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CHAPTER EIGHT 

Design of the Field Work 

Introduction 

The aim of this chapter is to explain the steps undertaken and 

the methods employed by the researcher to collect the data for this 

study. As such, the chapter is concerned primarily with the method- 

ology conceived and the research setting and not with the analysis 

of the findings themselves which is reserved for the next chapter. 

The design of the field study has passed through seven succe- 

sive equally, iortant stages. These include: 

1) Statement of research problems and objectives. 

2) Formulation of hypotheses. 

3) Industry selected for the study. 

4) Identification of the sample. 
5) Development of the questionnaires. 
6) Translation and pre-testing the questionnaires. 

7) Interviewing. 

In the following pages, the aspects pertaining to each of these 

stages, together with the methodological framework, will be dis- 

cusssed. 

1. Statement of Research Problems and Objectives 

The main purpose of this study, as appeared from the literature 

review, is to investigate, with reference to Egyptian conditions, 

the relevance and contribution of marketing to the small business 

companies sector. More specifically, the objective is to establish 
the extent to which the marketing concept and modern marketing 

practices have been adopted and implemented in Egyptian small 
business companies, and to explore the basic internal and environ- 

mental factors associated with acceptance and implementation of 
the marketing concept or otherwise. 
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Throughout the review of the literature, some important 

observations and problems presented themselves as follows: 

Firstly, in dealing with the marketing problem in an Islamic 

country like Egypt, it is acknowledged that the concept of the 

"Islamic society", despite its importance and relevance to trans- 

ferring, adopting and implementing modern marketing concepts and 
techniques, has received little attention from both marketing 

scholars and practitioners. In addition, Islamic teachings 

regarding marketing have been generally overlooked and/or mis- 

understood. 

However, it will be argued in this study that the concept of 
"Islamic country" is a worthwhile construct for marketing studies, 
by which marketers can make use of the general attributes of the 

category of the "Islamic Society" in relation to modern marketing 

concepts and practices. In fact, it is maintained that the 

concept represents a rewarding area for study. 

Hence, in applying modern marketing and its techniques to 

small as well as large companies in Egypt, the "Islamic country" 

concept must be considered a significant factor, with all the 

obligations it imposes on individuals with reference to marketing. 
Emphasis, in turn, should be placed upon demonstrating the 

relationship between the Islamic doctrines and marketing concepts 

and techniques. 

It is to be noted, however, that in identifying the extent of 

acceptance and implementation of the marketing concept and mar- 
keting activities by the management of Egyptian companies both 

large and small, a distinction should be made between the philoso- 

phical status of the marketing concept and marketing techniques 

provided by Islamic teachings and the actual attitude to marketing 
adopted by these companies and the marketing practices pursued by 
them. 
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Secondly: It is noted that the marketing problem of small 

companies, in spite of their importance to the economy, has 

received little attention from marketing theorists. Large companies 
have provided the major focus for enquiry and research by both 

academics and research scholars. This applies particularly in 

the Egyptian context. So far, most of the research on the subject 

of marketing has concentrated on large business companies. Very 

little research has dealt with the marketing problems faced by 

small business companies. 

In practice, though the marketing concept is valid and funda- 

mental to small companies, there is empirical evidence from our 

literature review to indicate that these companies have failed, 

to a certain degree, to recognise how important the philosophy is 

to their business success, and, hence, adoption and implementation 

of the concept has been neglected. In the Egyptian environment, 
it is generally argued that size of firm is a decisive factor in 

the adoption and implementation processes. In other words, such 

activity is considered to be appropriate only for large firms. 

Thus, Egyptian small companies have failed, to a great extent, to 

accept and implement the marketing approach in their business. 

Because of this, the question of the application of marketing 

concepts and techniques to small companies is considered a signi- 

ficant area for study. 

Thirdly: The acceptance and implementation of the marketing 

concept by Egyptian small companies is subject to some particular 

environmental factors prevalent in the country which have their 

effect on marketing development in these companies. Egypt as an 
Islamic developing country has its own cultural attitudes, mana- 

gerial setting, economic conditions, problems and goals which 
differ from those of their counterpart in other countries. It 
is generally maintained that the under-developement of marketing 
in the Egyptian small companies is better understood in terms of 
the managerial, social and economic setting. Consequently, it may 
be useful to identify the environmental factors and their effects 
on marketing attitude and practices in these companies. Marketing 
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behaviour of small companies in the context of a particular 

society can best be interpreted by relating this behaviour to 
the dominant managerial, social and economic conditions. 
Unfortunately, as pointed out by Attia, 

(17) 
analysis of marketing 

behaviour in different environmental conditions is badly lacking. 

Lack of such studies, in Attia's view, makes it difficult to 

understand the nature of marketing problems that face marketing 

management under different environmental conditions. This, in 

turn, makes it difficult for marketers to decide upon the proper 
problem-solving technique to employ. Greater emphasis, therefore, 

must be placed on examining environmental conditions relating to 

the marketing phenomenon and affecting its behaviour in business 

companies in different economies. And this is the approach 

adopted by the current study in examining marketing behaviour of 
the Egyptian small companies. 

Finally: Based on the belief that differences between small 
firms and large firms may be considered as a matter of degree of 

emphasis rather than of nature or kind, the concept of strategic 

marketing should be the same for all firms regardless of size. 
It is of equal relevance to both small and large companies. More- 

over, the application of the strategic marketing approach, whether 
in the area of product, pricing, distribution or promotion, can 
lead to better performance by these companies and contribute to 

their success. However, because small companies, in general, possess 

unique characteristics and problems, the task of developing stra- 
tegic marketing decisions in these companies may be different from 
that of large companies in such aspects as the time scale involved, 
the degree of formality, and the degree of complexity of techniques 

employed. It may also differ by emphasising the marketing mix 
elements which are important to the particular situation, and 
de-emphasising others in accordance with the unique aspects and 
problems they have. In the Egyptian context, as indicated by 
the literature review, though extremely important from both the 
Islamic and economic points of view, the application of the stra- 
tegic marketing approach related to different marketing mix 
ingredients has been generally neglected, or overlooked by the 
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management of small companies. This attitude is understandable 
in view of some basic internal (within firms) as well as environ- 

mental factors. Again, it may be useful, therefore, to examine 
these factors and their effects on marketing strategies behaviour 

in the small companies. This, in turn, may make it feasible for 

their marketers to decide upon the proper problem-solving techniques 

to use. 

Having outlined the research area, the study turns now to 

summarise the major research objectives as follows: 

1. To investigate the extent to which the marketing concept and 

modern marketing activities and techniques have been accepted 

and implemented by Egyptian small companies. In other words, 
the researcher wishes to determine whether the marketing 

concept and modern marketing practices have been adopted and 
implemented in these companies. 

2. To examine the basic internal as well as the environmental 
factors which may impede the promotion of the so-called 

marketing oriented philosophy and the application of modern 

marketing techniques in Egyptian small enterprises. 

3. To identify the main requirements necessary for securing 
internal (within firms) and environmental conditions leading 

to marketing development in Egypt's small business companies. 

2. Formulation of the Hypotheses 

Based on the afore-mentioned discussion, a number of hypotheses 

can be formulated to guide the collection, analysis, and inter- 

pretation of appropriate data as follows: 

1. Most Egyptian small business companies neither accept nor 
implement the societal marketing concept in their business. 
They are not marketing oriented. 
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2. Reasons for non-marketing orientation are believed to be: 

a) Non-awareness, misunderstanding and/or non-adopting 

of Islamic beliefs and teachings regarding marketing. 

b) The small size of firms. 

c) Government control over the marketing mix elements 
(i. e. product, pricing, distribution and promotion) and 

other areas of decision making. 

d) Shortage of competent managerial and marketing know-how. 

e) Lack of competition. 

3. The Industry Selected for the Study 

Identifying and defining a suitable industry is one of the 

main problems which has most often faced and still faces researchers 

who have looked at or want to look at such a problem as the rele- 

vance and the contribution of marketing to small companies in the 

Egyptian context. 

The industry which has been selected for the current study is 

the textile industry. The choice was based on a number of con- 

siderations which include: 

(i) The importance of the textile industry to Egyptian 

society in Islamic as well as economic terms. 

(ii) The availability and reliability of data required to 

undertake such a study effectively. 

(iii) The attention which was supposed to be paid to marketing. 
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(i) The Importance of the Textile Industry to Egyptian 
Society in both Islamic and Economic Terms 

In view of Islamic teachings, as mentioned in Chapter. Six, it 

is maintained that the level of consumption is divided into four: 

necessary, less necessary but still basic, moderate and extravagant. 
The first is the level that sustains the fundamental principles of 
life. It covers the basic physio-sociological needs such as food, 

shelter, and clothing. The second level of consumption covers the 

commodities and services which are still counted as basic needs, 
though they are not needed as badly as those of the first level. 

The third level is the level of moderate consumption. The fourth 

level is the level of extravagance which is condemned in Islamic 

teachings. 

In an Islamic society like Egypt, in agreement with the system 

of reward/punishment in the hereafter, investment must be directed 

in such a way as to satisfy, in the first place, the first level 

of consumption (i. e. the necessary) for all consumers in society, 
then, to satisfy the second level (i. e. the less necessary but 

still basic) for all consumers in the society, and finally, to 

satisfy the third level (i. e. the moderate which might include a 

reasonable quantity of luxury products) for all consumers. 

As the textile industry is one of the industries contributing 
to satisfying the first level of consumption, it is clear that 

this industry is of significant importance to the country in terms 

of Islamic doctrines. 

In economic terms, the importance of the textile industry to 

the Egyptian economy can to a great extent be understood in the 
light of the current economic problems in the country and the 

contribution this industry may make to solving these problems. 

Looking first at the contribution of the industry to employ- 
ment compared with that of the other industries in the manufacturing 
sector, would show from the data available that the textile industry 



409 

ranks first among the five main public-sector industries. The 

estimated number of employees in 1981/82 was 300,476. This is 

equal to 51 per cent of the employees working in the overall 
public-sector industries which also include the food industry 

with 12 per cent, the engineering and electronic industry with 
12 per cent, the chemical industry with 11 per cent, and the 

metallurgical industry with 10 per cent. 
(2) 

With respect to the value of its output, examination of the 

performance of the industry over the period 1952-1981/82 reveals 
a continuous upward trend. In 1952, it was L. E. 84.4 million, 

and it reached L. E. 19,706 million in 1981/82. In comparison 
with other manufacturing industries, it kept approximately abreast 
of the food industry over the period 1977-1981/82. Table 8.1 

shows that the value of the annual output of the textile industry 

was L. E. 873,1099,1166,1423,1588 and 1706 million, respectively, 
while the food industry's annual value of output was L. E. 871, 
989,1158,1443,. 1692 and 1776 million. The engineering and 
electronic industry accounted for the annual output of L. E. 554, 

666,821,1030,1204 and 1397 million. The chemical and pharmaceu- 
ticals industry's annual output was L. E. 345,372,476,629,698 

and 873 million. Finally, the building material industry occupied 
the last position in the output performance scale. Its annual 
output value was L. E. 82,81,84,85,83 and 82 million respectively. 

Table 8.1 The Value of Industrial Output 

(L. E. Mill at current prices). 

Sector 1952 1977 1978 1979 1980 80/81 81/82 

Chemicals and Pharmaceuticals 20.5 345 372 476 629 698 873 
Food Industries 122.3 871 989 1158 1443 1692 1776 
Engineering & Electric Inds. 30.1 554 666 821 1030 1204 1397 
Building Material Industries 8.4 82 81 84 85 83 82 
Spinning & Weaving Industries 
(Textile Industry) 84.6 873 1099 1166 1432 1568 1706 

Source: Central Agency for Public Mobilisation and Statistics, 
Statistical Year Book, A. R. E., (1952-1982), August 
1983, p 81. 
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The textile industry in Egypt is one of the main props on 

which the country relies to meet the demand of the local market and 

promote the export performance of Egyptian industry. It is ack- 

nowledged that one of the big problems facing the Egyptian economy 
is an uncontrolled budget deficit which most frequently attracts 
the main economic attention of the government. Thus, in recent 

years, as El-Haddad(3) pointed out, the concern of the government 

about the economy has been almost entirely dominated by foreign 

exchange shortages. Foreign exchange was needed to cover a 

growing deficit in the goods and services balance, and to serve 

existing debt. The government continually had to seek grants 

and new loans to negotiate with bankers and other potential lenders, 

and to worry about matching payment schedules with expected receipts. 
However, though they are badly needed, outside loans do not provide 

a satisfactory basis for economic recovery or long-term economic 
development. In addition, there seems little possibility of Egypt 

being able to obtain adequate loans from external potential lenders 

until it takes more positive action to limit its rising and highly 

inflationary budget deficit. In this context, a practical course 

of action for the country to undertake in facing up to the problem 

of foreign exchange shortages is to try on a large scale, to 

increase exports of its manufactured products. And it seems that 

the textile industry plays and will continue to play, the most 
important role in the export activity of the total manufacturing 

sector. 

