrett et al. (2006) who point out that the
standard definition of construction does not include much of the innovation rich and
value-adding construction activity such as manufacturing, architectural and technical
consultancy, business services, and real estate activities. The built environment
cluster analysis provides a wider approach to analyse the operations and functions of
the construction sector within the overall economy of a country (Carassus ef al.,

/"’———-___
2006). Adopting a built environment view helps analyse the major economic

activities of manufacturing, production, asset management, project management,
distribution, and services. A similar approach was adopted in one of the studies

(Reichstein ef al., 2005) that included all firms in traditional construction as well as

the firms involved in architectural activities, urban planning and landscape design,
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quantity surveying and engineering consultancy and design activities in the variable

broad construction sector.

2.6.4 Innovation Factors

While the history of every company which achieves successful adoption and
delivery of innovative practice is clearly different in detail, it is speculated that there
are some features which such firms have in common. The identification of these
common features is useful to the firm itself as a validation of their own choices and
practices but more importantly it can provide some suggestions for other companies
wishing to lift their performance. In the construction industry context, this idea was
championed by Winch (1998), who explicitly identified the need for “more case
studies of the trajectories of construction innovations” to encourage innovative
practice. There have been some specific instances of research which attempted to do
this for particular segments of the wider Architecture, Engineering and Construction
(AEC) industries. For example, Salter and Gann (2003) have identified many of the
sources of innovation for engineering firms. Contractors and subcontractors,

however, may well have different sources, as noted by Manley et al. (2004).

Gann (2001) found that the majority of construction organisations get their new ideas
- !,.,---"""_-_—

through published media and by participating in various industry networks. Blayse

and Manley (2004) found that there are six primary influences which either drive or

hinder construction innovation. These were: ‘Clients and manufacturers, the structure

of production, networking, procurement systems, regulations and standards and the

nature and quality of organisational resources’. However there has been relatively
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little research into the operation of these factors for small contractors in the

construction industry and virtually none in the QSCF.

It appears that not all of the above factors are applicable in a particular firm or
organisation. In the study of Hardie and Karan (2008) on the enabling factors for
innovation by small contractors, the factors that underpinned innovation were
identified as: ‘Networking with professional bodies and the wider community,
organisational innovation and advanced business practices and good personnel and
knowledge management’ However, the limitations of these factors are overcome in
recent studies that propose appropriate frameworks that capture innovation in

totality.

2.6.5 Innovation Value Chain (IVC) and innovation framework for
construction

The stages of innovation have been classified in various ways by different authors.
Rogers (2003) offers five stages namely, knowledge, persuasion, decision,
implementation and confirmation. Wolfe (1'994) suggests ten stages including idea
conception, awareness, matching, appraisal, persuasion, adoption decision,
implementation, confirmation, routinization, and infusion. Tangkar and Arditi (2000)
proposed a six-phase labyrinth of innovation, where the flow of successful

- ’//_—_

innovation comprises need, creation, invention, innovation, diffusion, and adoption.

e

=

Hansen and Birkinshaw (2007) on the other hand presents innovation as a sequential,
three-phase process that invelves idea generation, idea development, and the

diffusion of developed concepts that includes six critical tasks namely, internal
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sourcing, cross-unit sourcing, external sourcing, selection, development, and
companywide spread of the idea. In their classification, the whole process is referred
as the IVC. The first phase is to generate ideas that can happen inside a unit, across
units in a company, or outside the firm; the second phase is to convert or select ideas

for funding and developing them into products or practices; and the third is to diffuse

those products and practices.

Similarly, Roper et al. (2008) modelled IVC as a recursive process that has three
main links such as ‘knowledge sourcing’ to assemble knowledge necessary for
innovation, ‘knowledge transformation’ to translate knowledge into physical
innovation, and finally ‘knowledge exploitation’ to improve the enterprise
performance. The IVC offers a tailored and systematic approach to assessing firm-
level innovation performance (Hansen and Birkinshaw, 2007). It is possible to apply
the basis of the IVC framework and investigate the innovation process at the project

level as well as the firm level.

Figure 4 shows the innovation framework that Ozorhon ef al. (2010) adopted, where
the stages of innovation are determined as ideas, conversion, and diffusion based on
the IVC by Hansen and Birkinshaw (2007). In this model, based on the level of
innovation capaeity, ideas are generated through the acquisition of necessary
knowledge and investment; these ideas are converted into product/ process/service
inmovations within the company; finally these innovations are exploited to achieve

performance benefits and impacts. An innovation event, in the form of a new product

or process, represents the end-of a series of knowledge sourcing and translation
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activities and also the beginning of a process of value creation which may result in an

improvement in the performance of the innovating business (Roper ef al., 2008).

The organisations employ a number of tools, techniques and strategies throughout
the whole process and external factors such as drivers, barriers and enablers
determine the effectiveness of creation and diffusion of innovation. In this respect, it
can be stated that Milbergs’s (2004) framework at the national level is adapted for
the construction industry to analyse firm level innovation process. The overall
innovation performance is determined by the success of the IVC together with the

benefits and impacts achieved through the innovations.

— E— ———
INNOVATION INNOVATIONS OUTCOMES
Benefits & Impacts

CAPACITY Process/Product/ Service |fomy IMPLEMENTATION (=

Figure 2.4: Framework for analyzing innovation in construction

2 Ozorhon et al. (2010
Source: Adopted from zoirﬂ_g___@, (2010)

N

2.7 MARKETING ORIENTATION AND INNOVATION

Drucker (1993) emphasized the importance of marketing and innovation for an
enterprise with the following statement. “Because the purpose of a business is to

create a customer, the business has two and only these two basic functions:
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marketing and innovation. Marketing and innovation produce results, all the rest are
cost.” Similar to this is the ideas of Desphande and Webster (1989) who used the
degree of marketing orientation to explain a firms’ propensity to innovate. In the
same vein, Payne (1988) described marketing orientation as the degree of

responsiveness of a firm to satisfying the needs of its market.

These suggest that marketing orientation can stimulate an organizations urge to
satisfy its market need and the attempt to achieve this can lead to innovation. This
link must be maintained at all times because any innovation outcome that fails to
meet the needs of the market may not be accepted no matter how good it might be.
As Betts and Ofori (1992) noted, competition in the industry has increased due to
influences that has resulted from changes in client desires, as a result of variation in
taste, aspirations and purchasing power. This call for marketing orientation of firms
so that customers need’s will become a template for the business planning and
creation of services (Kotler 1991; Drucker 1974) and that will yield outcomes that

will meet clients need and therefore guarantee its success.

2.8 SUMMARY OF LITERATURE

The literatures reviewed so_far havetouched on three key areas namely marketing

practices, barrier to the marketing practices and potential marketing innovations. On

—

m—

the marketing practices, the key issues that were featured in the discussion included

marketing planning, organization for marketing, marketing budget and marketing and

promotional techniques.
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On the barriers to the marketing practices, about seven barriers were identified out of
which three issues were raised by Kotler and Conner (1977) as disdain to
commercialism, association code ethics and equating marketing with selling. The
other four as noted by Morgan ef al. (1994) comprised of lack of in-house marketing
expertise, professional limitation, lack of partner level acceptance of marketing as a

legitimate management function and resource constraint.

Regarding the potential innovation factors, the six primary influences which either
drive or hinder innovation dominated the discussions among other issues such as
meaning and categories of innovation. The innovation factors as found by Blayse and
Manley (2004) included: Clients and manufacturers, the structure of production,
networking, procurement systems, regulations and standards, the nature and quality
of organisational resources. Because, the organisations employ a number of tools,
techniques and strategies throughout the whole process and external factors such as
drivers, barriers and enablers determine the effectiveness of creation and diffusion of

innovation, the approach by Ozohorn et al, (2010) considered comprehensive than

the previous.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 INTRODUCTION

The research process involves a degree of philosophical retrospection and the process
involves making choices at every step of the process. It is essential that the choices
made have philosophical underpinning that will enhance its reliability and improve
clarity. This chapter discusses among other issues the philosophical issues on which
the research design is based. In addition to this is a discussion on the approaches and
strategies adopted for the research as well as the approach to the choices made in the

data collection and analysis method.

3.2 PHILOSOPHICAL TRADITIONS AND CONSIDERATIONS

3.2.1 Research Paradigm

Pollack (2007) describes the term paradigm as “a commonly shared set of
assumptions, values and concepts within a community, which constitutes a way of
viewing reality”. This shapes the researchers perception about the methodology to be
adopted and techniques to be used. Alternatively, Bailey (1987) also sees paradigm

as “ a research perspective or view (a school of thought) that holds views about what

S /_/'——"—”_— .
research goals and methods are appropriate (how research should be conducted) and

hasits own values and assumptions”™.

In social science research such as marketing, two main research paradigms are
popular (Bailey 1987). On one hand is the positivism which assumes that social

phenomenon obeys natural laws and can therefore be subjected to quantitative logic,
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and on the other hand is interpretivism which argues that social phenomenon does
not obey natural laws but is interpreted based on people’s conviction, and or
understanding of the realism surrounding the phenomenon (Bailey, 1987). Fellows
and Liu (2008) describes such paradigm as “a theoretical framework which includes
systems by which people view events” (p. 17). Paradigms operate to determine what
views are adopted and also the approach to questioning the discovery. As a result,
many works concerns verification of what is expected or /and explanation of

unexpected results in accordance with the adopted, current paradigms.

3.2.2 Axiology, Ontology and Epistemology Considerations

It has been noted in practice that the difference between positivism and
interpretivism is influenced by the axiological, ontological and epistemological
assumptions underlying the research (Keraminiyage et al, 2005) as is illustrated in

figures 3.1 below.
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Figure 3.1: Dimensions of Research philosophy
Source: Adopted from Pathirage (2005)
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Axiology considers the philosophy surrounding the reality, as to whether research
philosophy is ‘value free’ or value driven. If the choice for what to study or how to
study 1s examined by objective criteria, it can be described as value free research. On
the other hand value laden is driven by subjective criteria. (Pathirage et al., 2005).
The ontological assumption is concerned with the nature of reality or idealism which
influences the phenomenon that is being studied. Realists view the research reality
with a pre-determined structure, whilst idealist advocates that different observers’
may have different views. Epistemology is concerned with the relationship that exists
between the researcher and the subject under investigation and offers the knowledge

base that the researcher can use to investigate the relationship under consideration.

3.2.3 Research Paradigm Adopted

The research phenomenon under consideration and the key research questions
influences the type of paradigm that has to be adopted (Pollack, 2007). The study
adopted the positivism paradigm because that should make it possible to establish the
convergent of the study in relation to the literature and theory. This will make it
possible for the study to be replicated with relative ease if necessary. By adopting
positivism as the paradigm underpinning this study, the axiological, ontological and
epistemological ___assumptions dictates that either, case studies, surveys and

Faa

experiments would be most-ideal for the research method as indicated in Figure 3.2.
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Objective

Experiment

Survey

Caste study

Action research

' Ethnography

Figure 3.2: Influence of research philosophy on choice of research instrument

Source: Adopted from Pathirage (2005)

It is never possible to study this subject with experiment because experiments are
carried out in laboratory setting where the investigator can manipulate behaviour
directly, precisely and systematically (Yin, 2003). The nature of the investigation
associated with this research, experiment was discounted. In surveys, samples are
examined through questionnaires while case studies involves empirical enquiry that
investigates a contemporary occurrence within a real life context (Yin, 2003). The
theoretical basis for this study involved the collection of data to draw deductive
conclusion but this cannot be done with case study approach which is built on
induction or theory buildim;ﬁng these factors the survey technique was

chosen as the most appropriate amongst the three possible options that were

available.
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3.3 METHOD OF SCIENTIFIC ENQUIRY AND REASONING

A closer study of existing literature reveals two main approaches to scientific
investigations. The deductive approach emphasizes on the need for a clear
understanding of the underlying theory at the beginning of the research which is in
contrast to the inductive approach where data collection is done first, and then theory
1s developed following the analysis of such data. The researcher holds the view that
commencing the research work from a theoretical perspective was advantageous for
the study of marketing within the professional contest. This view was informed by
the fact that a number of marketing studies that have been reported are supported by
theoretical frameworks. The conceptual framework provides a rough picture of what
data to collect as well as how to do it and that enhances efficiency and controllability

of the data collection process (Fellows and Liu, 2008)

Within the extant literature, convergent views appear to suggest that the deductive
approach mirrors the positivistic principles (Arditi ef al., 2008; Yisa er al., 1995;
Ozohorn et al., 2010). Fellows and Liu (2008) explains that “ quantitative approaches
tends to relate to positivism and seek to gather factual data, to study relationships
between facts and how such facts and relationships accord with theories and the
findings of any research executed previously” (p.27) Yin (1994) advice that if the
i ,_,,_-————_‘_ y -
choice was made to use existing theories to formulate research questions and
objectives, then the same theoretical propositions must be used to build a framework
to organize the data collection and direct the data analysis. The data collection in the

research was preceded by a review of theories and other similar studies that have

been conducted. This was the approach that was adopted for the study and that
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suggest a deductive method of scientific enquiry (Fellows and Liu, 2008). The next
section gives further details of the fact established that deductive approach as a

scientific method of enquiry mirrors the quantitative research strategy and that was

used in the analysis.