The available data indicates that the textile industry (both 

public and private sector companies) accounted for 50.9 per cent 

of Egypt's exports of manufactured goods during 1979. (4) 

With respect to the public-sector industries, in particular, 
the data shows that the textile public-sector companies accounted 
for 46.5 per cent of the exports of the whole public-sector manu- 
facturing companies during 1981/82. Metallurgical companies 
occupied the second position with 25 per cent. Engineering and 
electronic companies ranked third with 19 per cent. Foodstuff 

companies accounted for 8.5 per cent, whereas chemical companies 
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were ranked at the bottom of the scale with only 1 per cent. 
(5) 

Moreover, the future prospects for export as well as dome- 

stic consumption expansion seems reasonably promising for the 

textile products. In fact, the problem in international markets 
for Egyptian textile products lies in the supply shortage. 
Domestic demand for these products on the other hand is generally 
increasing as a result of population increase and increase in per 

capita income. 

As reported by the US Department of Commerce(6) in 1981, the 

demand for Egyptian textile products is expected to exceed supply 

significantly during the 1980s if the government does not take 

steps to increase the capacity of the public sector mills (and 

indeed that of the private sector companies as well). During the 

early to mid-1970s, production expanded at an average annual rate 

of 1.6 per cent. On the other hand, demand for domestic con- 

sumption and exports increased at a rate of approximately 4 per 

cent a year. Egyptian officials and economists from international 

financial organisations estimate that at least £1.6 billion must 
be invested during the 1980s to replace obsolete equipment and to 

expand Egypt's textile manufacturing capacity, especially if 

domestic production is to keep pace with increases in total demand. 

Both public and private companies have expressed an interest in 

obtaining American textile technology or in establishing joint 

ventures with American firms for the production of modern fabrics, 

such as synthetic blends and permanent press materials or for the 

manufacture of ready-to-wear clothing. 

In terms of future development, as the report of the US 

Department of Commerce indicated, it should be noted that Egyptian 

government officials have considered establishing textile mills 
in several desert settlement cities and in the free trade zones. 
Under the economic 'Open Door' policy (Law No. 43 of 1974), which 
allowed foreign investment in Egypt, textile projects, as shown 
in Table 8.2, occupied the first position among the inland approved 
projects up to December 1978, with a total investment of 13.5 per 
cent of the total investment of all projects approved. 
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Table 8.2 Approved Inland Projects up to 31.12.1978. 

(Value L. E. 1000) 

Capital Total 

No. Local Foreign Total 
Invest- 
ment Currency Currency 

Inland Projects 

1. Investment companies 49 58316 125710 184026 194526 4.5 

2. Banks 37 35758 93709 129467 129467 2.9 

3. Tourist projects 86 177163 189225 366388 570282 13.1 

4. Housing projects 35 115183 100723 215906 243248 5.6 

5. Transportation 
projects 10 3387 23102 26489 60706 1.4 

6. Health projects 13 15301 19707 35008 51519 1.1 

7. Agricultural projects 33 53919 52303 106222 251219 5.7 

8. Contracting projects 57 10226 18497 28723 56759 1.3 

9. Services projects 19 2361 128454 130815 139061 3.1 

10. Textile projects 33 61912 43197 105109 586097 13.5 

11. Food and Beverage 
projects 32 14792 10782 25074 67271 1.5 

, 12. Chemical projects 70 24530 56709 81239 112437 2.5 

13. Wood product projects 11 3609 5597 9206 16246 0.4 

14. Engineering projects 40 34924 52771 87695 282108 6.5 
I15. Building material 

projects 27 53679 31731 85410 221739 5.1 

16. Metallurgical projects 21 10653 18141 28794 36208 0.8 
117. Pharmaceutical 

projects 9 3831 6062 9893 16731 0.4 
18. Mining projects 5 2287 2986 5273 6094 0.13 

19. Petroleum projects 4 774 2510 3284 3284 0.07 

Total 591 682105 981916 664021 3045502 70 

Source: The General Authority for Investment and Free Zones, 
Fact and Figures, December 1978. 
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By and large, in view of Islamic and economic considerations, 
the Egyptian textile industry is one of the most important ind- 

ustries to the country. 

(ii) The Availability and Reliability of Data 
Required to Undertake the Study 

From the point of view of the availability and reliability of 
data, the textile industry represented a distinct opportunity for 

the purposes of the study in that adequate statistical coverage 

of all the public and private enterprises, except those employing 
less than 10 employees, was possible in the case of the oldest 
industry in Egypt which was established over 6,000 years ago and 
became highly mechanised in the early 1900s. 

(7) In the first 

place, such coverage would have the advantage of distinguishing 

small companies from large companies according to the criteria 

adopted in this study. In addition, it would provide an ade- 

quate sample frame and make it feasible to identify sound sample 
firms. It would also aid in assessing the reliability and accuracy 

of the data collected by the researcher at the field study stage. 

(iii) The Attention Supposed to be Paid to Marketing 

In terms of marketing, the nature of the product mix of the 

textile industry lay behind its selection for the present study. 
It is to be noted in this regard that the Egyptian textile ind- 

ustry covers the entire spectrum of cotton processing operations 
including spinning and weaving, knitting, and garment manufacture. 
Cotton textiles are the principal products of the industry, but it 

also manufactures jute products, wool carpets and an increasing 

though small amount of synthetic fibres. In addition, several 
hundred small companies in the private sector specialise in garment 
manufacture and handcraft speciality textile items, including tape- 

stry, embroidered products and handbags. 
(8) 

Theoretically, all textile consumer products are, in general, 
considered as being in highly consumer-oriented demand. As such, 
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the Egyptian textile industry establishments (regardless of size), 

which produce essentially for consumer markets, should pay special 

attention to marketing and utilise its modern concepts, principles, 

and techniques. 

Based on the above-mentioned considerations, in terms of 
Islamic and economic importance, data availability and reliability, 

and marketing, it seems quite relevant and feasible to undertake 
this study of the textile industry. 

4. Identification of the Sample 

Prior to selecting the appropriate type of sample, it is 

necessary to define accurately the population of the study. Because 
this study is focused around the investigation of the marketing 

attitudes and practices of Egypt's small companies with particular 

reference to those in the textile industry, the population of the 

research, according to the adopted approach, includes all the 

private and public sector small firms working in the textile industry. 

The sample frame used in selecting the small manufacturing 
textile companies in the private sector was based on the index of 
the Chamber of Spinning and Weaving Industry (affiliated to the 

Federation of Egyptian Industries) for 1983 which gives the names 

and addresses of all the private and public textile manufacturing 
firms which employ ten or more persons. Thirty public as well 

as 1,546 private companies are listed in this index. The popu- 
lation of small private companies in this study was defined as 
all the textile manufacturing companies which employ up to 100 

workers. However, this index did not include the number of employees 
working in each company. 

Taking into consideration time and cost, a total sample size 
of 160 companies was thought adequate for the nature and scope of 
the study. 

With regard to the type of sample, it was considered convenient 
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to use a simple random sampling technique. According to Green 

and Tull, 
(9) 

a simple random sample is one in which each sample 

element has a known and equal probability of selection and each 

possible sample of given elements has a known and equal probability 

of being the sample actually selected. It is drawn by a random 

procedure from a sample frame, which is a list containing an 

exclusive and exhaustive enumeration of all sample elements. 

However, some adjustment was required to fit this technique to 

our case. Because of the absence of the number of employees 

working in each company, the available sample frame did not contain 

an exclusive and exhaustive enumeration of all sample elements. 
It was just a list of all the public and private textile manu- 
facturing companies which employ ten or more persons irrespective 

of size. For this reason, the following steps were taken: 

(i) Excluding the public sector companies, it was thought 

appropriate to produce a sample of 200 units by random 

selection of page and line position from the afore- 

mentioned index of the Chamber of Spinning and Weaving 

Industry for 1983, so that a representative sample of 

all the private sector companies regardless of size was 

achieved. 

(ii) In order to exclude the large companies - those employing 

over 100 employees - respondents were asked about the 

number of employees at the first stage of the survey. Any 

company found to have more than 100 workers was excluded. 
As a result, a representative sample of all private 

small companies in the Egyptian textile industry was 

obtained. 

For the public sector companies, the sample frame used in selec- 
ting small units was based on the General Authority for Industriali- 

sation: A Statistical Statement on the Achievements of Industrial 
Sector and Mining Wealth during 1981/82. In this statement, 
there is an index which gives the names of all public industrial 

companies grouped by sectors. 115 firms are listed in this 
index of which 30 are textile enterprises. In addition, the 
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statement involves also capital employed and the number of employees 
for each company, including the textile firms. 

A combination of both capital employed and number of employees 
was used to distinguish small companies from their larger counter- 
parts. Thus, based on these criteria, the 30 textile companies 
were divided into three groups. These were; (i) 10 small, 
(ii) 10 medium and (iii) 10 large. The 10 small companies repre- 
sented the public firms' population for this study. A total of 
six was considered to be a convenient and sufficient number in 
terms of the nature and scope of the study. 

As regards to the type of sample, it was thought convenient 
that judgement sample would suit the current case. According to 
Kinner and Taylor, (10) 

judgement samples (or purposive samples) 

are selected on the basis of believing that those particular 
sampling units will contribute to answering the particular research 

question being studied. Accordingly, the researcher selected the 

six smallest companies from the whole population of small public 

companies in the belief that these smallest companies would be 

more appropriate to the nature of the research and would ccntri- 
bute to providing an answer to the particular question it poses. 

The Choice of Respondent 

It is to be noted that this study is based on a survey con- 
ducted during the period from October 1984 to January 1985 by 
direct personal interviews in 100 private as well as 5 public com- 
panies in the Egyptian textile industry. The purpose was to 

obtain data directly from the field regarding current marketing 
practices and attitudes toward marketing. To achieve this end, 
the survey was undertaken as follows: 

For the private sector companies, it was decided to conduct 
the interviews with the president of the company who is usually 
called the director or the managing director and who is either 
the owner of the firm or the partner holding most shares. The 
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reason for selecting the president for interview was that a presi- 
dent in small private companies is usually involved in all the 

decisions made regarding all the activities of his company, 
including marketing. In other words, the small private enter- 

prises normally do not have a specialised marketing manager or 

separate marketing department. Marketing responsibilities as well 

as responsibility for other main activities are, in most cases, 
in the hands of the president of the company alone or acting with 

other partners or assistants. Thus, he is involved in planning 

and applying marketing concepts in the firm and selecting the 

appropriate tools. 

With reference to the public sector companies, it was decided 

to undertake the interviews with the chairman of the company as 

well as the chief marketing executive irrespective of his title. 

The reasons for this choice were as follows: 

(1) The chairman is involved in the decisions made at all the 

levels of business units in the company, therefore his atti- 
tude towards marketing will be of great importance to the 

other aspects of company management. 

(2) The chief marketing executive is involved in planning and 

applying marketing principles and techniques in the enter- 

prise. He is responsible for the marketing function within 
the firm. Thus, his attitude towards the societal mar- 
keting concept will affect his actual implementation of this 

concept in his department. 

5. Development of the Questionnaires 

This stage in the research design is concerned with the devel- 

opment of the questionnaires constructed for data collection. In 

this regard, it describes four aspects; sources of ideas for 

questions, type of questions, type of scales and the rationale for 
the items of the questionnaires. 

Sources of ideas for questions were based mainly upon a detailed 

search of the available literature for significant ideas relevant 
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to marketing in small companies in the Egyptian context for the 
theoretical part of this study, suggestions made by Mr. Gordon,. 
the researcher's supervisor, and ideas obtained through piloting 
the questionnaires. 

As regards the type of questions, it was decided to use a 
combination of open-ended and closed or forced choice type of 

questions in order to gain the advantage to be derived from the 

use of both types. The main type of question used was the closed 

one; some were simple dichotomous "Yes/No" alternatives, some were 
to be rated on a five-point scale with the polar extremes "to a 

great extent" on the left, and "very little" on the right. A 

Likert-type scale was also used for questions attempting to measure 

attitudes. Thus, respondents were asked to respond to each state- 
ment on a long scale ranging from "strongly agree" to "strongly 

disagree". It is to be noted, however, that the advantage of 

obtaining further explanation was not lost because the questionnaires 
were completed through personal interview by the researcher himself 

and this allowed, in fact, more information to be obtained both in 

amount and depth than any other alternative technique. In addition, 

some open-ended questions were used to give the respondents the 

opportunity to express their feelings and/or views on specific issues. 

With respect to the issue of scaling, two points have to be 

clarified. These include; (i) odd versus even-numbered scales, 

and (ii) the number of points included in the scale. 

(i) Odd versus even-numbered scales: There is some difference 

of opinion among researchers regarding the advantages of odd 
versus even scores. It was pointed out that an even-numbered 
scale such as four or six point, has the advantage of forcing 
the respondent to either agree or disagree to some extent with 
a particular issue. As Moser and Kalton(11) expressed it, 
"with an even number there is no middle category, so that 

respondents are forced to decide to which side of neutral 
they belong". On the other hand, an odd numbered scale, 
such as three, five, or seven point, allows for an ambivalent 
or indifferent response. In this sense, 

(12) 
previous studies 

showed that the odd scores were rated more highly by the 
respondents than even scores. 
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(ii) The number of points included in the scale: With regard 
to the number of points the scale should include, Moser 

and Kalton( 13) indicated that "if the scale is divided too 
finely the respondents will be unable to place themselves, 

and if too coarsely, the scale will not differentiate 

adequately between them. Often five to seven categories are 
employed, but sometimes the number is greater". 

Based upon the above, the scales selected for the questionnaires 
were five-point odd-numbered scales with the interval being the 

numbers 1 through 5. 

With reference to the rationale for the items of the questionnaires, 
it should be mentioned that this study employed three types of 
questionnaire as follows: 

(i) Questionnaire for Presidents of public companies: This 

questionnaire was directed to the chairmen of the public com- 
panies in order to obtain data related to the attitudes of 
this group towards the Islamic marketing philosophy and 

objectives and towards the societal marketing concept and its 

relevance to small companies as well as the degree of adoption 
and implementation of this concept. Also, the aim was to 

generate information about business/government relationships 

particularly in the light of the open-door policy. 

(ii) Questionnaire for Marketing Managers of public companies: 
This questionnaire was directed to the senior marketing exe- 
cutives of the public companies who are responsible for the 

actual planning and performance of the marketing activities 
in their companies. The aim was to establish the companies' 
strategies and practices over a range of marketing related 
activities as well as the attitudes of this group to the 

societal marketing concept and its applicability to Egypt's 

small companies. The aim also was to obtain information about 
their attitudes towards the Islamic business and marketing 
philosophy and objectives. In addition, the purpose was to 
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generate data about the environmental factors associated 
with the degree of marketing development in these companies. 

(iii) Questionnaire for Presidents of private companies: This 

questionnaire was directed to the senior executives of the 

private companies with the intention of establishing the 

companies' policies and practices regarding different marketing 

activities as well as the attitudes of this group to the 
Islamic business and marketing philosophy and objectives and 
towards the societal marketing concept and its relevance to 

small companies. It aimed also at obtaining information 

about the environmental factors and their effects on marketing 

performance in the companies under investigation. 

Similar questions were directed to each of the three groups of 

respondents in order to asses the extent to which marketing 

concepts and techniques had been accepted and implemented by 

them. 

The following is an explanation of the purpose of each question 
included in each questionnaire. 

Questionnaire No. 1 (Questionnaire for Presidents of public companies) 

The questions included in this questionnaire were repeated in 

each questionnaire except questions 8 and 9 which were not included 

in questionnaire No. 2, i. e. the questionnaire for marketing managers 
of public companies. This questionnaire covered four aspects: 

First: The firm's business philosophy in relation to Islamic 
doctrines from the management's point of view. 

This part of the questionnaire attempted to assess how compatible 
the business philosophy adopted by the companies visited is with the 
Islamic doctrines. In addition, it aimed at ascertaining how the 
management of these companies understands the business philosophy 
and objectives from the Islamic point of view. 



421 

In so doing, question 1 was used to identify the main objec- 
tives of business firms in the companies' management opinion. 

Question 2 examined the extent to which the firms adopted 
the business objectives they decided on in question 1. 

Question 3 was intended to make sure that the respondent is 

Muslim since this investigation was carried out in an Islamic 

context. 

Questions 4 and 5 examined understanding of Islamic business 

objectives. Question 4 asked respondents to indicate whether or 

not, in their opinion, Islamic teachings provide specific business 

philosophy and objectives, while question 5 asked them to choose 
the statement which best describes the Islamic point of view 

regarding business philosophy and objectives. 

Question 6 attempted to identify the degree to which the firms 

adopted and implemented the philosophy they believed to be the 

best description of the Islamic view. It was also concerned with 

the problems associated with failure to adopt and implement the 

Islamic business philosophy. (These questions were related, in 

general, to Hypothesis 1 and Hypothesis 2a). 

Second: The management attitude towards marketing 

This section of the questionnaire involved questions which 

were intended to examine the attitude of management in the firms 

visited towards marketing. 

In this regard, question 7 was devoted to examining understanding 
of the societal marketing concept. 

Question 8 was designed to establish whether or not marketing 
activities are the responsibility of a specialist member of the 

company. 
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Question 9 examined whether or not the marketing managers, 
if such posts existed, were accorded a title corresponding with 
the requirements of the societal marketing concept. 

Question 10 was concerned with the main business background 

of the company's president as this is an influential factor in his 

attitude towards marketing. Related to this section was question 
20 which was intended to investigate to what extent the management 

of firms visited understood the main objectives and obligations of 
Islamic teachings in the area of the marketing mix elements. 
Questions 7 and 9 were related to Hypothesis 1. Questions 8 and 
10 were related to Hypothesis 1 and Hypothesis 2d. Question 20 

was related to Hypothesis 1 as well as Hypothesis 2a). 

Third: The company in its relation to the governmental authorities 

This part of the questionnaire was devoted to the assessment 
of the nature of the government control over the company's activities 

particularly in the marketing area. It was also concerned with 
the governmental aid and policy required for the development of 
the company. In addition, it dealt with the relative position of 
the small companies compared to the large enterprises under the 

economic Open-Door Policy. 

Thus, question 11 was designed to assess the extent of govern- 

mental control over the company, while question 12 sought to identify 

the governmental policy required to help the development and growth 

of the enterprise. 

Question 13 attempted to measure the management implications 

of the Open-Door Policy. 

Questions 14 and 15 were designed to examine the effect of the 
Open-Door Policy on small companies in relation to large firms. 
(This part of the questionnaire was related to Hypothesis 2b and c). 
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Fourth: The applicability of the societal marketing concept 
and marketing techniques in small companies within the 
Egyptian environment 

This part of the questionnaire was devoted to examining the 

opinion of the management concerning how applicable the societal 

marketing concept is as a whole (i. e. the concept dimensions and 

adequacy) in the firms visited. It also attempted to elicit an 

explanation of the managment'! s attitude toward the acceptance 

of the marketing concept as a managerial approach for small com- 

panies in the Egyptian environment. To achieve this purpose, the 

following questions were constructed. 

Question 16 was designed to examine the relationship between 

marketing concepts and techniques, and the size of firm. It was 

intended to measure the management's attitude towards the rele- 

vance of the societal marketing concept to small companies. 

Question 17 attempted to discover how far it was possible for 

small companies in Egypt to apply modern marketing tools in their 

business. 

Question 18 was concerned with the Open-Door Policy and its 

likely effect on the marketing environment of small companies. 

Question 19 attempted to investigate the main reasons and 

obstacles which might deter the small firms from applying modern 

marketing concepts and techniques. (Question 16 was related to 

Hypothesis 1. Questions 17 to 19 were related to Hypotheses 2a, 

b, c, d and e). 

Questionnaire No. 2 (Questionnaire for Marketing Managers of 
public companies). 

Excluding the questions which were similar in each questionnaire, 

and which were mentioned earlier in the foregoing questionnaire, 
this questionnaire involved two questions concerning the management 

attitudes towards marketing. As such, question 8 attempted to 

ascertain the main business background of the marketing manager, 
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while question 9 was devoted to measuring the extent to which 
he was involved in the entire business planning. (Question 8 was 

related to Hypothesis 1 and Hypothesis 2d. Question 9 was re- 
lated to Hypothesis 1). 

In addition, the following aspects were covered by this 

questionnaire: 

First: Marketing strategies and practices 

This section of the questionnaire involved questions which 

attempted to obtain information related to the planning and per- 
formance of marketing activities. More specifically, this part 

was intended to produce data relating to marketing planning, mar- 
keting research, product, pricing, distribution and promotion. 
The objective of these questions was to discover whether or not 
the societal marketing concept was put into practice by the 

companies visited. 

Thus, questions 21,22 and 23 were concerned with marketing 

planning. Related to marketing planning is the competitive 

environment in which a company operates. 

So, questions 24,25,26,27,28 and 29 were designed to exa- 

mine the nature, the sources and the level of competition under 

which the companies visited operate. 

Questions 30,31 and 32 covered the issue of marketing research. 
The overall objective of these questions was to produce data relating 
to the extent to which the companies visited are engaged in mar- 
keting research activity as well as the factors that might hinder 

the undertaking of this activity in these enterprises. 

Questions 33,34 and 35 were devoted to assessing the product 

policy adopted. 
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Questions 36,37,38 and 39 were concerned with pricing 
strategy. 

Questions 40,41,42a and 42b attempted to examine the dis- 
tribution policy pursued. 

Questions 43 to 48 aimed at investigating promotional activities. 

Specifically, question 43 examined whether or not the company 
is engaged in advertising through an overall advertising plan. 
It was also concerned with the factors that might deter undertaking 

advertising in the company. 

Question 44 attempted to identify the company's advertising 
goals, while question 45 aimed at ascertaining the methods used 
by the company to determine the amount of finance to be allocated 
to advertising. 

Question 46 was designed to find out whether or not the company 

assessed the effectiveness of its advertising efforts. 

Question 47 attempted to examine whether or not the company 

was engaged in other promotional activities (i. e. sales promotion, 
publicity and public relations and personal selling). 

In question 48, attention was paid to examining the company's 
development and motivation policy with regard to its employees, 
especially the sales force. (This section of the questionnaire 
was related to Hypothesis 1 and Hypothesis 2e). 

Second: General information about the company 

The final part of the questionnaire attempted to obtain some 
general information about the companies visited. 

Thus, question 49 was concerned with the position of the res- 
pondent, while questions 50 and 51 dealt with information related 
to the number of the company's employees and the amount of capital 
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employed. 

Finally, question 52 asked respondents to write in any other 
points on the subject they felt should have been covered. 

It is to be noted that some of the questions in this part which 
were repeated in the private company presidents questionnaire (i. e 
those referring to the number of employees and the amount of capital 

employed) have not been used in the final analyses. These questions 
were only intended to obtain data necessary to make sure that only 
small firms were included in the sample. However, in the case of 

public sector companies, these data were obtained as mentioned before, 

from the General Authority for Industrialisation: A Statistical 
Statement on the Achievements-of Industrial and Mining Wealth During 

1981/82. 

Questionnaire No. 3. (Questionnaire for Presidents of private 
companies). 

Although this questionnaire included 54 items, it was in fact 

a combination of the two preceding questionnaires. As such, the 

questions included in this questionnaire had the same purposes 

and covered the same aspects as were explained before in the two 
foregoing questionnaires. The reason for this was that the 

prime aim of all the questionnaires was to establish the extent to 

which the societal marketing concept had been accepted and imple- 

mented by the management of the two groups of companies and to iden- 
tify the environmental factors associated with the degree of mar- 
keting development in the two types of firms. Accordingly, a 
description of this questionnaire is to be found in the afore- 
mentioned explanation of both the questionnaires used for the 

presidents of public companies and the marketing managers of public 
companies. 

6. Translation and Pre-testing the Questionnaires 

These questionnaires were originally constructed in English and 
then translated into Arabic. The translation was discussed 
question by question with some Arabic colleagues who are familiar 
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with Arabic marketing terminology. Following these discussions, 

changes in the wording of some questions were made. The question- 
naires were previously subjected to informal testing on colleagues 
and friends then to an interviewer-administered test with a sample 
of business executives similar to those in the main survey. The 

resultant comments on the questionnaires were subjected to a 
content analysis, providing the basis for some revisions and a 
refinement of the questionnaires, making them more acceptable to 

respondents. 

7. Interviewing 

Prior to the commencement of the actual investigation, it was 

necessary to obtain permission from the General Agency for Public 

Mobilisation and Statistics. The questionnaire, with a copy of the 

permission granted, together with a letter of introduction issued 

by the Under Secretary of Education, and a personal letter from the 

researcher seeking the respondent's help in the study were pre- 
sented to the president of each company in both the private and 
public sectors. The letters briefly explained the nature and 
importance of the study and requested the co-operation of the 

respondents. 

After the first contact with every top manager, appointments 

were arranged. However, it was convenient for some respondents 

particularly in the private sector companies, to complete the 

interviews immediately. 

It should be mentioned, in this regard, that the researcher 
contacted in advance, some intermediaries to help in getting the 

co-operation of the respondents. Although this approach, as El- 
Haddad(14)indicated, might have introduced some bias into the 

study, alternative procedures such as going to the company without 
an intial contact would probably have resulted in a very low 

response rate. 

This opinion was confirmed by the personal experience of the 
present researcher in conducting some marketing researches in Egypt 
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through his earlier work as a part-time Research Assistant in the 

Arab Research and Administration Centre (ARAC). 

Rate of Response 

The total size of the sample of the private sector companies 
considered as being convenient was 160. However, as mentioned 
before, because of the lack of information about the number of employees 

working in each company, it was decided, initially, to contact 200 

companies so that, any company that was found to be large; (i. e. 

with more than 100 workers) could be excluded. 

In effect only 160 companies could be contacted, 8 of which 

were found to be large. Of the remaining 152 which were classified 

as small, 52 were excluded either because of lack of co-operation 
(30 companies) or because of the invalid responses given by the 

respondents (22 companies). Subsequent analysis, therefore, were 
based on responses from the remaining 100 firms represented by 100 

top managers. 

As regards the public sector companies, the total number of the 

firms in the sample at the time of investigation was six, one of 

which had to be excluded because of lack of co-operation. In the 

remaining 5 companies, 10 top managers, i. e. 5 presidents and 5 

marketing managers, could be interviewed, and valid responses were 

given by all of them. 

Thus, the response rate was 62.5 per cent in the private sector 
companies and, approximately, 83 per cent in the public sector 

companies. Both groups were considered to be enough and repre- 

sentative. Therefore, the data collected was thought to be capable 
of contributing, to a great extent, to an understanding of the main 
theme of the current study, i. e. to what extent modern marketing 
concepts and techniques (in the light of Islamic doctrines)were 
being adopted and implemented by Egyptian small companies as demo- 

strated by small companies in the textile industry. 