3.4 RESEARCH STRATEGY AND DESIGN

3.4.1 Quantitative Approaches

This research falls in the quantitative research strategies. The approaches adopted in
the research involved measurements in collecting the data. The approach was also
built upon previous works which have developed principles that helped to decide the
data requirements of this particular research. All the items that were measured in the
research had their basis in theory from literature and that informed what had to be

measured so as to achieve what was being measured.

The entire research had three key parts that were captured by the objectives. The first
part involves marketing practices which was measured in terms of marketing
planning, organization of marketing functions, marketing resources and marketing
activities. These were built on the works of Yisa ef al. (1995) and Arditi ef al. (2008)
that provided%he theoreticat Basis for the measurements. In a similar manner, the
second part which considers the marketing performance barriers were also deduced
from literature such as that of Kotler and Conner, (1997) and Morgan et al. (1994)
and that formed the basis for the measurement. In likewise manner, the third part
which consisted of the potential innovation factor were also adapted from Ozohorn ef
al, (2010) and used to measure the innovation performance of the QSCF. It is
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obvious therefore that the measures had theoretical backings or principles that have
been developed by others and have been used in similar studies. Judging based on the
approach that is adopted for the study, it can be said that the research adopted mainly
a quantitative approach as its strategy. As a result the ordinal data that was collected
with a Likert rating scale was analyzed using quantitative analysis tools such as
Factor Analysis (FA) and Principal Component Analysis (PCA) that were used. It
becomes clear from the foregoing issues raised that the research is entrenched in the

quantitative approach.

3.4.2 Research Design and Process

This entails deciding on methodological approach in finding answers to the research
questions set out in the chapter. It is about stating the way through which the
research objectives can be accomplished (Fellows and Liu, 2008). That is to say the
entire process and approach adopted for the studying the marketing orientation of the
QSCF in Ghana. Kumar, (1999) identifies an eight step model for the research

process and this was followed in the manner discussed below.

3.4.2.1 Formulating the Research Problem

This required stating the pm;h was necessary to identify the researchers’
destination. This was carefully done as specific and clear as possible because
everything that follows the research process - study design, measurement procedures,
sampling strategy, frame of analysis and the writing style of the dissertation report is

greatly influenced by the way in which the research problem is formulated (Kunar,

1999).
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3.4.2.2 Conceptualizing a Research Design

The use of scientific method in the research was considered at this stage since the
validity of the findings of the research largely rest on how it was found (Kumar,
1999). The researcher considered issues such as the research design, logistical

arrangements, measurement, procedures, sampling strategy, the frame of analysis and

time frame for the study. This set out the logic in the enquiry.

3.4.2.3 Constructing an Instrument for Data Collection

This was the first practical step in carrying out the study. This was required as a
means for collecting the data required for the study. This led to the construction of

research instrument for the data collection — questionnaire.

3.4.2.4 Selecting a Sample

As the accuracy of the findings is largely defendant upon the way the sample is
selected, the sample was therefore selected based on this two guiding principles: the
avoidance of bias in the selection of the sample and the attainment of maximum
precision for a given outlay of resources. This led to the selection of snowball

sampling technique which is a form of non-random / probability sampling technique.

M === /—
3.4.2.5- Research Proposal

After the preparatory works were done, everything was put together to provide

adequate information in a manner that details out the operational plan for obtaining

answers to the research questions for the research supervisor’s attention.
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3.4.2.6 Collecting Data

At the stage where the research problem had been formulated, study design
developed, research instrument constructed and a sample selected, data collection

was done next to provide the needed data from which inferences and conclusion

could be drawned.

3.4.2.7 Data Processing

When the data was collected, analysis of the data was carried out using factor

analysis and component analysis as well as Man-Whitney U-test and Wilcoxon test.

3.4.2.8 The Research Report

The report was written at this stage in an academic style, well divided into different
chapters reflecting different themes embedded in the research. In all, five chapters
constituted the research report with some front and end matters. The entire eight
stage process is presented in figure 3.3 below. The figure considers the operational
steps together with the required theoretical knowledge and the required intermediary

knowledge that will make the process successful.

e
"

52



Apnis ayl jo 3unanpuo)

A

LS

WP IPMOUY AIBIPIULII U PAINDIY ®)

elpapmouy (eonasomy pasnbey )

S0315 |BUONEI00 ﬁu

MOH

A

Uvwny wosf paydopy :a24no§

SS2001] YoIeasay YL €€ aandiy

jesodoud yurasas v Buiiy,

¥00q 2p0?
e Suidojanaq

e1ep Juissadoud

elep Juipayo)

&

jesodoud yaueasa
Y1 JO SWAWo)

1001 Yaueasay

ayl jo Junup3l

-
-
lllllll
-
-

lllll

|jesodoud
yaseasas e Sunum

ajdwes
e unajes

[00] YuEsIRS

a1 jo Aupqenau pue Aupies 191ayI0dAy puE TMqRLEA

ABoyodA) pur wor UL ep

-
-
-
-
-
-

uodL |03
ELED JO) JuswnILsy|
ue Bujpnusuo)

,
sudisap Apmis

uBjsep yurata
u Bupnjenidacuo’)

Funium Jynuans
0 sajdiduug

SMITINS pUE LaNdWod jo
ann Burstadoud elep O Spoyla

sudisap
pue Asoayl Juidwes

U090 BEp jo
§jo0) pue SpoylaW

uBsap yueesay

coseotss @ ursepmuioy

SS3004dd HOYV3S3d 3HL

slnuj!aaﬂi.ﬁu




3.5 RESEARCH SCOPE AND BOUNDARIES

This section takes a look at the scope of the research in terms of its geographical,

contextual and contextual so as to clearly define the boundaries within which the

research took place.

3.5.1 Geographical Scope of the Study

The QSCF are found with the confines of the Ghanaian construction industry mostly,
because the firms render cost and other related consultancy services to the
construction industry. The construction industry in Ghana is skewed towards the
capital city because of the concentration of business activities in the region. As a
result majority of the QSCF are located and operating in the Capital City of Ghana.
Out of a total of Fifty one QSCF registered by Ghana, 45 are located and operate in
the Capital City whiles the remaining six firms are distributed over the other regions
of Ghana. Considering the relatively insignificant size of the QSCF in the other

regions, the survey was limited to the Greater Accra Region of Ghana.

3.5.2 Contextual and Contentual Scope of the Study

The study was placed within the management practices of the QSCF in Ghana with
particular attention paid to mmarketing as a management tool. The research studied

marketing orientation within the context of QSCF, as a management tool that can

promote their business performance.
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The content of the study comprised issues relating to marketing in the QSCF such as
marketing practices in terms of marketing planning, organization of marketing
function, marketing resources and marketing activities. These variables capture
marketing practices from planning through to execution of the activities. It therefore
provides a systematic approach to assessing the marketing practices of QSCF. That
holistic approach captured the issue in totality. The work of Yisa er al. (1995)
considered marketing planning, marketing organization and marketing resources, and
the work of Arditi er al. (2008) also considered Parameters and constituents of
marketing activities, but this study considers all the dimension of the issue to

enhance a holistic assessment.

It also looked at marketing performance barriers in terms of external environmental
barriers and internally generated barriers. These barriers captured all the barriers that
were considerd by Kotler and Conner, 1997; Morgan ef al. (1994) and Dikmen, ef al,
(1995) under one single study. That approach afforded the opportunity to study the
issues holistically. It finally, assessed the potential innovation factors that can
advance innovation and improve performance such as drivers, enablers, external
sources of information, internal inputs and barriers as well as innovation
performance outcomes. These factors made it possible to study the subject with a

-

step by step approach so as tcriﬂr'mifyTheir interconnections and contributions of the

various parts to the innovation outcomes.

All issues regarding marketing were studied within the context of the professional

service firms (PSF). It is important to note that the treatment given to marketing In
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the profession service contest is quite different from the rest of other industry. These

were all put together as an integrated and interconnected activity that can advance

innovation and improve performance of QSCF in Ghana.

The respondents to the questionnaire were mainly Managing Directors (MD) of the
QSCEF. This decision was informed by the fact that marketing is a management tool
and that the directors responsible for managing the firm was the most appropriate
person for the study. The study discovered that 82% of the respondents (MD) were
technical personnel mainly Quantity Surveyors and the remaining 18% of the
respondents were people with management background instead of technical

background.

3.6 SAMPLING TECHNIQUE AND SAMPLE FRAME

The technique that was adopted for selecting the sample is discussed in this section
as well as the justification for its appropriateness for the study. Importance of
sampling stems on the fact that it provides a practical means of enabling the data
collection and processing of components of the research to be carried out whilst

ensuring that the sample provides a good representation of the population.

o,

e

3.6.1 Sampling Technique

The research adopted mainly non-probability/random sampling design of which

snowball sampling technique is part. Non — probability sampling designs are suitable

in situations where the number of elements in the population is either unknown or
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cannot be individually identified (Kumar, 1996).  Kumar (1996) describes the
snowball sampling technique as a process of selecting a sample by using network.
By adopting this approach, a few QSCF that were known and easily assessable were
contacted and questionnaire administered to them. The known QSCF were then
asked to identify the other QSCF and those identified by them also become a part of
the sample. These new firm were also asked to identify other QSCF and in turn those
identified also became the basis for further data collection. This process continued

until the saturation point when the total number of QSCF operating in the Capital

City was reached.

The usefulness of this sampling technique for the research stems from the way QSCF
do their business. It is extremely difficult to get any information about either the
firms or their activities. The names of the firms are available on the GHIS
membership registered list, however the point of location of the firms as indicated by
the registered list were in most cases nonexistent and in many cases that locations
were not exact to enhance identification. Lack of directional signs even worsens the
situation. It appears some did not even have offices and the researcher had to contact
them at other avenues that brings the firms together such as the QS annual week

celebration. These issues made it difficult to have ready access to the QSCF and it is

e

=

upon these reasons that the smowball sampling technique was adopted for the study.
Fe@, and Liu (2008) emphasize that the snowball sampling involves data which
are difficult to assess, perhaps because the individual sources of data cannot be
identified readily. Under such Eituation, Fellows and Liu (2008) adds that the
researcher may identify a very small number of sources (respondents) and, after

collecting data from each one, requests that source to identify further sources thereby
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progressively building a sufficient sample. This was the approach that was adopted

as indicated.

3.6.2 Sample Frame and Criteria for Selection

Any quantity surveyor who is duly registered by the quantity surveying division of
GHIS and earns his livelihood by engaging in activities so described as the duties
and function of the quantity surveyor (QS) in the GhIS constitution and the Act
establishing the professional bodies (NRCD 143) may be described as QS in

practice. These QS in practice are found in two categories as:
1. Those self-employed in consultancy business in the private sector; and

2. Those in employment in Government or in companies in the private sector.
The other group of those in employment can be found in tertiary education

institutions such as Universities and Polytechnics.

The research focuses on the first category of QS in practice which is made up of
private self-employed firms that basically is a consultancy firm. This is because
these firms by their set up allow them to experience almost all the services QSCF
can offer. These are private consultancy firms that are in business to make profit by
providing customer centered services to enable the firm survive in their business
environment. This must be distinguished from QS in employment by various
establishments sa;ch as g_wand its agencies, education and private

companies. This distinction 1s necessary because for quantity surveying practice

—

under employment, the overall organizational set-up and structure may be such that
priority is given to some types of function than others. In government services, the

focus is on general supervision of the projects and any private consultants where

they are involved in the project. Likewise in contracting organization such as a
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contractor, pre contract functions are significantly done only where such projects are
offered to all for such. In the same way in tertiary institutions, the focus is on
instruction, training and research. It is therefore evident that the QSCF are the only
set-up that is involved in all the range of services on offer and as such can be

described as doing business. These QSCF makes the sample frame of the study.

3.7 DATA COLLECTION METHODS

This section discusses the methods used in collecting the data. It looks at the sources
and type of data, tools for collecting the data, design of the questionnaire and

content, questionnaire administration and the response rate that was achieved.

3.7.1 Source and Type of Data

Two sets of data — primary and secondary data were used in the study. The primary
data are the field data that were obtained from the respondents. This was gathered
with a structured questionnaire whose content was made up of closed ended
questions only, and the respondents themselves recorded their responses in the
spaces provided in the questionnaire according to the instructions. The secondary
data was extractgg from documented facts using plain sheets and other relevant

-

materials. The data extracted from literature formed the theoretical framework for
the research. Both direct and indirect sources provided the data. The respondents
were supposed to be directors of marketing but these were not available in most of

the firms. In the event that a firm does not have a marketing director, the director or

a top manager was contacted for the research.
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3.7.2 Data Collection Tool

Questionnaire was the main tool that was used for the research study. A
questionnaire is a written list of questions, the answers to which are recorded by
respondents themselves. The respondents read the questions, interpret what is
expected and then write down the answer. The content of the questionnaire was clear
and easy to understand. The layout made it easy to read and at the same time

pleasant to the eye with a carefully designed sequence that made it easier to follow.

The content of the questionnaire was mainly closed ended with spaces for

respondents to indicate their preferred choice by ticking the spaces provided that

matches the choice against the item being measured.

3.7.3 Design and Content of Questionnaire

The questionnaire was designed to be in line with the objectives. There were four
main parts to the questionnaire with each part addressing one specific objective
except the first part which was designated for demographic information about the

firm.

3.7.3.1 Demographic

This section of the questionnaire contained demographic information related to the
designation of'TI;e respondem; the size of the firm in terms of the number
of employees; experience of the firm in terms of the number of years the firm has
been in existence; the key component of education and training of the respondent

and the type of work the firm offers its services. The purpose of this section was to

compile general information about the characteristics of the firms and to make



different categorizations among the firms. The categorizations were used as control
groups in the statistical analysis to establish the effect of different firm
characteristics on their marketing practices. This information was needed to establish
the potential credibility of the data and also as control variables to group the samples

to enables comparison to be made in order to establish if any differences exists in the

items being measured with regards to different groupings.

Given the descriptive nature of the data in this section of the questionnaire,
descriptive statistics such as percentages, pie and bar charts, means, medians, mode
and similar others were used to make meaning out of the data and to present the data

in a manner that is appealing and quite understandable.

3.7.3.2 Marketing Practices

The second section of the questionnaire sought to elicit information on the firms’
way of carrying out the marketing activities in order to assess the extent to which
marketing is implemented in the firm by looking at the level of importance the firms
attach to these practices. A total of 50 variables were categorized under four
= /_.-"""___-—_
constructs namely: marketing planning, organization of marketing functions,
marKeting resources and marketing activities. The marketing activities alone had 25
variables and that made it necessary to categorize the variables also under headings

such as product, price, place, promotion and people rated activities. This construct

was adopted from Arditi ef al. (2008). For the remaining 25 variables, 11 operational
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variables were identified under marketing planning, 7 operational variables were

identified under organization of marketing functions and 7 operational variables

were also identified under the marketing resources construct.

Having decided on the rating scale, Likert scales was adopted to help elicit the
appropriate ratings. The conventional five-point rating scale was used as Oppenheim
(1992) suggests that more complex scoring systems possess no significant
advantage. Subsequently, the variable were ranked per their level of importance by
the respondents using Likert rating scale of 1-5, where 1 = not important, 2 = less
important, 3= moderately important, 4 = important and 5 = very important.
Although, Likert rating scales are for ordinal data measurement, Blaikie, (2003)
establishes that they can be assumed as interval measures if the spacing between
them is equal as the situation is in this case. In that situation, statistical tools such as
factor analysis can be used to analyze such data so that they can be incorporated into

the development of the framework.

3.7.3.3 Marketing Performance Barriers

The third section of the questionnaire was used to elicit information regarding the
barriers that hifﬁ-:ler the firms>effort in mounting an effective marketing programme.
In all eight factors were extracted from literature. Kotler and Conner (1997)
identified three factors namely: disdain of commercialism, association code of ethics
and equating marketing with selling. Morgan et al., (1994) added additional four

factors to the list as: professional limitations lack of partner, level acceptance of
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marketing as a legitimate business function, resource constraints and lack of in-house
marketing expertise. The last factor as identified by Dikmen et al, (2005) is
Engineers Paradigm. The objective of this question is to identify the factors that
inhibit the marketing performance of the firms and the various level of severity to the
firms. These factors were put together as a measure for the marketing performance
barrier. The Likert scale was again adopted to help elicit the appropriate ratings, as in
the previous section. The convention five-point rating scale was used for the same

reason indicated in the section 3.6.3.2.

The variable were ranked per their level of severity by the respondents on a five-
point likert rating scale of 1-5, where 1 = not severe, 2= less severe, 3= moderately
severe, 4 = severe and 5=very severe. This was to be subjected to factor analysis to
generate the correlation between the variables to enable classification of the factors
into groups so that they can be incorporated into the framework to advance

innovation and performance improvement.

3.7.3.4 Potential Innovation

The innovation performance factors represented another dimension of the research. It
is believed that inarketing orientation is a measure of a firm’s propensity to innovate
(Desphande et al., 1992). That suggests that marketing is irrelevant if cannot lead to
innovation. The operational measures were operationalized from the constructs:
drivers, inputs, sources, enablers and barriers. Seven operational measures were

identified under drivers, eight under inputs, seventeen under sources, twelve under
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enablers, and sixteen under barriers. A total of 60 variables were identified to

represent the potential innovation parameter.

The drivers are the factors that create the need for an organization to innovate and
the part of the section was intended to shed light on the main driver of innovation in
the firm. This will create the awareness for the firms to take advantage. A total of
seven factors constituted this construct. The inputs are the actions and processes that
organizations take to generate ideas themselves. A total of eight variables constituted
the construct. The sources are the external sources of information that can foster
innovation unlike the inputs which are from the firms themselves. This was included
to determine whether the push towards innovation in the form of new product or
service or materials from suppliers or new concepts from external sources or the pull
for innovation in order to meet demand is more significant or not. The enablers are
the factors that promote innovation within a firm. The object of this question was to
help understand the factors that are seen as significant in promoting innovation in an
organization. Barriers are the factors that impede the uptake of innovation within an
organization. The objective therefore was to elicit from the respondents the main
barriers to innovation for their firm. The sources, enablers and barriers had 19, 12
and 16 variables respectively. Each of the five construct was ranked on a five-point
Lkert rating sca}e .of 1-5, where+=not important, 2= less important, 3= moderately

important, 4 = important and 5 = very important.

In this section also was another guestion whose objective was to assess the extent to

which the firms derive the listed innovation outcomes. In all, 16 variables constituted
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the construct that was ranked on a five-point Likert rating scale. The respondents
indicated how often they realize those impact or outcomes of innovation on a five-

point likert scale of 1-5, were 1= never, 2= rarely , 3= sometimes, 4= usually and 5 =

always.

3.7.4 Questionnaire Instrumentation and Administration

A set of questionnaire had four pages and ten question in it. The question were neatly
arranged and put in tables with boxes for respondents to indicate their preferred
choices by ticking and appropriate box that corresponds with the question. Question
number one to number five were on the firms demographics. This was followed by
marketing practices questions up to question seven. Question eight was on marketing
performance barriers while the remaining two questions were on potential innovation
factors. The questionnaires were administered by the researcher himself with the
help of an assistant who know the capital city very well. The assistant’s job was to
assist in the exact locations of the offices of QSCF. The research began the
administration of the questionnaire with firms he knows and asks from the firm to
give him direction to another firm named by the researcher. This continued until it

got a point where it appears the remaining firms were non-existent.

After several-—&;tt;ﬁlpts to locate—some offices proved futile, another approach was
adopted. When the questionnaire administration and retrieval entered the second
month which is February, the researcher took advantage of annual week celebration
programe of the GhIS, to contact those firms whose offices were never found by

him. This was a success, as the directors of the firms who were present had the

opportunity to collect copies of the questionnaire. Even that, the researcher had to go
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to their offices several times and again in order to retrieve the answered

questionnaire. In some firms the researcher had to go to their offices more than five

times before he could get the questionnaire.

3.7.4.1 Response Rate

Kumar (1999) explains that one who obtains 50% response rate is lucky because
sometimes it may be as low as 20%. However, a completely unprecedented situation
occurred. Surprisingly, after two and half month of the fieldwork, the researcher was
able to retrieve the entire administered questionnaire. This 100% response rate could
be attributed to a number of strategies that the researcher put in place. Before the
fieldwork begun, the researcher took the list of QSCF in Ghana from the GhIS. This
could have made the work easier but the addresses that were indicated in the list
were postal addresses but not office location addresses. The firms’ whose location
was not possible in the snowball approach were located at the lecture series that was
organized by the GhIS. It was a coincident that the annual week celebration of the
GhIS fell at the right time for the researcher. The researcher’s participation of the
annual week celebration yielded much unexpected results. This event made it
possible for the researcher to administer the questionnaire in a collective situation
and this according to Kumar (1999) is a sure strategy that can reduce or even

g / . » N
eliminate the problem of low response rate that normally characterizes questionnaire

—
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3.8 DATA ANALYSIS METHOD

This section discusses data preparation and treatment prior to analysis as well as the

analytical tools that were used in the analysis.

3.8.1 Data Preparation and Treatment

Upon receipt of the questionnaires which were duly filled by the respondents, a
visual inspection of the data one after the other was done to determine the level of
compliance to the instructions provided for answering the questionnaire. The
impression gained after the exercise was that the respondents had done creditably
well. On the basis of that, the entire returned questionnaires were declared usable for

subsequent analysis.

Coding was done next. This involves assigning values for the variables involved for
SPSS to recognize them by this numbers. Also, short codes were also used to
represent the variables that look like sentences. After this exercise, data entry began
by inputting the data into SPSS for subsequent analysis to begin. Data editing
commenced at that point whenever it was detected that some the entries were
missing. These issues were resolved by programming SPSS to automatically deal

with the missing observatiens. The output of the SPSS was further confirmed by

plotting histogram of the variables involved and using the mean values to replace the

missing scores.
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Finally, histograms of the raw data were plotted and printed. The print of the raw
data was critically and carefully scrutinized visually to detect any errors that might
have occurred at the point of entering the data into SPSS. The inspection did not

reveal any inconsistencies. On the basis of that the data was declared ready for

turther analysis as discussed in the next section.

3.8.2 Analytical Tools

3.8.2.1 Analysis of Demographic data

The characteristics of the respondents firms was analyzed descriptively using such
statistical tools like mean, mode, range, charts (pie and bar) and frequency
distribution. The demographic variables that were measured include size of firm in
terms of number of employees, experience of firm in terms of number of years and

education type of respondents.

3.8.2.2 Factor Analysis (FA)

The specific objectives of the study were analyzed with Factor Analysis (FA). Factor
Analysis is a multivariate method which analyses relationships among difficult to
interpret correlated variables in terms of a few conceptually meaningful, relatively
e ,‘_’"——.——-’__-_ L ' . ' -
independent factors, each of which represents some combination of the original
(Rummel, 1970; Kleibaum et al. 1988; Comrey & Lee, 1992). That is, variables are
grouped into relatively small number of factors (factors extraction) that can be used

to represent relationships among sets of many interrelated variables (Norusis 1992).