429 

REFERENCES 

1. Bakry T Attia, Firm-environment Interdependence and Marketing 
in Developing Countries, Marketing World, Vol. 1, No. 5, 
(August 1970), p 17. 
See also: 

AB El-Haddad, Marketing and Economic Growth: An Analysis 
of the Contribution of Marketing to Economic Growth in 
Developing Countries with Particular Reference to the Case 
of Egypt, Ph. D. Thesis, Department of Marketing, Strathclyde 
University, 1980, pp 375-376. 

2. The General Authority for Industrialisation, Industrial 
Planning and Technical Researches Sector, Department of 
Documentation and Information, A Statistical Statement on 
The Achievements of Industrial Sector and Mining Wealth 
During 1981/82, Cairo (in Arabic), pp 3-20. 

3. AB El-Haddad, Marketing and Economic Growth, op. cit., p 347. 

4. US Department of Commerce, Marketing in Egypt, Overseas 
Business Reports, December 1981, p 18. 

5. The General Authority for Industrialisation, op. cit., pp 3-20. 

6. US Department of Commerce, op. cit., p 18. 

7. Ibid, p 17. 

8. Ibid, p 18. 

9. Paul E Green and Donald S Tull, Research for Marketing Decisions, 
(Prentice-Hall Inc., Englewood Cliffs, New Jersey, Fourth 
Edition, 1978), p 212. 

10. Thomas C Kinner and James R Taylor, Marketing Research: An 
Applied Approach, ( McGraw-Hill Book Company, 1983), p 201. 

11. CA Moser and G Kalton, Survey Methods in Social Investigation, 
(2nd ed., London, Heineman, Educational Books Ltd., 1971)9 
p 359. 

12. Michael J Baker, Marketing New Industrial Products, London, 
The Macmillan Press Ltd., 1975. 
See also: 
F. A. F. Abud-Ismail, Predicting the Adoption and Diffusion of 
Industrial Product Innovation, Ph. D. Thesis, Department of 
Marketing, University of Strathclyde, Glasgow, 1976. 
Abdel Fattah M E1-Sherbeny, Behavioural and Organisational 
Influence Upon the Adoption of Industrial Product Innovation, 
Ph. D. Thesis, Department of Marketing, University of 
Strathclyde, Glasgow, 1978. 

13. CA Moser and G Kalton, op. cit., p 359. 

14. AB E1-Haddad, op. cit., p 407. 



430 

CHAPTER NINE 

The Findings of the Study 



431 

CHAPTER NINE 

The Findings of the Study 

Introduction 

The aim of this chapter is to analyse the data collected 
through personal interviews in order to test the validity of the 

hypotheses under investigation. Specifically, its purpose is to 

present the findings concerning the extent to which small Egyptian 

textile companies have adopted and implemented the societal mar- 

keting concept and marketing techniques (dependent variables), 

as well as those concerning the different environmental variables 

associated with the degree of marketing development in these 

companies (independent variables). 

With regard to factors affecting the position of marketing in 

the Egyptian small companies, it has been suggested that five 

major sets of variables might influence this position. These are: 

1. Non-awareness, misunderstanding and/or non-adopting of 
Islamic beliefs and teachings regarding marketing. 

2. The small size of firms. 

3. Government control over the marketing mix elements (i. e. product, 

pricing, distribution and promotion) and other areas of 
decision making. 

4. Shortage of competent managerial and marketing know-how. 

5. Lack of competition. 

Thus, the identification of the extent to which the marketing 
concept and modern marketing techniques have been adopted and 
implemented by the firms studied and the relationship between the 

above five sets of factors represents the main focus of the analysis 
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discussed in this chapter. It is hoped by examining these issues 

that it will be possible to develop a sound view of the status 

of marketing in Egyptian small companies and the environmental 
factors that might affect this status, and by so doing, establish 

appropriate means of providing relevant positive suggestions and 

approaches for marketing development in one of the most important 

economic sectors in Egypt, i. e. the small industrial companies. 

As a starting point, it would appear to be expedient to discuss 

the statistical techniques which were chosen and employed for 

drawing inferences regarding the hypotheses put forward in the 

previous chapter. 

In this connection, it is to be noted that the initial task 

of any analysis is often to determine the basic distributional 

characteristics of the variables. In the current study, these 

characteristics were determined principally through frequencies and 

cross-tabulations. As such, the statistical methods used in 

analysing the data were organised and presented as follows: 

a) The presentation of the basic distributional characteristics 

of the variables through frequencies and percentages. 

b) Comparison of means for scaled (e. g. strongly agree ... to 

strongly disagree). and for ranked questions in order of 
importance. The lower the mean, the more important the 

factor was considered by respondents. 

c) The use of cross-tabulation technique in determining the 

relationships, if any, between the dependent variable (the 

adoption of the societal marketing concept) and each of 

what are considered independent variables, by use of chi- 
square test' of significance (or Fisher's exact test in some 
cases). However, in a number of instances cells were less 
than 5 and so made the application of the technique invalid. 
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It is to be noted that since this inquiry has been undertaken 
in respect of textile small companies in both the public and private 

sectors, responses might vary in terms of each sector. The 

survey results, therefore, were tabulated by the type of sector in 

order to reflect the differences, if any, between the two groups 
of companies. 

In the light of the above introduction, the issues under 
investigation in this chapter have been organised and presented 
in three broad sections as follows: 

Section One: Extent of the Adoption and Implementation of the 

Societal Marketing Concept. 

A- Attitudes to the Societal Marketing Concept. 

B- The Degree of Implementation of the Societal 

Marketing Concept. 
C- Summary and Conclusion. 

Section Two: Marketing Strategies and Practices. 

A- Marketing Planning. 

B- Product Policy. 

C- Pricing Decisions. 

D- Distribution Strategy. 

E- Promotion Strategy. 

Conclusion. 

`Section Three: Factors Associated with the Degree of Marketing 

Development. 

A- Size of companies. 
B- Governmental Policy and Control over the Firm's 

Business. 

C- The Shortage of Competent Managerial and 
Marketing Know-How. 

D- Nature of Competition. 
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Section One 

Extent of Adoption and Implementation of 
the Societal Marketing Concept 

Introduction 

In this section an attempt is made to investigate the extent 
to which management in the firms studied has accepted and imple- 

mented the societal marketing concept. This attempt assumed two 
forms: (1) examining some aspects related to business philosophy 

and objectives in general as well as in Islamic terms and in terms 

of societal marketing were discussed with the managers interviewed 
in order to find out their attitudes towards the societal marketing 
concept and its applicability to Egyptian small companies, and 
(2) assessing the extent of implementation of the societal marketing 

concept as reflected by some indications which reveal a marketing 
orientation. In the subsequent subsections, these two dimensions 

will be analysed. 

A- Attitude to the Societal Marketing Concept 

From the outset, it is essential to point out that the philo- 
sophical dimensions of the marketing concept adopted by this study 
hold that the actual objectives of all decisions taken by the 
business firm's management must be related to both consumer satis- 
faction and well-being as well as society's welfare, while making 
a profit. All of these three dimensions should be considered as 
equal factors influencing the company's marketing strategies and 
policies and indeed all business decisions. 

In the light of this approach, the following is an attempt to 
examine the attitude towards the marketing concept exhibited by 
the managements of the firms visited. This attempt will take 
four forms: 
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1- The firm's business philosophy and objectives; 

2- Awareness and acceptance of Islamic business philosophy 

and objectives; 

3- Attitude towards the societal marketing concept and its 

relevance to small companies; 

4- Overall attitudes to the societal marketing concept. 

The analysis will distinguish between two major groups of res- 

pondents, the public sector companies' executives and the private- 

sector firms' executives. The public companies' executives group 
includes two sub-groups, i. e. presidents and marketing managers, 

each group involving five respondents. This being the case, it 

would be useful at this point to acknowledge that a very small 

number is included in each of these two sub-groups. With such 

small numbers, the findings will be of interest if there is total 

agreement or disagreement on a specific issue, e. g. it will be useful 
to comment on the responses obtained if they reveal a different view 

on a particular subject, i. e. one concerning something on which all 

should be expected to agree. The private companies' executives 
did not include the term 'marketing' in their title although they 

are quite often responsible for the marketing activities of their 

companies. This group includes a hundred respondents who are pre- 

sidents of private companies. 

1- Business Philosophy and Objectives 

One of the most important approaches to measuring whether or not 

a firm is marketing-oriented is to identify its business philosophy 
and objectives. 

Respondents were provided with five statements about the main 
objectives of a firm's business and were requested to evaluate each 
statement on a 'Likert-Type' scale ranging from 'strongly agree' 
to 'strongly disagree'. The statements were concerned with the 

v 
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possible alternative views relating to the firm's business philo- 
sophy and objectives. 

Tables 9.1,9.2 and 9.3 show respondents' views on each state- 
ment, broken down by the type of sector and the level of responsi- 
bility of respondents. Below are the findings related to each 
category as drawn from the Tables. 

i) The Presidents of Public-Sector Companies 

The responses of the presidents of public companies are shown 
in Table 9.1. 

Table 9.1 reveals the following points: 

a) All the respondents strongly agreed or agreed that the overall 

major task of their corporation is profit maximisation. 
Specifically, while 40,10 of the respondents agreed with this 

concept, the majority of them (600) strongly agreed with it. 
This in itself reflects a myopic view with respect to the firm's 

business philosophy and objectives. However, acceptance by 

respondents of a broader and more comprehensive philosophy was 
indicated by the responses to statement (c) in the table. 

b) Similarly, all the respondents agreed or strongly agreed that 

the firm's growth should be the most influential factor in 
formulating its strategies and policies. 

c) With respect to the statement that "the firm's management philo- 
sophy holds that corporate objectives must consider both 

consumer satisfaction and society's interests while making a 
profit", all the presidents of the public companies visited 
believed that the firm's business philosophy should regard the 
interests of three important parties, i. e. consumers, society, 
and the company itself. Twenty per cent of them strongly 
agreed, while eighty per cent of them agreed with the statement. 
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d) The majority of respondents (60ä) agreed that society's 

welfare should take priority in formulating the company's 

strategies and making all its business decisions. The 

remainder (40%) neither agreed nor disagreed with this 

philosophy. 

e) Finally, with respect to the last statement which indicates 

that consumer satisfaction and interests should be regarded 

as the major aim of the firm's efforts, the majority of 

respondents, 60% agreed or-strongly agreed with it. The 

remainder, 40%, were in disagreement with this concept. 

From the above analysis, it can be seen that although the 

presidents of the public-sector companies interviewed accepted a 
broad and comprehensive business philosophy as reported by them in 

response to statement (c) in Table 9.1, they tended to think. of 
their companies' interests as being much more important than both 

consumer satisfaction and well-being, and societal welfare. How- 

ever, they should recognise that the company's interests are, 
inevitably, associated with the interests of both consumers and 

society. 

ii) The Marketing Managers of Public-sector Companies 

The responses of the marketing managers of public companies are 
included in Table 9.2. 

From Table 9.2, it can be seen that: 

a) Attaining maximum profit was considered the main task of the 

company by all the respondents who expressed strong agreement 
(60%), or agreement with this business aim. 

b) The firm's growth was the most acceptable business objective 
reported by all respondents where 80% strongly agreed and 
20% agreed that the firm's growth should be the most influential 
factor in formulating its strategies and policies. 
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c) Twenty per cent of the respondents strongly agreed while eighty 

per cent of them agreed that both consumer satisfaction and 
societal welfare as well as the company's interests must be 

included in the corporate objectives. 

d) With regard to the philosophy which considers society's 
interests as the most influential factor in setting the 

company's strategies and making decisions, forty per cent of 
the respondents agreed with this philosophy while sixty per 

cent of them reported that they neither agreed nor disagreed 

with it. 

e) Finally, an interesting finding was that all the respondents 

in this group of the marketing managers agreed (80ä) or 

strongly agreed (20%) that customer satisfaction should be 

the major aim of their company's efforts. 

From the above, one can conclude that the business philosophy 

of this group tends to be more marketing-oriented than the first 

group, i. e. the presidents of public companies, particularly in 

terms of customer satisfaction. However, with regard to the 

dimension of societal interests, the finding shows insignificant 

consideration of these interests by this group which, in turn, 

reflects non-marketing orientation among them in terms of society's 

welfare. 

iii) The Presidents of Private-Sector Companies 

Table 9.3 illustrates the responses of the presidents of 

private-sector companies with respect to their firm's business 

philosophy and objectives. 

From Table 9.3, several observations can be made as follows: 

a) The majority of senior executives interviewed (79%) either 
agreed or strongly agreed that the main task of the company's 
business is to attain maximum profit. Seventy nine out of 
a hundred respondents in this group viewed the aim of their 
business only in terms of profit maximisation, regardless of 
other business objectives. 
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b) A small majority of this group (525) believed that their 

main business objectives must be the growth of the firm. 

This percentage agreed or strongly agreed that growth of their 
firms should be the most influential factor in formulating their 

overall strategies and policies. This finding, coupled with 
the first one, may reflect non-marketing orientation in the 

business philosophy of the private companies visited. However, 

the majority of respondents, as appears from their reply to 

the statement (c) in the table, tended, to a certain extent, 
to be marketing-orientated in terms of the overall business 

philosophy and objectives of their companies. 

c) One interesting finding was that sixty per cent of the res- 

pondents adopted a broad and comprehensive business philosophy 

when they reported that the firm's management philosophy holds 

that corporate objectives must consider both consumer and 

society's interests, while making a profit. 