Fellows and Liu (1997) describes a factor as a type of latent construct in that a
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construct is an amalgamation of variables and is latent because it cannot be observed
(and measured) directly but only through the constituent variables. Factor extraction
is mostly done by means of Principal Component Analysis (CPA) which transforms

the original set of variables into a smaller set of linear combinations that accounts for

most of the variations of the original set.

Objective One

Principal component analysis (CPA) was used to find the weights of marketing
practices (that is, marketing planning, organization of marketing functions,
marketing resources and marketing activities). Since the marketing practices were
already categorized into groups, they were treated as one latent factor in order to
determine each practice’s contribution to the explanation of the overall marketing
practices. After using CPA in determining of the weight of each practice, their means
were calculated. This was to aid in assessing how important each of the practice to
the firms. The means and standard deviations were used since they take into

consideration all the observations under study.

Mann-Whitney U test was used to compare differences in terms of age, size and
educational t'ﬁ;e of the firms in terms of marketing practices. This test was used
because it allows for comparison of two independent populations when the data are
at ordinal level (Field, 2005). Here, rating of level of important of marketing

practices using a Likert scale is an ordinal level measurement, thus, making Mann-

Whitney U an appropriate test than t-test.
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Also, the Wilcoxon signed rank test was used to determine whether two samples
differ from each other when a relationship exists between the samples. That is, when
each data point in one sample is paired with a data point in the other sample. The

appropriateness of this nonparametric test for the study stems on the fact that the data

are ordinal that was collected via a five-point rating scale.

Objective Two

The eight items on barriers to marketing performance were subjected to principal
component (PC) with varimax (orthogonal) rotation, to ascertain the appropriate
latent factors for the hypothesized two-factor model, since no latent factor has been
extracted from the barriers as the barriers can be explained by two factors looking at
the issues considered. Factor analysis was used since the measurement of the
variables can be treated as scores (measure of level of important). Factor analysis
would be an appropriate technique only if the underlining assumptions under factor
analysis hold. The assumptions are sample size and correlation among the variables

(barriers).

It appears that the reliability of factor analysis has been tied to the sample size by

-

many researchers and many-are of the view that appropriate sample size is the most
important factor with the introduction of simulation and Monte Carlo test, empirical
results have demonstrated that the absolute magnitude of the factor loadings is rather

the most important factor (Guadagnoli and Velicer 1988). The authors assert that if a
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factor has four or more loadings greater than 0.6, then it is reliable regardless of the

sample size. One the basis of this the sample of 45 was subjected to factor analysis.

After extracting the factors, they were then run as one latent factor using Principal

Component Analysis as has been described above.

Objective Three

The analysis for this objective was carried out in the same manner using the same
analytical tools as described for objective number one. Details of tests that were
carried out the determine suitability of the data for the particular analysis conducted
such as the Kaiser Mayer Olkin measure of sampling adequacy, Kandell’s coefficient
of concordance and Barlett’s test of Sphericity are indicated appropriately in the next

chapter.
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CHAPTER FOUR
RESEARCH FINDINGS AND ANALYSIS
41 INTRODUCTION
The data collected from the questionnaire survey were analysed by using statistical
techniques including descriptive statistics on various firm characteristics, inferences
making and factor analysis of the various constructs. To generate a systematic

analysis format, statistical software, statistical package for social sciences (SPSS)

was used. General characteristics of respondents should be considered while

interpreting the research findings.
4.2 CHARACTERISTICS OF FIRMS

4.2.1 Experience and Size of Firms

45.0
40.0
35.0
30.0
25.0
20.0
15.0
10.0

5.0

|

Percentage

1

Below 10 10 to 20 Above 20
= Age of Firm (Years)

i P i

Figure 4.1: Experience of firms in terms of years of existence

N

From Figure 4.1, it appears a greater majority of the firms are below 20 years old. A

total of 82.2% falls within this c;tegory with remaining 17.8% older than 20 years.
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Table 4.1: Descriptive Statistics on age and size of firms

Statistic Age of Mirm (NF:;:I bsel:{e:f
(Years)

) _ y Employees)
Mean 13.24 16.33
95% Lower Bound 10.58 12.85
Confidence
Interval for Upper Bound 15.91 19.82
Mean
5% Trimmed Mean 12.59 15.10
Median 11.00 13.00
Variance 78.462 134.545
Std. Deviation 8.858 11.599
Minimum 2 5
Maximum 40 52
Range 38 47
Interquartile Range 9 9
Skewness 1.316 1.738
Kurtosis 1.265 2.569

Source: Field Data, 2013
From table 4.1, the average age of the firms was 13.24 years with a standard
deviation of 8.86 years. The least value was found to be 2 years, while the highest
was 40 years. Looking at the range, it seems the difference between the minimum
and maximum age is 38 years indicating the wideness of the data set for age of firms.

Also, the average size of the firm is 16.33 with a standard deviation of 11.60.
4.2.2 Key Component of Education and Training

Management
Related |
Bl [

Figure 4.2: The key component of Education and Training of respondents

Source: Field Data
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It was found from Figure 4.2, that majority of the quantity surveying firms’ key
focus on education and training is highly technical. In the industry dominated by
‘engineer’s paradigm’ such situation is expected. Education and training of the
professionals is narrowed towards production of highly qualified professional with
no management training of which marketing is a key component. Again, Pearce
(1992) attributed this to the fact that professionals believe that the most important
part of their business is production side. As a result, professional education and
training is streamlined or narrowed down to what will produce highly scientifically
trained professional who have little or no management training (Harris, 1991). No
wonder 82% of the respondents are highly technical professionals whilst the

remaining 18% have some form of management related training.

4.2.3 Quantity Surveying Services

Table 4.2: Range of Services

a Responses Percent of
g1ps ol Mork N Percent Cases
Building 4] 66.1 03.2
Engineering Projects 20 323 45.5
Research and Training 1 1.6 2.3
Total 62 100.0 140.9

‘ Dichotomz group tabulated at value 1
Source: Field Data, 2013

In Table 4.2, it can be seen that the main services the firms offer are building related

il

——

followed by engineering projects and research and development in that order.
Evidently, building constitutes 66.1%, engineering projects 32.3% and research and

development 1.6%. This is an indication that research and development is the least

service offered by QSCF in Ghana.
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4.3 MARKETING PRACTICES OF THE QSCF IN GHANA

Principal component analysis was used to find the weights of marketing practices
(that is, marketing planning, organization of marketing functions, marketing
resources and marketing activities). In other to determine the weights of different
marketing practices within each marketing parameter, an index was calculated to
normalize the factor scores, as only one principal component was extracted. The

weight of the marketing practices was calculated using the factor score.
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Table 4.3: Weighted Importance Ranking of the Marketing Practices by QSCF
s etmeeem————————————————————————

Comp.
Marketing Practices Comp. Score \:elght o St.
Matrix  Coefficient Factices: Mosn Dev.
Marketing Planning
Long range view of the entire business 503 039 9.31 420 919
Careful Consideration of the firm's 587 045 10.85 4.11 1.049
Strength
Asses:sn:nent of the marketplace 349 027 6.46 4.07 863
Definition of long term goals 679 053 12.56 402 988
Idcntlﬁca‘uun of particular marketing 527 041 9.75 3.89 1.027
opportunities
Planning to achieve a measurable 426 033 7.88 3.89 1.049
programs
Time length/period/coverage of .599 046 11.07 3.84 928
marketing plans
Must be a continuous process 666 052 12.31 3.80 894
Level of management responsible for 621 048 11.49 3.78 927
marketing programs
Formal approach to marketing planning 450 035 8.32 3.73 915
Overall Statistics 3.93 718
Organization of Marketing functions
Top management’s perceived level of 568 044 11.849 3.91 848
priority of marketing plans
Priority given to marketing in the 576 045 12.022 362 1.134
business strategy of the firm
Systematic monitoring and evaluating of 681 053 14.202 347 991
marketing programs
Structured marketing department .802 062 16.709 3.22 927
Director/board member as the head of 624 048 13.006 3.18 1.093
marketing department
Formal marketing organization 769 .060 16.036 3.1 1.072
Head of marketing is responsible solely 775 060 16.152 3.1 1.147
for marketing functions
Overall Statistics 3.31 787
Marketing resources
Accessibility of funds for marketing 722 056 16.77 3.64 1.171
activities
Availability of funds for marketing 725 056 16.85 342 1.076
activities
The number of employees solely 423 033 9.82 3.36 883
responsible for marketing
Expertise of the marketing professionals 751 058 17.45 324 1026
Adequacy of funds allocated for 597 046 13.88 324 1111
marketing activities R =
Employment of marketing professionals 771 060 17.91 3.11 1.112
Use of external marketing agencies 315 024 7.32 ; {2]; I':i]l?:

Ovegsmtisﬁcs it
Source: Field Data, 2013

From Table 4.3, in terms of marketing planning, continuous process had the highest

percentage weight 12.31%, while assessment of the marketplace had the lowest
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percentage weight of 6.46%. This shows that continuous process contribute more to
marketing planning, whereas assessment of the marketplace contribute less. On the
other hand, comparing the level of importance of marketing practices under
marketing planning in terms of their contribution to the overall success of QSCF
marketing performance, long range view of the entire business had an average score
of 4.20 with a standard deviation of .919 indicating that it is the most important
practice, whereas formal approach to marketing planning is considered to be less
important, since it mean is 3.73 and its standard deviation is .915. This may be due
to the fact that the industry is not capable of being planned (Moore, 1984; Pearce,
1992) and that mindset stifles them of its benefit. With organization of marketing
functions, head of marketing being solely responsible for marketing functions had
the highest percentage weight of 16.15% with the lowest mean rating of 3.16 and a
standard deviation of 1.15, whiles top management’s perceived level of priority of
marketing plans had the lowest percentage weight of 11.85% with the highest mean
rating 3.91 and a standard deviation of .848. This means that, though head of
marketing being responsible solely for marketing functions is not important
comparing to other activities under organization of marketing functions, it
contribution to the variation or the explanation of the overall marketing practices is
high. Similarly, top management’s perceived level of priority of marketing plans is
considered to be the most important than the other marketing practices under
organization of ‘marketing 'm/but its contribution to the variation or the
explanation of the overall marketing practices is the least amongst them all. The
indication of this is that the factors with greater bearing on the practices are rather
less important for the firms as evidenced by the rating scores they gave. This irony

may be attributed to the lack of understanding of the true meaning of marketing as
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well as the benefits that can be accrued from its adoption. With respect to marketing
resources, employment of marketing professionals had the highest percentage weight
17.91%. This shows that employment of marketing professionals contribute more to
marketing resources. Also, accessibility of funds for marketing activities had the
highest average rating of important, since its mean score was 3.64 with a standard
deviation of 1.171. This means that, accessibility of funds for marketing activities is
more important under marketing resources when dealing with the overall success of
QSCF marketing performance. On the other hand, Use of external marketing
agencies had the lowest percentage weight of 7.32% with the lowest mean rating
3.07 and a standard deviation of 1.18. This means that, use of external marketing
agencies is not important comparing to other activities under marketing resources
and it contribution to the variation or the explanation of the overall marketing

practices is also small relative to the others.
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Table 4.4: Parameter and Constituent of Marketing Activities

S - N ———

Component Weights
. o Com t S
Marketing Act ponen core
arketing Activities Matrix Coefficient of | Mean  Std. Dev.
Matrix Activities
Product branding 0.22 0.017 252 433 0769
Soliciting prospective clients 0.297 0.023 3.41 433 0.905
Recruiting high quality 0.478 0.037 548 431  0.874
personnel
Seeking client satisfaction 0.403 0.031 4.59 4.29 0.991
Pursuing partnering 0.187 0.015 2,22 4.20 0.869
agreements
Providing extended services 0.27 0.021 gl 4.18 0.886
Seeking geographical -0.067 0.005 0.74 4.07 1.009
expansion
Maintaining company website 0.232 0.018 2.67 4.13 0.842
Offering competitive salaries 0.692 0.054 8.00 4.02 0.892
Offering customized contract 0.482 0.037 5.48 4.00 0.929
Making gifts with company 0.419 0.032 4.74 3.93 1.009
logo
Participating in trade shows 0.367 0.028 4.15 3.91 0.949
Training for interpersonal 0.581 0.045 6.67 3.89 1.049
skills
Training estimators 0.265 0.021 3.11 3.89 0.885
Printing brochures and 0.118 0.009 1.33 3.84 0.928
newsletters
Providing free preliminary -0.246 0.019 2.81 3.82 1.114
estimates
Conducting customer surveys 0.505 0.039 5.78 3.71 1.079
Issuing news releases 0.402 0.031 4.59 371 0.991
Advertising 0.311 0.024 3.56 3.67 0.953
Employing professional 0314 0.024 3.56 3.62 1.154
marketers
Making charitable donations 0.38 0.030 4.44 3.49 0.968
Setting up scholarships/ 0.605 0.047 6.96 3.42 1.215
endowments
Proving client entertainment 0.069 0.005 0.74 3.36 1.09
Providing event/travel tickets —0.294 0.023 3.41 3.18 1.051
Organizing social events 0.518 0.040 5.93 3.16 1.186
Overall 3.86‘ .48}

Saurce:- F iel:ri Data, 2013

For the parameters and constituent of marketing activities; Product branding,

Soliciting prospective clients, Recruiting high quality personnel and Seeking client
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satisfaction had a mean score of 4.00. This shows that these activities are important

to the QSCF. The importance that the firms attach to those activities suggests that the
firms are becoming aware of the need to embrace marketing in order to survive in
the competitive business environment. The need to be unique in product brand is
necessary to achieve market differentiation which offers advantage to the firm over
its competitors (Arditi et al., 2008). Again, to build a brand depends on the quality of
the personnel and it is the performance of this personnel that will lead to client

satisfaction that will in turn ensure the firms survival.

Pursuing partnering agreements, providing extended services, seeking geographical
expansion, maintaining company website, Offering competitive salaries and Offering
customized contract are activities that also had mean scores of at least 4.00. This
indicates that, they are all important practices that have significant impact in the
overall success of quantity surveying consultancy firms' marketing performance.
Even though all the practices under parameters and constituent of marketing
activities have percentage weight that do not exceed 10%, offering competitive
salaries had the highest percentage weight 8.00%. This shows that offering
competitive salaries contribute more to the variation or the explanation of parameter
and constituent of marketing activities. On other hand, both providing client

entertainment and seeking geographical expansion had the lowest percentage weight

of .74% respectively. This means that they contribute less to the variation or the

——

explanation of parameter and constituent of marketing activities.
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4.3.1 Comparison of the Marketing Practice to Control Variables

The marketing practices are compared with the various samples grouping in terms of
experience, size and the education type of respondent. This was done to determine if
any significant differences exist in the various sample groups. Tables: 4.5, 4.6 and

4.7 gives the results of the Mann- Whitney U tests carried out to determine those
differences.

Table 4.5: Comparison of the Weighted Importance Ranking of Marketing
Practices by Experience

Median Score

Marketing practices Years of Experience U wﬁ;e P-value
) Below 10 10 and Above uf L

Marketing planning 4.09 4.09 236.5 -.243 .808

Organisation of 3.43 3.43 223.0 -.553 580

marketing functions

Marketing resources 3.67 3:17 208.5 -.889 374

Parameters and 4.20 3.82 184.0 -1.449  .147

constituents of
marketing activities

None of the differences are statlstlcally 31gn1ﬁcant at 95% confidence interval

Source: Field Data, 2013

Table 4.5 shows that there were no significant differences in marketing

practices of QSCF who are below 10 years of operation and those who had at least

10 years of operation in terms of marketing planning (U = 236.5, z = -0.243, P-value

= ().808), organisation of marketing functions (U =223,z = -0.553, P-value = 0.580),

o —

Marketing Resources (U = 208.5, z = -0.889. P-value = 0.374) and parameters and
constituents of marketing activities (U = 184, 2= -1.449, P-value = 0.147). The non

significance of the differences in practices between the two categories of years of

operation of the firms can be attributed to the fact that the firms look for
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opportunities that fit their capabilities rather than adapt their capabilities to current

and future market needs (Pearce, 1992). This attitude stifles any desire to develop.

Table' 4.6: Comparison of the Weighted Importance Ranking of Marketing
Practices by Firm size

Median Score

‘ _ Firm Size (Number of
Marketing practices Employees) U Z- P-
value value

25 and

. Below 25 e
Marketing Planning 4.09 4.59 120 -3.524 .000
Organisation of Marketing
B oot 3.57 3.00 72.0 -1.506 .132
Marketing Resources 3.33 3.17 107.0" =335 737
Parameters and
Constituents of Marketing 3.88 3.90 109.0  -267 .789
Activities

None of the differences are statistigally sig;liﬂcant at 95% confidence interval,
except marketing planning

Source: Field Data, 2013

Table 4.6 shows that apart from marketing planning in which there is a significant
difference in terms of firm size (U = 12, z = -3.524, P-value = 0.000), there are no
significant differences in marketing practices of QSCF whose number employees are
below 25 and those that are at least 25 in terms of organisation of marketing
functions (U = 72, z = -1.506, P-value = 0.132), Marketing Resources (U =107, z = -
0.335, P-value = 0.737) and parameters and constituents of marketing activities (U =

109, z = -.267. P-value = 0.789)The non significant of the differences can be

attributed to what has been described as inward-oriented management paradigm
(Dikmen et al, 2005). This culture prevents the firms from adopting modern

managerial approaches such as marketing. As a result even when the firms grow in

size no significant changes are seen in their management practices because business
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is always done as usual. This is not surprising because management practices are

dominated by the engineers paradigm as evidenced by the fact that 82% of the firms

have top managers who are technically inclined than management.

Table 4.7: Comparison of the Weighted Importance Ranking of Marketing
Practices by Educational type

Met-iian Sc:;re

Marketing practices , Educational type U 55 s

Highly = Management value  value
Technical Related

Marketing Planning 4.09 4.14 142.5 -.164 870

Organisation of Marketing 357 399 1120 -1.071 284

Functions : ' P '

Marketing Resources 3.17 2.42 96.5 -1.535 .125

Parameters and Constituents 3.88 3.86 1950 -683 494

_of Marketing Activities
None of the differences are statistically significant at 95% confidence interval

Source: Field Data, 2013

Table 4.7 show that there are no significant differences in marketing practices of
QSCF whose top managers holds qualification that is highly technical or
management related. Evidently, the p-value for marketing planning, marketing
resources, and marketing activities are 0.870, 0.284, 0.125 and 0.494, respectively,
which are all greater than 0.05, indicating that there is no significant differences in

the two categories. This can be attributed to the fact a greater majority of the

respondents are highly technically inclined (82%).

A ’j‘-"-———.-—‘__-_ [ L] L] - - -
The overall impression of the four marketing practices is that marketing planning 1s

rated first followed by marketing activities and then organization of marketing
functions and finally marketing resources as indicated by their means as 3.93, 3.86,

3.31 and 3.29 respectively. The Kandell’s test was used to determine the existence of
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any difference in the four marketing parameters. The result of which is given in

Table 4.8

Table 4.8: Comparison of the Four Marketing Parameters

Statistics

3 Values
N 45
Kendall's W* 286
Chi-Square 38.546
Df 3
Asymp. Sig. 000

4 Kendall's Coefficient of Concordance

“Source: Field Data, 2013

From Table 4.8, the kendall's coefficient of concordance is 0.286 with p-value of
0.000, indicating that there is a significant difference among the four marketing
parameters. To identify which of the parameters that makes that difference,
Wilcoxon signed rank test was used to identify the parameter(s) that contribute to the

difference. Table 4.9 shows the results of the Wilcoxon’s test.

s —
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Table 4.9: Comparison of Various Marketing Practice

Markfatir{g Practices Z P-Value
I())lxia;lniigatmn of Marketing Functions Versus Marketing -4.623*  0.000
Marketing Resources Versus Marketing Planning -4.470°  0.000
Marketing Activities Versus Marketing Planning -2.060"  0.039
Markﬁ:tmg Resources Versus Organisation of Marketing -.263° 0.793
Functions

Marketing Activities Versus Organisation of Marketing -4.380°  0.000
Functions

Marketing Activities Versus Marketing Resources -5.841°  0.000

*. Based on positive ranks.
® Based on negative ranks.

°. Wilcoxon Signed Ranks Test
Source: Field Data, 2013

Table 4.9 indicates that there are significant difference between organisation of
marketing functions and marketing planning (z=-4.42, -value=0.000), marketing
resources and marketing planning (z=-4.47, -value=0.000), marketing activities and
marketing planning (z=-2.06, -value=0.039), marketing activities and organisation of
marketing functions (z=-4.38, -value=0.000) and marketing activities and marketing
practices (z=-5.84, -value=0.000) with the exception of marketing resources and
organisation of marketing function in which there exist no statistically significant
difference between them (z=-.26, -value=0.793). It suggests that QSCF attach more
importance to marketing planning as well as performing the activities but

organisation of marketing functions and marketing resources do not receive that

same level of importance.
e /-',——’_-__

i

e

This indicates that some form of ‘ad hoc’ approach is adopted in performing

marketing activities in the firm (Jaafar, et al., 2008). It is important to note also that

organisation of marketing functions and the allocation of the required resources if
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they are not carefully done, all the planning and the activities that would be carred

out is not likely to be successful.

44 UNDERLYING BARRIERS INHIBITING MARKETING

PERFORMANCE OF QSCF IN GHANA

The eight items on barriers to marketing performance were subjected to principal
component (PC) with varimax (orthogonal) rotation, to ascertain the appropriate
latent factors for the hypothesized two-factor model. The factors were confirmed
based on the content of the items with factor loadings exceeding .50, since the
greater the loading, the higher the variable's status as a pure measure of the factor
(Kilne, 2002). The result of the Kaiser-Meyer-Olkin Measure of Sampling Adequacy

and the Bartlett’s Test of Sphericity is shown in table 4.10.

Table 4.10: KMO and Bartlett's Test

Kaiser—Meyer-Olﬁl Measure of Sampling Adequacy. 588
Bartlett's Test of Apfarax. Chi-Square 104.049
Sphericity Df | 28

Sig. 000
Percentage variance explained by extracted factors 55.046%

--f

Source: Field Data, 2013

—— ”/—l—, | ‘ ‘ M
To verify if the data is suitable for factor analysis, Kaiser-Meyer-Olkin Measure

("KNITG) of Sampling Adequacy and Bartlett's Test of Sphericity were used. From
Table 4.10. with a KMO of .59 and a Bartlett's Test of Sphericity being statistically
significant at 0.05, supporting the factorability of the data set (Ofori & Dampson,

2011). From screeplot in figure 4.3. there is a clear break or a change (or elbow) in
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the shape of the plot, which is at factor two. Base on this, two factors was extracted

to represent the barriers in marketing performance. From table 4.10. these two

factors explained 55.05% of the total variation in the data.

The extracted factors together with the weights of each variable and their means are

given in table 4.11.
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Figure 4.3: Scree plot of eigen values
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Table 4.11: Factors Inhibiting Marketing Performance of the Firm

“—_—“

Factor B
Barri ,
arrers Loadings Factor Weight of St.

R TG Int.  Score Barriers Mean Dev.
Externally e e Ty
Environmental Factors
Association code of ) B T
Sthics 0.741 0.178 18.78 3.80 1.036
Equating marketing with
selling 0.689 0.251 26.48 3.51 0.757
Professional limitations 0.779 0.274 78.90 349  1.121
Lack of partner |
acceptance of marketing  0.703 0.245 25.84 3.40 1.074
as a legitimate function
Internally Generated o ]
factors .
Engineer Paradigm 0.797  0.138 21.43 402 1.252
Lack of in-house
R ins cxpertise 0.453 0.088 13.66 3.91 0.701
Disdain of
R iilism 0.193  0.248 38.51 3.40 0.78
Resource constraints 0.768  0.17 26.40 3.80 1.079

Source: Field Data, 2013

From Table 4.11, the first factor was mean as external factor, while the second factor
was mean as internal factor. The external factors were made up of equating
marketing with selling, professional limitations, lack of partner acceptance of
marketing as a legitimate function and association code of ethics. They are the
factors that pertain to the external environment within which the firms operate. They

could also be described as institutional pressure that control or limit the activities of

the firms. Wﬁh the externgLfasmraSsociation code of ethics had a mean score of

3 8 with a standard deviation of 1.04. This indicates that association code of ethics is

—

the most severe external barrier t0 marketing performance of the firms compare to

other external factors. This 1s expected as Kotler and Conner (1977) attributes this to

—_

the fact that professional bodies have elected stringent rules against commercial

behaviour. Again, lack of knowledge about the true meaning of marketing makes
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them equate marketing to selling (Richardson, 1996) which prevents them from

practising marketing because most selling techniques are banned by the professional
bodies. On the contrary, association code of ethics is the external factor that
contributes less to the variation in the data concerning barriers to marketing
performance of the firms. This is because association code of ethics had a percentage

weight of 18.78%. In addition, equating marketing with selling had the highest

percentage weight of 26.48, meaning, it contribute more to the variation of barriers

of marketing performance than the others.