However it seems that making a profit is the most important and 
influential factor in their overall business philosophy. This 

conclusion is based on the following: 

- The respondents' replies to statement (d) in the table which 

states that society's well-being should be considered the most 
influential factor in setting a company's strategies and making 
decisions. Only fifteen per cent of the respondents agreed 

or strongly agreed with this statement, while the vast majority 
(eighty five per cent) of them tended to be either uncertain, 
in disagreement, or in strong disagreement with that statement. 
A similar attitude was shown with regard to customers' interests 

as the major aim of the company's efforts. When this concept 
was addressed to respondents, only forty seven per cent of them 

agreed or strongly agreed, while a small majority (fifty three 

per cent) chose the remaining categories of replies (i. e. un- 
certain, disagree, or strongly disagree). 
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- On the other hand, an opposite attitude was expressed by the 

respondents with respect to making a profit. Thus in their 

response to statement (a) in the table,, the vast majority 
(seventy nine per cent) of them decided that the main task of 
their corporation is to attain maximum profit. 

From the above discussion, it appears that in view of the theo- 

retical standards, the majority of senior executives (presidents) 

in private-sector companies had a short-sighted business philosophy. 
And this, in turn, reflects non-marketing orientation among this 

group in terms of the corporate business philosophy. 

Another area of investigation involved exploring the extent to 

which the companies studied adopted and maintained the policy of a 

structured and formalised business philosophy by defining objectives 

and committing them to paper. 

Accordingly, respondents were requested to indicate the extent 
to which the business objectives which were identified earlier were 

recorded in writing. The results obtained are shown in Table 9.4. 

Table 9.4 Structure and formalisation of business philosophy 
and objectives. 

Formalisation of 
Public Companies Private Companies 

Business Objectives No. ö No. of 

a. Fully recorded 0 0.0 0 0.0 

b. Partly recorded 3 60.0 2 2.0 

c. Not recorded 2 40.0 98 98.0 

Base 5 100 100 100 
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As can be observed from Table 9.4, both groups of companies 
under investigation do not follow the fully structured and form- 

alised business philosphies and objectives as all of them reported 
that these philosophies and objectives are not recorded or are only 
partly recorded. This result was supported by the researcher's 
discussions with some of the respondents in the two groups of 
companies. The interesting finding from these discussions was, 
that at the level of top management, in most cases there was a lack 

of knowledge of whether these philosophies and objectives were 

recorded, and this result indicates the limited extent of their 

awareness of the marketing and business goals which the company is 

trying to achieve. Such a situation can be described as management 

and hence marketing disorientation. 

To sum up, in view of the firm's business philosophy, the 

whole analysis above suggests that there is a distinct lack of 

appreciation of the marketing concept. The majority of all res- 

pondents seem to be oriented towards company interests rather than 

towards consumer satisfaction and/or societal welfare. In other 

words, they have an unfavourable attitude towards the marketing 
concept in terms of business philosophy and company objectives. 

2- Awareness and Acceptance of Islamic Business 
Philosophy and Objectives 

It has been argued throughout this study that Islamic doctrines 

urge distinct business philosophies and objectives in terms of which 
the entire business corporation must be organised and operated. 
Thus, for a firm, whether small or large, to operate effectively 

and efficiently in an Islamic environment (e. g. Egypt), the manage- 
ment of that enterprise must recognise, adopt and implement the 
Islamic business philosophy regarding marketing. Briefly, Islamic 
business philosophy states that customer satisfaction and long-run 

consumer and societal well-being, together with the business com- 
pany's interests, are all equally important factors in formulating 

a company's strategies and decision making. Such being the case, 
this philosophy is consistent with the societal marketing concept 
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which involves three main dimensions in marketing - indeed in 

all business - decision making, namely, consumer needs, wants and 
interests, company interests, and society's interests. 

So, it is hypothesised that in an Islamic context like Egypt's 
there is a positive relationship between awareness, adoption and 
implementation of the Islamic business philosophy and the adoption 

and implementation of the marketing concept philosophy. In other 

words, the extent to which a company recognises the Islamic busi- 

ness philosophy indicates, to a certain extent, its attitude towards 

marketing. 

In the following pages, an attempt will be made to asses the 

attitudes of managers towards the Islamic business philosophy as an 
indication of how far that management's awareness, adoption and 
implementation of this philosophy reflects societal marketing em- 

phasis. 

Three questions (questions, 45 and 6 in each of the three 

questionnaires) were used to collect data on the issue under inve- 

stigation. These questions dealt with three dimensions: (i) aware- 

ness of whether Islamic teachings provide a specific business 

philosophy, (ii) definition of the Islamic business philosophy, and 
(iii) adoption and implementation of the Islamic business philosophy. 
These three dimensions will be analysed in the same order. 

In question 4, respondents were, initially, asked to state 

whether or not in their opinion Islamic teachings provide a basis 
for specific business philosophies and objectives. 

Table 9.5 reveals that: 

a) Only 39.09 per cent of all respondents tended to believe that 
Islamic teachings are a source of specific business philosophies 
and objectives. On the other hand, 35.45 per cent indicated 
that Islamic doctrines have no relevance for business. The 

remainder (25.45 per cent) were uncertain. They reported that 
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they do not know whether or not Islam proposes a specific 
business philosophy. 

b) Within the different groups of respondents interviewed, the 

responses reveal a general similarity. As Table 9.5 indicates, 

while the percentage of respondents in public companies who 

stated that Islamic teachings provide a specific business 

philosophy was 40, respondents in the private sector companies 

were in agreement with the public company managers in that 

39 per cent of them tended to believe that Islamic doctrines 

propose a distinct business philosophy and related objectives. 

Sixty per cent of the public companies respondents indicated 

that there is no relationship between Islam and worldly business. 

Sixty one per cent of the respondents in the private companies 

either believed that Islamic doctrines do not provide a 

specific business philisophy (decided by 33%) or they do not 

know whether or not Islam has its own business philosophy 
(decided by 28%). 

c) Within the different levels of responsibilities in the public- 

sector companies, the percentage Of responses was identical. The 

table shows that two out of five (40%) of the presidents of the 

companies chose the first reply, i. e. that Islam provides a 

distinct business philosophy, and 40ä of the marketing managers 

of these companies made the same response. Similarly, 60% 

of each group chose the second answer, i. e. that Islamic 

teachings do not promote a specific business philosophy. 

From the above discussion, it appears that, in respect of 

recognition that Islamic teachings provide a specific business philo- 

sophy, managers in all groups tended to be non-marketing oriented 

in terms of the extent of their awareness of Islamic business philo- 

sophy. 

In question 5, those who stated earlier that Islamic doctrines 

provide a specific business philosophy and related objectives, were 

requested to identify the statement which best describes the Islamic 
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point of view. The statement addressed to them ranged from very 

narrow, e. g. the company's interests, to very broad, i. e. customer 

satisfaction as well as long-term consumer and societal well-being 
together with the companyrs-interests. 

As it appears from Table 9.6, a large majority (88.4°ä) of all 
the respondents to whom this question was addressed tended to define 

the Islamic business philosophy in a very broad sense. They agreed 

with the statement which defines this philosophy as a business 

orientation that holds that"customer satisfaction as well as long- 

term consumer and societal well-being, together with the business 

company's interests are all equal factors influencing the formulation 

of the overall company's strategies and decision-making". The 

remaining small percentage (11.65%) adopted the narrower approach. 
They were in agreement with the statement that "a business company 

should aim to satisfy customers at a profit". 

Further analysis within the different groups included in the 

study shows similar findings. A majority of the public companies' 

executives to whom the question was addressed (75%) espoused the 

very broad view in their definition of the Islamic business philo- 

sophy, while 25ö of them chose the narrow approach. The private 

companies' presidents adopted the very comprehensive broad approach 

much more readily than those of the public sector companies. These 

are interesting findings in themselves. They may reveal an 
Islamic business philosophy orientation (and consequently societal 

marketing orientation) among the managers interviewed in terms of 

a proper understanding and awareness of this philosophy. However, 

the researcher has some reservations concerning whether the res- 

pondents fully understood and adopted the Islamic business philo- 

sophy. The general feeling is that while they indicated in their 

answers to the statements that they understood and believed in the 
Islamic business philosophy, our discussion with the majority of the 

private companies executives as well as the actions taken by the 

public companies executives, as will be seen in their replies to 

question 6, indicated a different viewpoint. In other words, they 

may merely have been paying lip service to the philosophy without 
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Table 9.6 Respondents' Definition of the Islamic Business Philosophy 
and Objectives. 

Public Sector Companies Private 
S t All Statement ec or 

Presi dents Marketing Managers To tal Companies Respondents 

No. I No. No. No. % No. 

a. Customers' needs must be the 
sole objective of business 
companies. 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 

b. The company's interests should 
be the fundamental goal for 
which the entire business is 
organised and operated. 0 0.0 0 0.0 0 0.01 0 0.0 0 0.0 

c. Society's welfare must be the 
essential objective of busi- 
ness firms. 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 

, d. A business company should aim 
to satisfy customers at a 

fi 1 5 0 0 0 1 25 4 10 3 5 11 6 pro t. 0 . . . 

e. Customers' satisfaction and 
society's welfare are the 
final objectives of busi- 
ness companies. 0 0.0 0 0.0 0 0.0 0 0.0 0 0.0 

f. Customer satisfaction as well 
as long-term consumer and 
societal well-being, together 
with the business company's 
goal (interests), all of them 
are equal factors influencing 
in formulating the company's 
strategies and making 
decisions. 1 50 2 100 3 75 

, 35 189.7 38 88.4 
! 
g. Societal well-being and 

company's interests should ! 
be the essential goal of busi- I 
ness enterprise. 0 0.0 0 0.0 0 0.0! 0 0.0 0 I 0.0 

No. of valid observations 2 100 2 100 4 100 1 39 
I 

100- 43 

No. of cases concerned by 
the question 2 2 I 4 39 

No. of cases included in 
the study in each group 5 5 10 1004 
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implementing it. Moreover, these findings should be considered 
in relation to the small percentages of respondents in every group 

who recognised that Islamic teachings provide a specific business 

philosophy. These percentages, as was seen earlier, were 40 and 
39 in the public and private companies respectively. 

Finally, question 6 concerned itself with ascertaining whether 

or not the Islamic business philosophy identified earlier by the 

respondents was being adopted and implemented by the company., 

From Table 9.7, it can be seen that a large majority (72.8%) of 

all respondents to whom the question was addressed fully or as far 

as possible adopted and implemented the Islamic business philosophy 
they supported earlier. Within the different groups included in 

the study, however, private sector executives tended to be more 
Islamic business-oriented in terms of adoption and implementation 

of the philosophy they believe is provided by Islamic teachings. 

Twenty nine out of thirty nine (74.40) of them reported that they 

accept and put the philosophy into practice, compared with 50.1ä of 
the presidents and 50ö of the marketing managers of the public 

companies. 

Related to question 6, question 7 was addressed to those who 
indicated they have not adopted and implemented the philosophy 
they believed to be outlined in Islamic teachings, in order to 

identify the reasons, if any, responsible for this position. 

The answers which were received are given below in order of 
importance: 

(1) Constraints due to government interference and control over 
the overall company's activities were mentioned by seven out 
of nine (77.8%) of the presidents of private companies and 
by the marketing manager of a public company who has not 
adopted and implemented the Islamic business philosophy. 
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(2) Shortages and accidental delays in getting raw materials of 

suitable quality and sufficient quantities, in addition to 

the accidental breakdown of some machines in the factory 

were reported by 77.8°0 of private firms' executives and by 

the aforementioned public company's marketing manager. 

(3) The small size of the company and insufficient financial 

and other resources were mentioned by two out of nine 
(22.2. x) of the presidents of private firms. 

From the whole analysis above, one can justifiably conclude 
that there is a distinct lack of awareness and adopting of the Islamic 

business philosophy among Egyptian small companies' executives. 
The majority of the managers interviewed in both public and private 

companies did not recognise that Islamic doctrines provide a specific 
business philosophy and appropriate objectives. Those who did 

tended either to define it narrowly or not to put it into practice. 
However, they must know that Islamic teachings recommend a distinct 

business philosophy and should therefore recognise the tenets of 
this philosophy which is compatible with the societal marketing 

concept philosophy. For them to be effective and efficient, this 

philosophy must be put into operation. In other words, actions 

should be taken by the management of the firm to translate this 

philosophical foundation into directing more effort towards under- 

standing potential user needs and wants as well as consumer and 

societal well-being, and making use of such marketing tools as 

marketing research and marketing planning. 

3- Attitude Towards the Societal Marketing Concept 
and its Relevance to Small Companies 

In the following pages, an attempt will be made to measure the 

attitude of managers in the firms studied towards the societal 
marketing concept and its applicability in small companies in terms 

of expressed agreement and/or disagreement with statements embodying 
the tenets of the philosophy, and its operational adequacy and 
suitability to small companies within the Egyptian situation. 
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Two questions were used for data collection on this issue 

in the three questionnaires. They included fourteen 

statements on a 'Likert-type' scale which implied a number of 
positively and negatively worded items in order to compel the 

respondent to pay a great deal of attention in responding to each 
item since variations between positive and negative items as 
indicated by Moser and Kalton(1), force him "to consider each 
item carefully, rather than to respond automatically to them all 
in the same way. " 

Respondents were requested to score each statement along a 
five-point scale, ranging from strongly agree to strongly disagree. 