The internal factors were made up of engineer paradigm, lack of in-house marketing
expertise, disdain of commercialism and resource constraints. They are those that
have to do with the firms themselves such as management culture, practices, etc.

With the internal factors, engineer paradigm had a mean score of 4.02 with a
standard deviation of 1.25. This indicates that engineer paradigm is the most severe
internal barrier to marketing performance of the firms as compared to other internal
factors. This is not surprising because the engineers’ paradigm has been described as
being responsible for the cultural barrier that plugs the way of marketing-oriented
approach to management (Seymour, 1995; Richardson, 1996). Dikmen et al, (2005)
describes this cultural barrier as the major barrier that needs to be overcome if
marketing can be adopted in the industry. In addition, lack of in-house marketing

expertise is the internal factor that contributes less to the variation in the data

concerning barriers to marketing performance of the firms. This is because lack of

in-house marketing expertise had the lowest percentage weight of 13.66%. On the

other hand, disdain of commercialism had the highest percentage weight of 38.51%,
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meaning, it contribute more to the variation of barriers of marketing performance

than the others internal factors.

The Mann-Whitney U test was used to determine if there are any significant

differences in the severity of the internal barriers to the firms when they are grouped
in terms of experience, size and the education type of the top management. Tables

4.12, 4.13 and 14 gives the results of the Mann-Whitney U tests conducted on the

various groups.

Table 4.12: Severity of Internal Factors with Respect to Experience of firm

l\Iedian Score

R irnal Factors Years of Experience Z- P-

10 and value value
Below 10
s _ Above -

Engineer Paradigm 4.00 5.00 203.0 -1.094 274

Lack of in-house 4.00 4.00 192.0 -1.484 138

marketing expertise

Disdain of 3.00 3.00 235.0 -.298 .766

commercialism

Resource corlstraints_ ) 4.00 $ 4.00 ) 229.5 -425 671

Source: Field Data, 2013

Table 4.12 shows that there were no significant differences in severity of internal
barriers to marketing practices for QSCF who have been in operation for not more 10
years and those who had at least 10 years of operation with respect to engineer
paradigm (U =203, z = -1.094, P-value = 0.274), lack of in-house marketing
expertise (Uj_"i-92, z=-1 wQe = ().138), disdain of commercialism (U =235,
z = -0.298, P-value = 0.766) and parameters and resource constraints (U =229.5,z =

e —

_.42; P-value = 0.671). This can be attributed to the fact that in the QSCF

production related issues are of greater concern than management issues and that

may explain why the firms do not bother about the barriers to their marketing

performance.

90




Table 4.13: Severity of Internal Factors with Respect to Size of firm

— —  ——

P
Median Score

Firm Size (Number of

Internal Factors Employees) U Z- P-
value value
Below 25 25 and
Above

“

Engineer Paradigm 5.00 3.00 87.000 -1.084 279
Lack of in-house

arketing  Srertise 4.00 4.00 93.000 -941 347
Disdain of 3.00 3.00 90.500 -956  .339
commercialism ' ' : ;

Resource constraints 4.00 3.00 103.500 -.476 634

Source: Field Data, 2013

Table 4.13 show that there are no significant differences in the severity of internal
barriers of marketing practices of QSCF whose top managers holds qualification that
1s highly technical or management related. This is supported by their respective p-
values. For engineer paradigm, its p-value is equal to .279, for lack of in-house
marketing expertise, its p-value is equal to .347, for disdain of commercialism, its p-
value is equal to .339 and resource constraints, its p-value is equal to .634. All these
p-values are greater than 0.05 level of significant which indicates that no statistical
difference exists between them. It could Be expected that the firms that are larger
will have no problems with resource constraint and in-house marketing expertise.

The test result therefore suggests that firms grow in size not in management

practices.
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Table 4.14: Severity of Internal Factors with Respect to size of firm

B T
Median Score

Key Component of
Internal Factors Education and Training U Z- s
Highly Management value  value

Technical Related

Engmecr_' Paradigm 5.00 400 135000 -417 676
ack of in-house

marketing expertise %00 4.00 131.000  -.593 553
Disdain of
commercialism 3.00 3.00 110.000 -1.219 223
Resource constraints 4.00 4.00 _122.500 -.800 424

Source: Field Data, 2013

From Table 4.14, 1t can be observed that there were no statistical significant
differences in the severity of internal barriers of marketing practices of QSCF whose
top managers holds qualification that is highly technical or management related.
This is because, engineer paradigm had a Mann-Witney U value of 135 with z = -
417 and P-value = 0.274>0.05. Lack of in-house marketing expertise had a Mann-
Witney U value equal to 131 with z = -.593 and P-value = 0.553>0.05. Also, disdain
of commercialism had a Mann-Witney U value of 110 with z = -1.219 and P-value =
0.223 and resource constraints had Mann-Witney U of 122.5 with z = -.800 and P-
value = 0.424. All their p-values are clearly greater than 0.05 levels of significant,

proving no differences in internal barriers to marketing practice with respect to

education and training.

4.5 INNOVATIONS PERFORMANCE FACTORS

The analysis in this section is based on the framework of analyzing innovation in

construction. The innovation process is made up of a seres of knowledge sourcing

which are translated into a new product or process. The effectiveness of the creation

and diffusion is influenced by a number of tools, techniques and strategies which are
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employed by the firms, which are affected by factors such as drivers, internal inputs

and exte
rnal sources, and enablers. These components of the innovation process are

the determinants and outcomes of the Innovation process.

In order to assess the component of the factors that affect the innovation
performance of the firms, principal component analysis was used to find the weights
of various marketing innovations (that is, drivers, inputs, sources, enablers, barriers
and outcome of marketing innovations). In other to determine the weights of
different marketing innovations within each parameter, an index was calculated to
normalize the factor scores as only one principal component was extracted. The
weight of the marketing innovations was calculated using the factor scores. The
Tables 4.15, 4.16, 4.17, 4.18, 4.19 and 4.20 gives the result of the CPA for drivers,

inputs, sources, enablers, barriers and outcomes of innovation respectively.

4.5.1 Drivers of Innovation

The drivers of innovation are the factors that create the need for an organization to

innovate. The table 4.15 gives the results of the PCA

Table 4.15: Drivers of Innovation

. - Comp Score V-Veight.nf : Std.
ITEMS Ma tri;: Cuefficient mar_kf:t.mg Mean Dov
Matrix activities o
Performance (cost )
reduction, preductivity, 614 .028 20.20 451 727
effectiveness) S
End-user requirements 607 028 19.94 4.04 737
Regulation and legislation 293 013 9.65 4.00 826
~ Competition 338 015 11.12 396 796
e olosie 687 031 22.58 391 793
developments
Aesthetics/ design trends 210 010 6.91 3.84  .824
Enyironmont 292 013 9.60 373 1120
sustainability b s

Source: Field Data, 2013
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Upon analysis, Table 4.15 shows that with respect to drivers of innovation,

technological developments had the highest percentage weight of 22.58%. This
indicates that technological developments have more influence on drivers of
innovation than the others. Also, performance improvement emerged as the main
driver followed by meeting end-users requirement and regulation and legislation
with respective means scores of 4.51 and 4.04. This suggests that whereas the firm
admits that innovation must bring improvement in itself such improvement must
meet-end-user requirement as well as regulations and legislation to be sustainable.
This 1s necessary if such innovation will receive acceptance of users so that it will be
patronized to generate the necessary benefits to the firm. This findings confirms that

of other studies (e.g. BERR, 2008; Gann, 2000; Slaughter, 1993, 1998)

4.5.2 Internal Inputs and External Sources of Information

The framework for analysing innovation begins with the generation of ideas. This
section analyzes the actions and processes the firms use in generating new ideas as
well as the sources of these 1deas.

Table 4.16: Internal Inputs

Score might of

ITEMS I‘(,:;‘IGTrP. Coefficient marketing Mean [S)i
B Matrix activities '
Investment in IC"_I‘, purchase of ., ¢ 025 15.34 438 886
software and equipment
Information 423 019 11.89 4.07 809
Establishment of network 493 022 13.86 404  .796
(technology alliances) ¥
Investment in training and—"""‘_;Gﬁ 021 13.09 3.93 986
education
Research and development 570 024 14.61 3.91 900
_—-—""-—.- - y
spending
Number of people actively 488 022 13.71 3 89 982
devoted to innovation
Number of research and 416 019 11.69 3.84 928
jects
development projec 207 009 5.81 3.82 716

Number of ideas or concepts ‘ :
Source: Field Data, 2013
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Respondents regards ICT, software and equipment, information and training and
education as main factors that foster innovation as in Table 4.16 (ICT mean= 4.38,
software and equipment mean= 4.34; information mean=4.07 and so on).
Surprisingly, research and development is not regarded as an important input. This 1s
affirmed by NESTA (2006). Again, ICT, software and equipment had the highest
percentage weight of 15.34%, indicating that it is the factor that influences most, the

internal inputs of knowledge in terms of marketing innovation. The table 4.17 looks

at the external sources of information for innovation in a firm.

Table 4.17: External Sources of Information

ITEMS Qi Scor.e Weight‘ of Std.
Matri Coefficient marketing Mean
atrix ] R Dev
. i ¥ Matrix _activities s -
Clients 604 028 6.40 4.40 837
Construction skills 619 028 6.56 422 902
End-users 591 027 6.26 4.18 806
Partners 734 033 1.78 4.16 999
Competitors 481 022 5.10 4.13 726
Professional bodies 713 032 7.56 4.13 919
Contractors 578 026 6.13 4.07 837
Business link 509 023 5.39 4.04 852
Financial advisors 648 .030 6.87 4.04 999
Companies from other 373 017 3.96 402 866
industries
Suppliers/ manufacturers 512 023 543 4.00 826
Facility managers 456 021 4.83 3.93 .889
Conferences, workshops 493 022 5.23 3.82 936
Governments 659 030 6.98 3.82 936
Research institutes/ ”"——;‘;—F 016 3 69 3.80 661
universities
Best practice clubs 541 025 5.74 3.56 990
g s 3.56 725
Fairs, exhibitions 575 026 _ﬂl‘) 56 725

Source: Field Data, 2013

Table 4.17 examines the relative performance of various external sources of

information for innovation. The sources that emerged significantly include clients,
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construction skills, end-users, partner, competitors and professional bodies. It

indicates that the pull for innovation is significant than the push towards innovation.
This affirms the findings of Dikmen er al (2005), that clients (mean=4.40)
construction skills (mean=4.22), end-users (mean=4.18), partner (mean=4.16),

competitors (mean=4.13) and professional bodies (mean=4.13) are the major source

of knowledge that support innovation.

4.5.3 Enablers of Innovation
The enablers are the factors that assist in the promotion of innovation within the

firm. The table 4.18 gives the results of the PCA.

Table 4.18: Enablers of Innovation

Score Weight of

ITEMS Iaﬂml_?- Coefficient marketing Mean i
ALKy Matrix activities ey
Leadership 545 025 8.47 4.36 830
Supportive work environment 684 031 10.62 4.18 960
Awards, grants, funds 398 018 6.18 4.16 852
Use of problem solving 540 025 839 413 815
techniques
Deep understanding of the 570 026 8.86 4.13 991
customer
Emphasis on research and 597 024 8.19 4.11 804
development
Education and training policy 519 024 8.06 4.07 837
Enowledge management 648 030 1006 407  .889
practices
Encouraging staff to 8]6" . Sl 023 7.99 409 925
involved with external networ
Reward schemes = %] 023 7.79 404 737
Government schemes 462 021 7.18 4.02 917
___Cellaboration with partners 597 024 219 3.84 999

—= H —_— -
Source: Field Data, 2013

Here. Table 4.18 examines the factors that are seen to be significant in enabling

innovation in a firm. It shows the extent the listed factors help in promoting
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innovation in a firm. Upon analysis, leadership (mean=4.36) and supportive work

environment (mean=4.18) emerged as the top two factors respectively. This indicates
that when schemes are put in place without the above factors, they will not flourish.
The next significant factor is awards, grants and funds with mean equals to 4.16
which also indicate that motivation of staff is equally important. Surprisingly,
collaboration with partners (mean=3.84) was the least important factor. Which may

be due to the attitude of some firms to work in isolation which indicate that the

concept of partnering and its associated benefits are not properly understood by the

firms.

4.5.4 Barriers to Innovation

These are the factors that are seen as impediments to the uptake of innovation

activities in a firm. The PCA generated are given in table 4.19.
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Table 4.19: Barriers to Innovation

Score Weight of

ITEMS ﬁom;}. Coefficient marketing Mean S
atrix Z iR Dev.
_ Matrix activities

Availability of financial i
eLTrdee 610 028 8.47 4,22 795
Economic conditions 503 023 6.98 411  .804
Fragmented nature of
conitruction business w20 021 6,25 Sl S.2
Inappropriate legislation 451 021 6.26 396  .852
Belief that the industry is
doing well without 191 .009 2.65 3.89 1.017
innovation
Lack of qualified staff 432 020 6.00 3.80,, 15172
Unwillingness to change 351 016 4.86 3.87 919
Lack of awareness 273 012 3.79 3.84 796
Lack of government role 386 018 535 3 82 036
model
Lack of clear benefits 607 028 8.42 3:82 .97l
g nature ol 272 012 3.77 378 823
construction project
Risk in commercializing 595 027 311 3.76 283
innovations
Lack of innovative
investment / procedures / 548 025 7.61 3.68 909
practices
Adversarial approaches 475 022 6.59 3.68 934
within the supply chain
Extensive organizational 580 027 8.17 3.67 674
change required
Lack of end-user 484 022 6.71 3.59 972
involvement

Source: F ield. Data, 2013

Table 4.19 shows the extent to which the listed barriers impedes the uptake of
innovation in the firms surveyed. The top two barriers are availability of financial
resources (mean=4.22) and economic conditions (mean=4.11). This is interesting

because ﬁn}incial conce/rgj,s_a—nummr one driver yet a number one barrier. The firms

claim to innovate to increase profit and at the same time believe that they cannot

innovate unless economics allow. These factors are followed by fragmented nature

of construction business (mean=3.98), inappropriate legislation (mean=3.96), belief
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that the industry is doing well without innovation (mean=3.89), and lack of qualified

staff (mean=3.89). This affirms the findings of Ozorhom er al., 2008.

4.5.5 Outcome of Marketing Innovation
These the benefits that could be derived from innovation activities or that will occur

as a result of an innovation activity. The table 4.20 gives the PCA results.

Table 4.20: Outcome of Marketing Innovation

B> C— e
Comp. Scorf: Wenght. of Std.
. Coefficient marketing Mean
Matrix : R Dev.
b Matrix activities
Improvement of client
satisfaction 792 036 8.20 4.43 789
Rupfeyementiof product 708 032 7.33 443 818
quality
L eRac | igoanica 633 029 6.55 439 754
capability
Improvement of processes 697 032 7.21 4.30 823
Improvement of services 676 031 6.99 4.27 727
Increa‘se in organizational 54 024 542 435 781
effectiveness
Improvement of human 645 029 6.67 425 043
resources
Sy ongten 715 033 740 409 910
profitability
Better firm image 624 028 6.46 4.07 1.043
Revenue growth due to 634 029 6.56 4.07 789
new services :
Improvement of 657 030 680 407 1021
organizational structure
New processes 609 028 6.30 3.91 172
New services 621 028 6.43 3.89 784
Market penetration and 457 021 4.73 3.73 949
growth
Intellectual property
(patents, trademarks, 672 031 6.96 3.66 1.140

designs)
Source: Field Data, 2553

Table 4.20 shows the list of innovation outcomes and how the respondents rated
them. The benefits that are seen as most significant includes improvement of client
satisfaction (mean=4.43), and product quality (mean=4.43), increase in technical

capability (mean=4.39), improvement of processes (mean=4.30) and improvement of
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services (mean=4.27). This is an indication that although innovation in itself is

important to the firm yet the external factors like client satisfaction, etc. are seen to

provide the most significant benefit to the firm.

4.5.6 Comparisons of the innovation activities of the control groups

The Mann-Witney U test is used to test the significant differences in the in the
control groups. The results of the Mann-Whitney U test on the various control
groups are given in tables 4.21, 4.22. 4.23 ages of firm, size of firm and the

education type of respondents respectively. With regards to age of firm, the results

the Mann-Whitney U test are as follows:

Table 4.21: Comparison of Innovation Activities In term of Age of firm

Median Score

Years of Experience U Z- P-value
Below 10

10 and value

B Abovg T
Marketing Innovation 4.0200 41500 173.500 -1.690 091
Outcome of Marketing 4.0000 44350 126.000 -2.793 .005

[nnovation
Source: Field Data, 2013

Table 4.21 shows that there is no significant difference in marketing innovation of
quantity surveying consultancy firms who are below 10 years of operation and those
who had at least 10 years of operation (U = 13.5, z = -1.69, P-value = 0.091). On the
other hand, there is a signifieant difference in outcome of marketing innovation of
quantity surveying consultancy firms who are below 10 years of operation and those

i

who had at least 10 years of operation organisation of marketing functions (U = 126,

= .2.793, P-value = 0.005).
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With regards to size of firm, the Mann-Whitney U test results are given below

Table 4.22: Comparison of Innovation Activities in term of firm Size

Median Score
Firm Size (Number

of Employees) U e P-value
i 25 and value
- 3 5 ) i ; Above
Marketing Innovation 40300  4.4050 41.500 -2.522  .009
Outcome of Marketing
o cton 4.2000 4.6000 57.000 -2.012 045

Source: Field Data,?ﬂl 3

From Table 4.22, for marketing innovation and the outcome of the innovation, there
are significant differences in terms of firm size. These assertions were due to the fact

that both were significant at 0.05(p-values< 0.05).

In term of education background respondents, the results of the Mann-Whitney U

test is given in table 4.23

Table 4.23: Comparison of Innovation Activities in term of Educational
background of respondents

Median Score
Key Component of 7. P.
Education and Training U
Highly - Management
Technical Related

value value

Marketing Innovation 41000  3.9700 120.500 -223 827
Outcome of Marketing 4 5909 43350  125.000 -.686 .51
Innovation b g

._S‘:mrce: Field Data, 2013

Here at Table 4.23, there are no significant differences in marketing innovation and

__it-outcomes for QSCF whose top managers’ holds qualification that is highly

technical or management related. Evidently, the p-value for marketing innovation

and outcome of marketing innovation were 0.827 and 0.511which are all greater than

0.05 level of significant.
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CHAPTER FIVE

CONCLUSIONS AND RECOMMENDATION

5.1 INTRODUCTION

The dissertation focused on the marketing orientation of Quantity Surveying
consultancy firms in Ghana. The main introduction of the research was covered in
the chapter one of this report. The second chapter discussed the
theoretical/conceptual issues regarding marketing orientation and its antecedents.
This was narrowed down to professional services firms and thereafter to the QSCF.
It also established the linkages between the marketing orientation, marketing
practices, barriers to marketing performance and innovation performance of firms.
The chapter three continued with methodological issues that were considered for the
study and the appropriate approaches that were adopted were justified. Presentation
of analysis was discovered in chapter four together discussions on the result
obtained. The research reaches its climax in this chapter with a summary of all the

issues addressed throughout the study.

This section of the chapter continues with a summary of how the key objectives of
the study were realised and also discusses the achievement of the research objectives

o as to highlight the contributions of the research to knowledge. Finally, this
S ) ighlig oo

chapter will sign off with recommendations for further research that can be carried

i

——

out on the basis of the conclusions and limitations of the study.
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5.2 REVIEW OF RESEARCH OBJECTIVES

As it has been indicated in the chapter one of this report, the research was undertaken

with the aim to explore the marketing orientation of QSCF in Ghana, and to proffer
measures that will advance innovation and improve performance. To achieve stated

aim of the study, four research objectives were set. Questionnaire survey was

conducted to achieve all the objectives.

The first objective was set to ascertain the marketing practices of QSCF in Ghana.
Based on the four key dimensions of marketing practices of the firm identified in
literature, a questionnaire survey was conducted to ascertain the level of importance
attach to this practices by the firms. The four dimensions comprised of marketing
planning, organisation of marketing function, marketing resources and marketing
activities which was also categorised under the five items as: product, price, place,
promotion and people related activities. Scored on a five point rating scale, the levels

of importance as indicated by the firms were analysed to identify trends.

The trend that emerged showed that the QSCF attaches importance to the four

marketing dimensions of marketing practices in this order importance ; marketing

planning, marketing activities, organisation of marketing function and marketing

resources. The fact that planning is important to the GSCF is encouraging, however
i gl 2 e

if the execution of the activities are done after planning without organising of those

_—ativities and the allocation of required resource, it may not yield any good results.

This confirms the notion that marketing practices are done in an ‘ad hoc’ manner in

professional consulting industry.
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Again, further tests that were done to access any differences in marketing practices
when the firms were grouped in terms of experience, size and educational
background of respondents revealed that there are no significance differences. This
suggests that even when the firm grows in terms of experience and size, business is
still done as usual. No changes takes place in the management practices. This also
confirms the notion that the engineers’ paradigm which creates resistance to cultural
change continues to be the major bottleneck the plugs the way of marketing oriented
approach to management of QSCF in Ghana. This is not surprising because majority

of the firms (82%) are technical men with little or no management training.

The second objective was to identify underlying factors that inhibits marketing
performance of QSCF in Ghana. In all eight factors that respondents indicated their
levels of severity to their firms were subjected to factors analysis out of which two
factors emerge that were labelled as external environmental factors and internally
generated factors. In terms of the level of severity of these factors, association of
code ethics emerge as the most severe. This confirms the notion that professional
associations have elected stringent rules against commercial behaviour, coupled with
the misconception that marketing and selling are the same makes the firms shun
marketing. Again, to ascertain differences in the severity of the internal generated

factors to firms when/gmg;m¢ in terms of experience, size and educational

background of the respondents, no significant differences was observed. The

-

o —

inability of the large firms to deal with the inhibiting factors to make them less

severe indicate that the firm do not achieve any significant growth or the growth is

only in terms of size or ;xperience but not on the management practices. This

confirm the notion that the major hurdle of resistance to cultural changes continues
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to plug the way of the firms to adopting a marketing orientated strategic management

approach in managing the firm.

The third objective was to assess the underlying marketing innovation factors that
can improve performance of QSCF. Using the framework for analysing innovation,
the study adopted six parameters that cover the innovation process from idea
generation, diffusion and implementation. The six parameters comprise drivers,
inputs, sources, enablers, barriers and outcomes. With regard to drivers’
performance, improvement emerges as most important followed by meeting the
requirements of end-users requirement and regulation and legislation in order to be
sustainable. Considering internal inputs and external sources of information, the
firms indicated that ICT, purchase of software and equipment, investment in training
and education are the main factors that foster innovation. Surprisingly research and

development is not regarded as an important research input.

On the external sources of information, the sources that emerged significantly area:
clients, construction skills, end-users, partners, competitors and professional bodies.
This affirms the notion that the pull for innovation is significant than the push
towards innovation. Similarly, the QSCF identified leadership, supportive work
= ;l"_,_-—'—’_"_' e . .
environment and awards, grants and funds as the top factors that promote 1nnovation
— in the firm. Surprisingly, collaboration with partners was pointed as the least
important factors. This suggests that the concept of partnering is not properly

understood by the firms. Among the factors that impedes the uptake of innovation,

availability of financial resources and economic conditions came out as the top two.
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It 1s interesting to note that financial concern is a number one driver of innovation

yet a number one barrier of innovation in QSCF.