The statements cover the two main aspects of the issue under 
investigation, namely: (i) the dimensions of the societal mar- 
keting concept, and (ii) the relevance of the marketing approach 
to small companies. 

The findings related to each dimension will now be presented 
in the same order. 

(i) Attitude Towards the Societal 
Marketing Concept 

Seven statements about the societal marketing concept were 

presented in the three questionnaires and the respondents were 

requested to express their opinions on the extent of agreement or 

otherwise with each statement. Tables 9.8,9.9 and 9.10 show the 
findings related to the agreement and/or disagreement of the 

respondents with these statements, broken down by the type of 
sector and the level of responsibility. 

From Table 9.8, one can notice the following: 

a) In contrast to the recognition of the marketing concept, all 
the public company presidents interviewed either strongly 
agreed (60%) or agreed (40%) that the aim of marketing activity 
is to sell what can be produced. This clearly indicates 
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Table 9.3 Attitude of Public Company Presidents Towards the Societal 
Marketing Concen`_. 

Strongly Agree , Uncertain 
Agree 

No. No. No. 

Disagree Strongly 
Disagree 

No. I N. 

nN 

a) The aim of marketing 
activity is to sell 
what can be produced. 3 160 21 40 0 0.0 

! 
0 0.0 0 0.0 5(100%) 5! 

b) The marketing concept tf 
consists of offering ! 
and satisfying customers I ! 
neecs and wants, without 

! 

giving much attention to 
the society's welfare. ( 0 0.0 41 80 1 20 0 0.0 0 0.0 5(100! 5 

t 

c) The marketing concept 

( 

means that marketing , I 
activities are organi- 
sationally integrated 
into a total system of I 
action. 0 0.0 4 80 1 20 0 

10.0 
0 10.0 5(100%) 5 

d) The marketing concept is 
a philosphy, i. e. a way 
of business thinking that 
permeates the entire 
business. 0 0.0 4 80 1 20 0 10.0 ;0 0. D 5(100%) 5I 

e) The marketing concept is I I ! ; 
sales promotion through 
which personal contacts 
and exchange processes i 
can be realised at the 
market place. 3 60 2 140 0 0.0 0 0.0 0 0.0 5(100%) 5 

; f) The marketing concept 
means that profitable 
sales volume replaces 
maximum sales volume as 
an objective. 0 I0.0 3 60 2 40 0 0.0 0 0.0 5(100%) 5 

"g) The marketing concept 
means that society's 
welfare as well as I I , 
consumer satisfaction ! 
and well-being, together 
with the company's 
interests, are equally 
of significant impor- 
tance. 0 0.0 1 ' 20 4 80 0 10.0 0 0.0 5(100ä) 5 

1 o 

n= Number of valid responses. 

N= Number of presidents of public companies included in 
the study. 
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Table 9.9 Attitude of Public Company Marketing Managers Towards the 
Societal Marketing Concept. 

Statements 

Strongly Agree 
Agree 

Mo" % No. 

Uncertain Disagree : Strongly 
Disagree 

No. ?% No. No. % 

I 

n 

a) The aim of marketing ; f 
f 

activity is to sell 
what can be produced. 

! 
1 20 3 60 0' 0.0 1 ý 20 0 10.0 

1 
5(100: ) 5 

b) The marketing concept 
consists of offering 

!I 

and satisfying customers ( +I 
needs and wants, without 
giving much attention to 
the society's welfare. 0 0.0 4 80 1 20 0 

C 
10.0 0 0.0 S(100Ä) 5 

c) The marketing concept 
! t1 

means that marketing I 
activities are organi- 
sationally integrated 
into a total system of 
action. 0 10.0 2 40 3 

160 
0 

I 

. 0.0 0 I0.0 
I 

5(100: ) (5 

d) The marketing concept is 
a philosophy, i. e. a way 
of business thinking 
that permeates the 
entire business. 

e) The marketing concept is 
sales promotion through 
which personal contacts 
and exchange processes 
can be realised at the 
market place. 

f) The marketing concept 
means that profitable 
sales volume replaces 
maximum sales volume as 
an objective. 

0 0.0 2 40 

3 60 2: 40 0 

{ 

S 

0 0.0 3 60 0 

60 0 

0.0 0 

0.0 2 

o. 0 0 0.0 5(100: ) 

0.0 0 0.0 5(100%) 

40 0 0.0 ' 5(100: ) 

r 

5; 

i 

5; 

, g) The marketing concept 
means that society's 
welfare as well as 
consumer satisfaction 
and well-being, toge- 
ther with the company's 
interests, are equally 
of significant impor- 
tance. 0 0.0 2 40 3 ; 60 0 0.0 0 , 0.0 "5(100%) S 

no Number of valid responses. 

N_ Number of marketing managers of public companies included 
in the study. 
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Table 9.10 Attitude of Private Company Presidents Towards the 
Societal Marketing Concept. 

Strongly 
Agree 

Agree Uncertain Disagree Strongly I 
Disagree 

n N 
No. Ä No. Ä No" % No. Ä No. Ä 

a) The aim of marketing act- 
ivity is to sell what can 
be produced. 25 25 48 48 14 14 13 13 Q 0.0 100(100%) 100 

b) The marketing concept con- 
sists of offering and 
satisfying customers needs 
and wants, without giving 
much attention to the 

' 4 5 25 25 31 3 31 99(100%) 100 society s welfare. 3 3 1 14.1 54 54. . 

c) The marketing concept means f 
that marketing activities 
are organisationally inte- 
grated into a total system 
of action. 4 4 

124 
24.2 57 57.6 14 14.11 0 0.0 99(100%) 100 

d) The marketing concept is al 
philosophy, i. e. a way of 
business thinking that 
permeates the entire 
business. 2 2 24 24.2 59 59.6 14 14.1' 0 0.0 99(100%) 100 

e) The marketing concept is 
sales promotion through 
which personal contacts 
and exchange processes 
can be realised at the 
market place. 5 5.1 74 74.7 19 19.2 1 10 0.0 99(100%) 1100 

f) The marketing concept 
means that profitable 
sales volume replaces 
maximum sales volume as 
an objective. 10 0.3 45 46.4 39 

i40.2 
3 3.1 0 0.0 97(100'A) 100 

g) The marketing concept 
means that society's 
welfare as well as con- 
sumer satisfaction and 
well-being, together 
with the company's 
interests, are equally 
of significant impor- 
tance. 22 22 40 40 35 35 3 '3 0 0.0 100(1000A) 100 

n= Number of valid responses. 

N= Number of presidents of private companies included 
in the study. 
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that marketing is viewed as some kind of hard selling 

operation and promotion activity to attract customers. 

b) A large majority of this group (80%) agreed with the statement 
that "the marketing concept consists of offering and satisfying 

customers' needs and wants, without giving much attention to 

the society's welfare". In this respect, they were in 

disagreement with the societal marketing concept philosophy 
in terms of which good marketing must consider the society's 

well-being in addition to consumers' and company interests. 

c) A large majority (80 ä) of this group of respondents tended to 

agree with "the integrative marketing" concept which means that 

marketing activities are organisationally integrated into a total 

system of action. None of them disagreed with this concept, 

while the remaining percentage (20%) neither agreed nor dis- 

agreed with it. 

d) Similarly, a large majority of them (800) believed that the 

marketing concept is a way of business thinking that permeates 
the entire business. The remaining percentage (20%) tended 

to be uncertain in response to this proposition. 

e) Despite this group's awareness of the marketing concept, in 

terms of integrative marketing as well as profitability, as 

reflected in their responses to the statements, c, d and f 

in the table, all of them equated marketing activities with 

promotional activities through which personal contacts and 

exchange processes can be realised at the marketplace. As 

such, they ignored other equally important functions through 

which customer and society orientation can be achieved, such 
as marketing research, product planning, pricing and dis- 
tribution. This being the case, this group of respondents 
had a short-sighted approach towards the elements that embody 
the tenets of marketing function, i. e. they adopted the 

promotion-orientation approach. However, they should 
recognise that promotion is only one component of a larger 
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marketing mix which must be integrated to achieve the ob- 
jective of the societal marketing philosophy. 

f) The analysis of statement (f) shows that this group of 
senior executives tended to be more profit-oriented rather 
than sales-volume oriented, as sixty per cent of them agreed 
with the statement that "the marketing concept means that 

profitable sales volume replaces maximum sales volume as 
an objective". 

g) A large majority of this group (80%) were uncertain in their 

responses concerning the definition of the marketing concept 

suggested by the questionnaire which best expresses the societal 

marketing concept philosophy, namely that society's welfare 

as well as consumer satisfaction and well-being, together with 
the company's interests are equally of significant importance. 

This finding may reflect a misconception and/or non-recognition 

of the societal as well as the Islamic marketing philosophy. 
This is because this group of respondents tended to think of 

marketing as being synonymous with selling and promotional 

activities. 

Table 9.9 shows the attitude of the marketing managers of 

public companies towards the societal marketing concept as reflected 
in their responses to the statements addressed to them. 

From Table 9.9, several comments can be made, as follows: 

a) A vast majority (80ö) of this group of managers interviewed 

strongly agreed or agreed that marketing's job is to sell 
what can be produced. Only twenty per cent of them were in 
disagreement with this suggestion. 

b) Similar to the first group of respondents (i. e. the presidents 
of public companies), eighty per cent of this group accepted 
the statement that "the marketing concept consists of offering 
and satisfying customers needs and wants without giving much 
attention to the society's welfare". The remaining percentage 
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(20%) were neutral in their responses to this concept. In 
this respect, like their counterparts, i. e. the presidents of 
public companies, they were in disagreement with the societal 
marketing concept that considers society's well-being along 
with customers' and company's interests. 

c) Surprisingly, only two out of five (40%) of this group of 
respondents agreed with the 'integrative marketing' concept 
which states that marketing activities are organisationally 
integrated into a total system of action. The majority of 
them tended to be uncertain, i. e. they neither agreed nor 
disagreed with this concept. 

d) Similarly, with regard to the statement that "the marketing 

concept is a philosophy, i. e. a way of business thinking that 

permeates the entire business", a majority of this group of 

managers interviewed(60,10) neither agreed nor disagreed with it. 

Only forty per cent of them agreed with this concept. This 

being the case, they once again were not in agreement with 
the marketing concept in terms of integration and co-operation 

of all the company's people as a means of achieving the 

objectives of the societal marketing concept. 

e) All this group of respondents tended to believe that the term 
'marketing' is equal to the promotional function, as they 

either strongly agreed (60%) or agreed (40%) with the definition 

of the marketing concept as being sales promotion which relates 
the company to its market through personal contacts and 
exchange processes. In other words, they saw marketing as 
being just some kind of rudimentary promotional activities. 
This, as stated before, is a short-sighted approach towards 

marketing activities. 

f) A majority of this group of managers interviewed, 60%, tended 
to be profit-oriented rather than sales volume oriented, as 
they agreed with the statement that "the marketing concept 
means that profitable sales volume replaces maximum sales 
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volume. " In this respect, they were in full agreement 
with the marketing concept that profitable sales volume in 

the long run should be the goal of the firm and not just 

increasing volume. 

g) With regard to the definition of the societal marketing 

concept suggested by the questionnaire, the finding indicates 

that a majority of this group of respondents (60%) were 

uncertain in their responses to this definition, while a 

minority (40°%) of them agreed with it. This may reflect, to 

a certain extent a lack of recognition and appreciation of the 

societal and Islamic marketing philosophy among this group of 

managers. 

Finally, Table 9.10 illustrates the findings related to the 

attitude of the presidents of private companies towards the societal 

marketing concept. 

From Table 9.10 it can be seen that: 

a) A large majority of the private company presidents inter- 

viewed believed that the task of marketing is to stimulate 
demand and sell the products of the company. Seventy three 

per cent of this group of respondents strongly agreed or 

agreed that the aim of marketing activity is to sell what can 
be produced. 

b) A majority of this group (54.5%) were uncertain in their 

responses to the statement that "the marketing concept con- 

sists of offering and satifying customers' needs and wants, 

without giving much attention to the society's welfare. " 
Only 17.1% agreed or strongly agreed with this statement, 
while 28.3% of them disagreed or strongly disagreed with it. 

c) Similarly, the majority of this group of respondents were 
uncertain in their reply concerning the concept of 'integrative 
marketing', as (57.6%) of them neither agreed nor disagreed 
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with the suggested definition of the concept presented in 

statement (c) in the question addressed to them. Only 

twenty eight per cent of this group agreed or strongly agreed 

with the statement relating to the concept. 

d) Similar to the above statement, a large majority of this 

group (59.6%) were uncertain that the marketing concept is 

a way of business thinking that permeates the entire business. 