5.3 RECOMMENDATIONS AND POLICY IMPLICATIONS

The last objective was set to proffer measures to boost marketing orientation, and
which will advance innovation and performance improvement based on the findings.
These measures that have been illustrated with a flowchart in Figure 5.1 have been
developed based on the relationship between marketing practices, marketing
orientation, marketing performance barriers and marketing innovation together with
the innovation outcome as the result of the interaction between the various variables.
The measures are built on the basis that the firms resource are limited and therefore
cannot tackle all the issues that has been identified to be associated with performance

improvement.

The prudent way to deal with the issue is to allocate resources judiciously and this
can be achieved by identifying the variables that contribute most to each of the
parameters first and thereafter to the other when there still exist some spare capacity.
The variables with the large contribution to each of the parameters are identified

from the principal com/p,o/ngm_analysis and they are arranged in a descending order

of contribution to each of the parameter. The flowchart also establishes the linkages

—

between the four parameters outlined earlier from marketing practices to

performance improvement.
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5.4 MEASURES TO BOOST MARKETING ORIENTATION OF QSCF IN
GHANA

As indicated in the Figure 5.1, the flowchart of measures to advance innovation and
performance improvement has four phases or goes through four stages. The first
stage requires the performance of marketing practice in order to achieve the level of
marketing orientation that can advance innovation. In order to achieve this, the firms
must control the modulator variables which are made up of internally generated
factors and the external environmental factors. The ability and the level to which
these factors are dealt with or are controlled is a measure of the firms’ level of
marketing orientation. It is at this point that the improvement in the firms’
performance can be realised. Continues review of this process will improve the

firms’ competitiveness and ensure its survival in the business world.

The flowchart that is illustrated in figure 5.1 has four phases. Each of the phases has
a number of dimensions and factors that contributes to make it whole. Each of the

phases also leads to one another until the final which is improvement in

performance.

5.4.1 Market Practices

e

Marketing orientation as philosophy or as an attitude of firm is made manifest by the

way and manner the marketing practices are carried out in a firm. The level of

performance in terms of marketing planning, organisation of marketing functions,
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marketing resources and marketing activities is a measure of the firms marketing

orientation.

5.4.2 Marketing Performance Barriers

Between the marketing practices and marketing orientation is a barrier that can limit
the marketing practices and that has serious implications for the firms marketing
orientation. These barriers are in two folds: internally generated and external
environment barriers. The firms must deal with these factors before they can achieve
a measure of marketing orientation that can lead innovation. The employments of
marketing professional, release of resources for marketing activities as well as a
development of positive attitude towards commercial behaviour are key to

overcoming the barriers.

5.4.3 Marketing Orientation
This is a measure of the firms’ propensity to innovate. At the stage where the firm

has achieved a reasonable level of marketing innovation, innovation becomes

eminent. The attainment of that is influenced by the degree to which the marketing

practices are carried out by the QSCF.

= /-""_"__—_-_

~__5.4.4 Innovation Factors

The success of the innovation activity depends on the factors each of which

contributes one way or the other to the outcomes of the innovation programme. The

factors include drivers, inputs, SOUICeS of information, enablers and barriers. These
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factors deserve a careful consideration and utilization to achieve a desirable

Innovation outcome,

5.4.5 Innovation Qutcomes

These are the results of the previous four phases. It is the final point when the results
are achieved to benefit the firm. These may include improvement in processes,
services, product, quality, organisational structure. These and many other that can
lead to revenue growth, market penetration and growth. At this point, improved
business performance is the overall result, which will enhance the firm’s

competitiveness so as to outmanoeuvre its competitors to survive in the industry.

It is believed that this flowchart will advance innovation and lead to improved

performance of the QSCF in Ghana.
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5.5 Further Recommendations and Future Research Agenda

Aside these measures, other actions that can also serve to advance innovation and

improve performance have been recommended. They are:

1. The establishment of research centre for construction consultancy innovation.

2. Establishment of a supervisory/advisory body to provide direction and
encourage more research and development activities QSCF in Ghana.

3. Government must set up and encourage research and development agenda

with appropriate reward schemes for QSCF that are able to come out with

Innovative practices.

4. QSCF must also employ the services of marketing professionals to oversee
their marketing programmes to ensure its success.

5. Professional education and training needs to be reviewed to reflect more
management components such as strategic management of which marketing

is key.

Future research agenda must include the following suggested area that has been

revealed by this study:

1. Development of an industry specific framework to advance innovation and
performance improvement.

2 The extent of influence of Professional Training and Education (PTE) on the
m;r_keting and inm practices of the Professional Service Firms (PSF)

13 The influence of Professional Culture (PC) on the marketing performance of

professional firms

4. The usefulness of marketing without innovation outcomes.

5. Exploration of the push and pull factors of innovation.
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APPENDIX 1

QUESTIONNAIRE

This questionnaire has been designed to solicit for information for the completion of
Master of Science in Construction Management in KNUST Department of Building
Techno_logy. It is aimed at exploring the Marketing Orientation of Quantity
Surveying Consultancy Firms in Ghana based on which an industry specific
framework will be developed with view of improving their performance. It is solely
for academic purposes and any information provided will be treated with the highest
confidentiality. Please, kindly respond to the questions by ticking (V ) in the
appropriate box for each item.
1. What 1s your designation in terms of the following? Top manager ( )
Director of marketing ( ) partner ( ) sole proprietor ( ) other ( )
BRBBIIY LI 0 o8 v ivn s sieiiaie

2. How many years has the firm been in  existence?

3. What is the size of the firm in terms of number of
EHITIONCRT . o+ s nmsen vinmmisisainsns wialbisa

4. Which of the following categories describes the key component of your
education and training? Highly technical ( ) Management related ()

5. Which of the following describes the types of work the firm offers its
services? building ( ) engineering projects () research and training ()
others ( )

6. How will you rate the importance of the following factors to the overall
success of the Quantity Surveying consultancy firm’s marketing
performance? Use the scale: 1=not important 2=less important 3=moderately
important 4=important 5=very important

Marketing Practices 1 2 3 4 “
A. Marketing Planning

1 Careful consideration of the firms’ strength

2. Assessment of the marketplace

3. Definition of long term goals

4. Identification of particular marketing opportunities

6. Planning to achieve a ‘measurable programs

7. Long range view of the entire business
8. Formal approach to marketing planning
—+9. Level of management responsible for marketing programs
10. Time length/period/coverage of marketing plans
11. Must be a continuous process
B. Organization of marketing functions
1.Top management’s perceived level of priority of marketing

plans
7 Structured marketing department '
3 Director/board member as the head of marketing
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department

4. Head of marketing is responsible solely for marketing
functions

>. Systematic monitoring and evaluating of marketing
programs

6. Formal marketing organization

7. Priority given to marketing in the business strategy of the
firm

C. Marketing resources

1. The number of employees solely responsible for
marketing

2. Employment of marketing professionals

3. Expertise of the marketing professionals

4. Use of external marketing agencies

5. Adequacy of funds allocated for marketing activities

6. Availability of funds for marketing activities

7. Accessibility of funds for marketing activities

9. What will you say about the importance of the following marketing activities
to improving the marketing performance of Quantity Surveying Consultancy
Firms? Use the scale: : 1=not important, 2=less important, 3=moderately
important, 4=important, 5=very important

Parameters and Constituents of Marketing Activities 1 2 3 4 5

A. Product-Related Activities

1. Seeking client satisfaction

2. Providing extended services

3. Offering customized contract

4. Training for interpersonal skills

5. Offering competitive salaries

6. Recruiting high quality personnel

7. Conducting customer surveys

1. Price-Related Activities

1. Providing free preliminary estimates

2.Training estimators

3. Pursuing partnering agreements

2. Place-Related Activities

[a—

. Seeking geographical expansion

3. Promotion-Related Activities

Advertising

Product branding

Printing brochures and-rewsietters

Maintaining company website

Making gifts with company logo

Soliciting prospective clients

Participating in trade shows

[ssuing news releases

||| |s|w ]—

Employing professional marketers

4. People-Related Activities

1. Proving client entertainment

2. Providing event/travel tickets

3. Organizing social events
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4. Making charitable donations

5. Setting up scholarships/endowments

10. What will you say about the following barriers to mounting an effective
marketing programme in Quantity Surveying Consultancy Firms? Use the

scale: 1=not severe 2=less severe 3=moderately severe 4=severe 5=very
severe.

Barriers to Marketing Performance 1 2 3 -+

1. Disdain of commercialism

2. Association code of ethics

3. Equating marketing with selling

4. Professional limitations

5. Lack of partner acceptance of marketing as a legitimate
function

6. Resource constraints

7. Lack of in-house marketing expertise

8. Price competition

11. How will you rate the importance of the following factors that affect the
innovation performance of a firm? Use the scale: 1=not important 2=less
important 3=moderately important 4=important 5=very important.

Marketing Innovation 1 2 3 4

A. Drivers

1. Performance (cost reduction, productivity, effectiveness)

2. Environment/sustainability

3. End-user requirements

4. Technological developments

5. Competition

6. Regulation and legislation

7. Aesthetics/ design trends

B. Inputs

. Information

Investment in training and education

. Number of ideas or concepts

Establishment of network (technology alliances)

Investment in ICT, purchase of software and equipment

Number of people actively devoted to innovation

Research and development spending

00| ||| W=

Number of research and development projects

C. Sources

. Clients

. Partners

. End-users

Suppliers/manufacturers

Contractors

Conferences, workshops

Research institutes/universities

oo ||| || W=

Best practice clubs

9. Construction skills

123



10. Competitors

11. Fairs, exhibitions
12. Governments |
13. Professional bodies '

14. Companies from other industries

15. Facility managers

16. Business link

17. Financial advisors

D. Enablers

1. Leadership

2. Supportive work environment

3. Collaboration with partners

4. Deep understanding of the customer

5. Education and training policy

6. Knowledge management practices

7. Encouraging staff to get involved with external network

8. Use of problem solving techniques

9. Awards, grants, funds

10. Government schemes

11. Reward schemes

12. Emphasis on research and development

E. Barriers

1. Economic conditions

2. Availability of financial resources

3. Fragmented nature of construction business

4. Unwillingness to change

5. Lack of government role model

6. Inappropriate legislation

7. Risk in commercializing innovations

8.Temporary nature of construction project

9, Extensive organizational change required

10. Lack of awareness

11. lack of qualified staff

12. Lack of end-user involvement

13. Lack of innovative investment/procedures/practices

14. Adversarial approaches within the supply chain

15. Lack of clear benefits

16. Belief that the industry is doing well without innovation

12. To what extent does your firm derive the following outcomes of innovation?
Use the scale: 1=never, 2=rarely, 3=sometimes, 4=usually, S=always

m jog Tnnovatia i 13 13 14
Outcome of Marketing Innovation

|. Better firm image

-t 2. Improvement of services

3. Improvement of client satisfaction

4. Improvement of product quality

5. Improvement of processes

6. Increase in technical capability

7. Increase in n_rganizational effectiveness [

8. New services l h
9. New processes
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10. Market penetration and growth

11. Revenue growth due to new services
12. Short and long term profitability

13. Improvement of organizational structure
14. Improvement of human resources

LS. Intellectual property (patents, trademarks, designs)

13. How important do you consider the following criteria when being selected by
a client for your services. Use the scale: 1=not important 2=less important
3=moderately important 4=important 5=very important

Criteria 1 2 3 L e eE

1. Turnover/size of practice

2. Status/market share

3. Financial standing/stability

4. Technical capability/excellence

5. Quality of personnel and expertise

6. Obtaining/having quality assurance

7. Being chartered

8. Experience

9. Professional reputation/track record

10. Prior business relationship/clients

11. Lowest price/fee

12. Presentation

13. Previous project (type)

14. Range of services offered

15. Geographical location

16. Attention to detail

17. Company offices and general image

18. Negotiating skills

19. Informal contract

20 .Responsiveness

THANK YOU FOR YOUR PARTICIPATION
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