Only 26.2 per cent of them agreed or strongly agreed with 
this interpretation. 

e) A vast majority of this group (79.8) tended to think of mar- 
keting as being synonymous with promotion. In this regard, 
they were in agreement with the previous two groups of public 

company '- managers in ignoring other equally important 

activities embodied in the marketing concept, such as marketing 

research, product planning, pricing and distribution. 

f) Fifty five out of ninety seven (56.7%) in this group were in 

agreement with the marketing concept in that they agreed or 

strongly agreed that profitable sales volume replaces maxi- 

mum sales volume as an objective. 

g) With regard to the statement that "the marketing concept means 
that society's welfare as well as consumer satisfaction and 

well-being, together with the company's interests are equally 

of significant importance", the majority of this group (625. ) 

were in full agreement with the societal marketing concept, 

as they agreed or strongly agreed with the statement, while 

a very small minority (3ö) disagreed with it. However, as 
appears from their responses to the statements (a) and (e) 

in the table, they viewed marketing as being just the activ- 
ities related to the selling of the firm's products. 
According to this view, customers can be induced to purchase 
through various advertising, sales and promotional activities. 
This attitude reflects a sales-orientation approach which as 
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Kotler(2) indicated, assumes that "customers will either 
not buy or not buy enough of the organisation's products 
unless the organisation makes a substantial effort to 

stimulate their interest in its products. " This is, as 
frequently stated, a short-sighted approach towards marketing. 

(ii) Awareness of the Relevance of the 
Marketing Approach to Small Companies 

The attitudes towards the societal marketing concept having 
been examined, the next step is to assess its relevance to small 

companies in the Egyptian context. In this regard, seven statements 

about the applicability and importance of the marketing' approach 
to small companies were presented to the respondents to discover 
the extent of agreement or otherwise with each statement. 

Tables 9.11,9.12 and 9.13 show respondents' views on each 

statements, broken down by each group of respondents, i. e. presi- 
dents of public companies, marketing managers of public companies 

and presidents of private companies. 

From Table 9.11, which is concerned with the opinions of 

public company presidents, the following observations and comments 

can be made: 

a) A majority of public company presidents interviewed (600) 

indicated that the marketing approach is applicable to small 

as well as large companies, as they agreed with the suggestion 
that its applicability is not confined to the specific size 
of firms. The percentage of those who disagreed with this 
idea was only 20°0. On the other hand, with regard to the 

statement that "modern marketing concepts and techniques are 
applicable only in big companies", the majority of this group 
of respondents tended not to believe that the marketing 
approach is relevant only to large firms since 60% of them 
disagreed with the statement. 

b) Concerning the importance of the adoption and implementation 
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Table 9.11 Attitude of Public Company Presidents Towards the Relevance of 
the Societal Marketing Conceat to Small Comoanies. 

Strongly Agree Uncertain Disagree I` IDStrongly 
Agree isagree 

nN Statement 
No. i% No. % No. % No. No. % 

a) The applicability of the 
marketing approach is not ! 
confined to the specific 

Ii 

size of firms. n10.0 31 60 1 20 1 
120 

U 0.0 5(100: ) 5 

b) Modern marketing concepts 
and techniques are appli- 
cable only in big 
companies. 1 20 

c) The application of the 
marketing philosophy is 

a must for all companies 
regardless of size. 0 0.0 

1d) The application of the 
marketing concept is 
more important for 
small companies. 0 0.0 

e) Marketing is too expen- 
sive to be practised by 
small companies. 1 20 

f) The core problems of small 
firns are in finance and 
production. Marketing 
and concern with custo- 
mers are subordinated to 
finance and production. 1 20 

g) The application of the 
marketing philosophy 
is necessary since 
Egypt is an Islamic 

country. 0 0.0 

0 0.0 1 

1 
31 60 2 

1 

3 

20 1 

60 

1 3 160 

3 1 20 

1A 3 60 0 0.0 

40 0 0.0 0 0.0 

0 10.0 20 3 60 

20 100.0 0 0.0 

5(100%) 5 

5(100: ) 5 

5(100%) 5 

5(1005) 5 

5(100: ) 5 

5(100%) 5 

!II 

20 0.0 10.0 0 ! 0.0 

60 1 20 0 0.0 

n= Number of valid responses. 

N= Number of presidents of public companies included 
in the study. 
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Table 9.12 Attitude of Public'Conpany Marketing Managers Towards the Relevance 
of the Societal Marketing Concept to Small Companies. 

it 
Strongly Agree Uncertain Disagree Strongly 
Agree ý Disagree 

nN Statement 

No. No. iÄ No. IXI No. iÄ No. Äi 

a) The applicability of the 
marketing approach is 
not confined to the 
specific size of firms. 0 0.0 5 100 01 0.0 0 0.0 0 0.0 5(100%) 5 

b) Modern marketing concepts 
and techniques are appli- 
cable only in big com- 
panies. 0 0.0 2 40 2 40 1 20 0 0.0 5(100%) 5 

c) The application of the 
marketing philosophy 
is a must for all com- 
panies regardless of 
size. 1 

120 
4 80 0 0.0 "0 0.0 0 0.0 5(100%) 5 

d) The application of the 
marketing concept is 

( I 

more important for 
smaller companies. 0 10.0 0 0.0 2 40 3 60 0 10.0 15(100%) 5 

e) Marketing is too expen- 
sive to be practised by 
small companies. 

I 
1 `20 3 60 1 20 0 0.0 , 

0 10.0 15(1O0Ä) 5 

f) The core problems of 
small firms are in 
finance and production. 
Marketing and concern 
with customers are 
subordinated to finance 
and production. 1 20 4 80 0 0.0 0 

10.0 
0 0.0 5(100: ) 5 

g) The application of the 
marketing philosophy 
is necessary since 
Egypt is an Islamic 

1 4 80 "-country. 0 0.0 20 0 0.0 0 0.0 5(100%) 5 

nc Number of valid responses. 

N= Number of marketi ng manager s of p ublic companies included 
in the study. 



465 

Table 9.13 Attitude of Private Company Presidents Towards the Relevance of the 
Societal Marketing Concept to Small Companies. 

Strongly 
Agree 

Agree Uncertain Disagree Strongly 
Disagree 

n N 

No. A No. No. Ä No. Ä No 
. 

A 

a) The applicability of 
I 

the marketing approach 
is not confined to the 
specific size of firms. 10 10 28 28 28 } 28 31 31 3 3 100(100Ä) 

X100 

b) Modern marketing con- 
I ,+ 

cepts and techniques are 
applicable only in big 
companies. 13 13 31 31 21 21 X27 

. 
27 8 8 100(100%) 

c) The application of the 1 
marketing philosophy is i 
a must for all companies 
regardless of size. 13 13.1 33 33.3 32 32.3 20 20.2 1 1 99000%) ! 100 

d) The application of the 
marketing concept is 
more important for 

I 
I t 

small companies. 6 6.2 4 4.1 0 0.0 13 13.4 74 76.3 97(100%) 1100 

e) Marketing is too expen- 
! 

sive to be practised by 
small companies. 15 15.2 29 29.3 28 28.3 20 20.2 7 7.1 99(100'") 

1100 

f) The core problems of 
small firms are in 
finance and production. 
Marketing and concern 
with customers are i 
subordinated to 
finance and production. 5 5 38 38 26 

I 
26 22 22 9 9 100(10(°.: ) 100 

g) The application of the 
marketing philosophy 
is necessary since 

1 1 
Egypt is an Islamic 
country 12 '12.4 ' 

? 
23 24 49 51 112 12.5 0 0 0 96(100X) 100 . 1 . 

n= Number of %alid responses. 

N= Number of presidents of private companies 
included in the study. 
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of the marketing concept by small as well as by large 

companies, a majority of this group (605) agreed that the 

application of the marketing philosophy is a must for all 
companies irrespective of size, while 40% of them neither 

agreed nor disagreed with this issue. In response to the 

statement that "the application of the marketing concept is 

more important for small companies", the majority of res- 

pondents tended not to believe that adopting and implementing 

the marketing philosophy is more significant for small rather 
than large firms, as 60ä of them disagreed with the statement. 

c) Despite the above awareness of the relevance and importance of 
the application of the marketing concept in small establishments, 

most respondents (80%) in this group agreed or strongly agreed 
that marketing is too expensive to be practised by small 

companies. Moreover, a vast majority of the public company 

presidents interviewed reported that finance and production 

problems, not marketing problems, take the priority in small 

companies. This was clear in their response to statement (f) 

in the table, where 800 of them either agreed or strongly agreed 
that the core problems of small enterprises are in the areas 

of finance and production. Marketing problems are subordinated 
to finance and production. In this respect, they were in full dis- 

agreement with the marketing concept that marketing must occupy 
the leading position in the organisation, and that to carry out 
his responsibilities successfully, the president (or general 

manager) of a small company must recognise that his own position 
is fundamentally a marketing function and therefore his objectives 

and corporate strategies must be based on that understanding. 
To do this, he should make marketing problems the core of his 

corporate planning. 

d) With regard to the necessity of adopting and implementing the 

societal marketing concept as an Islamic requirement in the 
Islamic Egyptian environment, the finding was not in favour of 
this suggestion. Sixty per cent of this group of respondents 
were uncertain in their response to the statement that "the 
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application of the marketing philosophy is necessary since 
Egypt is an Islamic country. " This finding, coupled with 
the detailed observations and discussions held with. respon- 
dents, reflects the common belief in the Egyptian business 

environment that there is no relationship between Islam and 
marketing and the whole business domain. Once again, one 
can justifiably conclude that there is a distinct lack of 

recognition of the Islamic teaching regarding marketing and 
business philosophy and related objectives. 

With reference to the opinions of marketing managers of public 

companies towards the relevance of the marketing concept to small 

companies, Table 9.12, indicates their agreement and/or disagreement 

with each proposed statement. 

From Table 9.12, it can be seen that: 

a) All the marketing managers interviewed tended to believe that 

the marketing concept is applicable to all companies including 

small ones. In this regard, they reported that this appli- 

cability is not confined to the specific size of firms. Never- 

theless, quite a large percentage (40%) of them indicated that 

modern marketing concepts and techniques are applicable only 
in big companies. However, as shown from discussions held 

with some of them and from their responses to statement (e) 

in the table, the reason for that, in their opinion is the 

greater financial and other resources enjoyed by large compared 

with small enterprises. 

b) Concerning the necessity of utilising the marketing concept by 

small companies, all this group of respondents strongly agreed 
or agreed that the application of this concept is necessary 
for all firms regardless of size. None of them accepted, 
however, the suggestion that operating this philosophy is more 
important for small companies, while sixty per cent disagreed 
with it and forty per cent were uncertain. 
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c) A large majority (80ö) of the marketing managers interviewed 

either agreed or strongly agreed that putting marketing into 

practice is too expensive for small establishments. This is, 
however, not a reasonable attitude, particularly on the part 

of this group of marketing managers, since small companies 
could adopt tailored marketing strategies in some form or 

other which would not cost an excessive amount. 

d) With respect to the statement that "the application of the 

marketing philosophy is necessary since Egypt is an Islamic 

country", a large majority (80%) of this group adopted a 

neutral attitude in their response to this statement. Only 

20ö of them agreed with it. As with the first group of 

respondents, this may reflect a lack of recognition of the 

Islamic teachings regarding marketing. 

Finally, Table 9.13 shows the.. attitude of the presidents of 

private companies towards the relevance to small companies of the 

marketing approach. 

Table 9.13 indicates that: 

a) Thirty eight per cent of this group reported they believe that 

the marketing concept is applicable to both small-and large 

companies, while thirty four per cent disagreed or strongly 
disagreed with this view. On the other hand, forty four per 

cent tended to believe that modern marketing concepts and 
techniques are not applicable in small firms, while thirty 

per cent did not accept this suggestion. In this respect, 
the finding was not in favour of the relevance of the marketing 
concept to small enterprises. 

b) In response to the idea that the application of the marketing 
concept is necessary for companies of all sizes, quite a large 

percentage (44.4%) of the private companies visited either 
agreed or strongly agreed with this suggestion, while 32.3°0 of 
them were uncertain. The remaining percentage (21.2%) disagreed 



469 

or strongly disagreed. However, a very large majority 
(89.7%) of this group of respondents strongly disagreed or 
disagreed with the statement that "the application of the 

marketing concept is more important for small companies. " 

c) Forty four and a half per cent of this group either strongly 

agreed or agreed with the idea that practising marketing is 

too expensive for small establishments, while 27.3 per cent 

of them strongly disagreed or disagreed with this suggestion. 

d) Non-marketing orientation was reflected in the responses of 

this group of respondents to statement (f) in the table. This 

was made clear as forty three per cent of them strongly agreed 

or agreed that the core problems of small establishments are 

in the areas of finance and production, to which marketing and 

concern with customers are subordinated. 

e) As regards the statement that "the application of the marketing 

philosophy is necessary since Egypt is an Islamic country", a 

small majority (51%) of this group reported they are uncertain, 

while thirty six and a half per cent of them either agreed or 

strongly agreed with it. The remaining percentage (12.5%) 

disagreed with the statement. This figure may-reflect once 

again a lack of recognition and appreciation of Islamic 

doctrines regarding marketing and business philosophy. 

4- Overall Attitude to the Societal Marketing Concept 

So far, the foregoing analysis of attitudes towards the societal 

marketing concept has dealt with respondents' opinions about the 

different dimensions of the marketing concept as well as the differ- 

ent aspects of its relevance to small companies in the Egyptian 

context. As mentioned previously, respondents were asked to score 

each statement addressed to them along a five-point scale ranging from 

strongly agree to strongly disagree. With this task achieved, the 

next step was to attempt to assess the overall attitude of each group 
of respondents, i. e. presidents of public companies, marketing managers 
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of public companies and presidents of private companies. To 

achieve this aim, each respondent was considered separately to 
indicate his general attitude to the societal marketing concept 

as a whole. To do this, an SPSSX sub-programme was used to 

compute the respondent's score in respect of each of the fourteen 

statements in the two questions with the exception of statement (d) in the 

second question which was considered neutral. A score of one was 

given to 'strongly agree' category and 5 to 'strongly disagree'. 
For the negative statements, the scoring system was reversed (i. e. 
strongly agree =5 and strongly disagree = 1). 

Table 9.14 shows the aggregate results of this computation which 
indicate the overall attitude of each group. Several comments 

emerge from these results: 

Table 9.14 Overall Attitude to the Societal Marketing Concept. 

Attitudes to the Societal Public Companies 
1Private 

Marketing Concept Company 
Presidents Marketing Total Presidents 

Managers 

No. ä No. ä No. öý No. ö 

Favourable Attitude 0 0.0 1 20 1 10 23 24.5 

Unfavourable Attitude 3 60 3 60 6 60 49 52.1. 

Neutral* 2 40 1 20 3 30 22 23.4 

Total 5 100 5 100 '10 100 94 100 

a) As can be seen from the above table, the majority of all groups 
of respondents had unfavourable attitudes towards the societal 
marketing concept. Specifically, sixty per cent of each of the 
two groups of public companies (i. e. the presidents and the 

marketing managers) did not accept the tenets of this concept 

* Those who are neutral, whose total score is on the midpoint 
along the five-point scale which reanges from strongly agree to strongly disagree. 

Number of valid responses among a hundred respondents included 
in the study. 
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and its relevance to small companies, while the percentage 

of those who had an unfavourable attitude to the concept among 
the presidents of the private companies studied was over fifty 

two percent. The overall result reveals that the small com- 

panies in the study are non-marketing oriented. Situations 

existed in which the management of these companies did not 
fully understand either the tenets of the Islamic marketing 

philosophy or the dimensions of the societal marketing concept 

and its relevance to small companies. 

b) Despite acceptance of the societal marketing concept by only a 

minority of all groups of respondents, the adoption of this 

concept reaches a higher proportion among the private company 

executives' group than their counterparts in public companies. 
The percentage of acceptance of the concept by the presidents 

of private companies was 24.5% compared to 104' of the aggre- 

gated result for public company executives - both presidents 

and marketing managers. This might be an unexpected result 
in that public-sector companies have considerable resources 

compared to their counterparts in the private sector. Some 

explanation of this result may be submitted as follows: 

i) As pointed out by some of the public company executives 
interviewed, decisions in public enterprises are not based, 

in most cases, on market considerations but on government 

measures and regulations. As mentioned in Chapter Four, 
.. 

governmental authorities in Egypt have closely supervised and 

controlled every public firm down to the most minute detail. 

Intervention on the part of the government for the purposes 

of the macro economic policy has deprived public enterprises 

of most of their autonomy in respect of production,. pricing 
investment and so forth. This situation continued to exist 
even after the adoption of Law No. 111,1975, which introduced 

a new organisational system aimed at re-establishing efficient 
management. Added to this is the everchanging priority 
system, combined with the absence of a long range vision of the 
country's future, and the relative instability of government 
policies, all contributing greatly to the disorientation of the 
public companies' management. 
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Management of private-sector companies have also experienced 

several problems resulting from many governmental regulations 

and measures imposed upon them, thus creating an undesirable 

managerial and operational climate. However, they are 

outwith close and detailed governmental control, and therefore 

they enjoy, to some extent, management flexibility and decision- 

making discretion which make it possible to manage in accordance 

with the conditions of the business environment and to base 

their policies on market considerations. 

ii) Another possible explanation of the difference between the 

two groups is that management of public companies, as stated 

by many of private firms' presidents, works in a monopolistic 

situation in relation to private firms, notably in respect of 
the ability to obtain raw materials and production facilities. 

In addition, the public textile firms have been established 

and operated in most cases, as Boyd et a1(3) indicated, with a 

view to replacing imports under tariff protection, thus creating 

a situation that causes the firms' management to feel that 

marketing is relatively unimportant. The typical executive 

takes the demand for his products as it. stands and does little 

to alter this demand. 

Thus, in his view, the crucial problem is how to produce more 

and at less cost. He devotes his efforts towards dealing 

with production problems and does not worry about marketing 

his products. This management attitude has developed and its 

effects still operate even after the adoption of the Open-Door 

policy, as a result of the continuing monopolistic situation 

which deepened the belief that the primary concern of business 

should be to create the capacity to produce before considering 
the need to think of marketing. The net result, as once 

again stated by some of the private companies' presidents, was 
that many kinds of textile products could not be sold or 
produced and marketed except under monopolistic or non-profitable 
conditions, while, on the other hand, the Egyptian market 
experienced shortages in specific types of textiles products. 
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c) Within the public companies' executives group, it is to be 

noted that none of the presidents of the firms interviewed 
had a favourable attitude towards the societal marketing 
concept, while one out of five (20%) of the marketing managers 
accepted the concept. This could perhaps be expected on 
the grounds that this group of executives have in many cases, 
to some extent, a marketing background with marketing education 
and/or training. Against this, many presidents lack experience 
in marketing because they have come up through ranks other 
than marketing (e. g. ranks of production, finance, or the like). 

Our finding, in this regard, supports the finding of El-Haddad's 

study 
(4) 

of marketing in the Egyptian industry, namely that the 

ratio of acceptance of the marketing concept is much higher 

among marketing managers than for non-marketing executives 
including the presidents of the companies he studied. 

At this point, it will be useful to examine the relationship 
between the extent of adoption of the societal marketing concept and 
its relevance to small companies, and two independent variables, 

namely: (i) the main marketing background of the marketing manager 
(which was assumed to include the elements of marketing qualifications, 

e. g. the ability to administer marketing research, advertising, 

customer service, product development and the like), and (ii) the 

extent to which the marketing manager is involved in the overall 
business planning. 

With reference to the private companies, using the outputs 

of SPSSX sub-programme, a cross-tabulation analysis suggested that 
there was no relationship between the adoption of the societal 
marketing concept and its applicability to small companies and the 

afore-mentioned variables. - 

Another attempt was made to examine the relationship between 
the adoption of the societal marketing concept and the main objectives 
of business firms (discussed earlier in this section). 
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A crosstabulation analysis indicated that the presidents of 

private companies who accepted the societal marketing concept and 
its relevance to small companies adopted the suggested broad and 

comprehensive definition of the objectives of business firms to a 
larger degree than those who had an unfavourable attitude and those 

who were uncertain. Table 9.15 shows that 47.8 per cent of the 

first group strongly agreed with this definition compared with only 
2 per cent of the second group and 27.3 per cent of the third group. 
It is also to be noted that those who were neutral were found in a 
better position in respect of adopting the comprehensive definition 

of business objectives compared than those who had an unfavourable 

attitude. 

An attempt was also made to examine the relationship between 

the extent of adoption of the societal marketing concept by the 

presidents of private companies and the extent of their awareness 

and adoption and implementation of the Islamic business philosophy. 
A cross-tabulation analysis showed, significantly, that the presi- 
dents of the private companies who accepted the societal marketing 

concept and believed in its relevance to small companies tended to 

recognise that Islamic doctrines provide specific business philo- 

sophy and objectives to a greater extent than those who had an 

unfavourable attitude to the societal marketing concept and those 

who were neutral. Table 9.16 indicates that 74% of those who had 

a favourable attitude believed that Islamic teachings provide a 

specific business philosophy and related objectives compared with 

only 12.2% of those who did not accept the societal marketing con- 

cept and 54.5% of those who were neutral. 

As regards the relationship between the extent of the acceptance 

of the societal marketing concept and understanding of the tenets 

of the Islamic business philosophy, there was no significant relation- 
ship between the two variables. It was found that all those who 
had a favourable attitude towards the societal marketing concept and 
all those who had an unfavourable attitude to the concept accepted 
the definition which describes best the Islamic point of view in 

respect of business philosophy. For those who were neutral, the 
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Table 9.16 The relationship between the extent of the adoption 
of the societal marketing concept and the recog- 
nition that Islamic doctrines provide a specific 
business philosophy and objectives (1). 

(Private Companies' Group) 

Extent of the recognition that 
Islamic doctrines provide a 

specific business philo- Total 
Extent of sophy and objectives YES NO Response 
the adoption in each 
of the societal Group 

marketing concept 

Favourable Attitude 17(74%)(2) 6(26 ) 23(100%) 
Unfavourable Attitude 6(12.2, %) 43(87.8%) 49(100) 
Neutral 12(54.5%) 1O(45.5ä) 22(100%) 

Total 35 59 94(100ä) 

Level of Significance 

(1) Cross-tabulation analysis 
(2) To be read: 17(74%) of the private company- presidents 

who adopted the societal marketing concept recognised that 
Islamic teachings provide a specific business philosophy 
and objectives. 

Significant relationship at the 99% level of confidence. 

vast majority of them(83.355) selected the proper definition of the 
Islamic business philosophy, while only 16.7% of them failed to choose 
it. This result might be expected since the question concerned 
with the definition of the tenets of the Islamic business philosophy 
was addressed only to those who recognised that Islamic teachings 

provide a specific business philosophy so that they were expected 
to be able, in most cases, to understand the tenets of this philo- 
sophy regardless of their attitudes towards the societal marketing 
concept. 
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Finally, the analysis showed a relationship between the extent 

of adoption of the societal marketing concept and the extent of 

adoption and implementation of the Islamic business philosophy as 

reported by the respondents. Table 9.17 illustrates that supporters of 
the societal marketing concept tended to adopt and implement the 

Islamic business philosophy more than thos who did not accept the 

concept and those who were uncertain as 88.2% of the first group 
fully or as far as possible accepted and implemented the philosophy 

while none of the second group adopted and implemented it. The 

percentrage of those who fully or as far as possible adopted and 
implemented the concept among the third group was 83.3%. 

Table 9.17 The relationship between the extnet of acceptance of 
the societal marketing concept and the extent of 
adoption and implementation of the Islamic business 
philosophy (1). 

(Private Companies' Group) 

Extent of the adoption and 
implementation of the Total 

Islamic business philo- Fully or as Response 
Extent sophy. far as possi- 

Not 
Adopted in each 

of the ble adopted group 
acceptance of 
the societal mar- 
keting concept 

Favourable Attitude 15(88.25a)(2) 2(11.8%) 17(100%) 

Unfavourable Attitude 0(0.0, /, 0) 6(100,10) 6(100°x) 

Neutral 10(83.3%) 2(16.17%) 12(100%) 

Total 25 10 35(100%) 

(1) Cross-tabulation analysis. 
(2) To be read: 15(88.2, x) of the respondents who accepted the 

societal marketing concept fully or as far as possible 
adopted and implemented the Islamic business philosophy. 
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B- Degree-of Implementation of the Societal 
Marketing Concept 

It is to be acknowledged that awareness and acceptance of the 

societal marketing concept as an idea or philosophy is one thing 

and the commitment to take the necessary decisions to put it into 

practice is quite another. So, any attempt at measuring the degree 

of marketing orientation should be carried out according to two 

dimensions: 

(i) The degree of awareness and acceptance of the societal 

marketing concept as a business philosophy. 

(ii) The actions taken by the management of the firm to put 
the concept into operation. 

The former dimension having been discussed, the latter should 

now be considered. Thus, in the following pages an attempt will 
be made to determine the extent to which the societal marketing 

concept has been implemented in the firms under investigation. A 

number of indicators were chosen to assess the extent of its imple- 

mentation. These are: 

1) Organisational aspects related to the marketing function. 

2) The status of marketing research. 
3) Existence of marketing goals. 

Below is an analysis of these three dimensions in the same 

order. 

(i) Organisational Aspects Related to 
the Marketing Function 

As indicated throughout the literature review, organisation is 

a necessary condition for proper application of the philosophy of 
the marketing concept. It is unlikely that this concept will be 
fully applied in the absence of an appropriate organisational 
structure. In this context, the organisational dimensions of the 

societal marketing concept can be viewed as indicators in assessing 
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whether or not the societal marketing concept has been implemented 

in any company. Such organisational aspects can be used as a 

yardstick in determining to what extent the societal marketing 

concept has been put into practice. In the present case, it was 

considered useful to examine the extent to which there were marketing 
departments in the companies visited, the marketing qualifications 

of chief marketing executives and the extent of their involvement 

in overall business planning. Moreover, since one of the basic 

requirements for the organisational application of the philosophy is 

the marketing background of the company's president, it was decided 

also to examine the main business background of the presidents of 
the firms under investigation. Such being the case, the organi- 

sational characteristics related to the societal marketing concept 

will now be dealt with in relation to the following: 

1- The existence of a marketing department as a functional area 

subordinated to a marketing manager. 

2. - The marketing background of the marketing executive. 

3- The title of the marketing manager. 

4- The importance of the marketing executive and his role in 

overall business planning. 

5- The main business background and qualifications of the 

company's president. 

1- Existence of a Marketing Department Subordinated 
to a Marketing Manager 

The first step towards the application of the societal marketing 
concept is the existence of a marketing department responsible for 

planning and performing the different marketing activities in such 
a manner as to satisfy customers' needs and wants and maintain their 
long-term well-being together with societal welfare and company's 
interests. For this department to exist, the marketing activities 
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must be the responsibility (or under the control) of a specialist 

member of the company. 

Respondents were asked to determine whether the marketing 
activities are the responsibility of a specialist member of their 

companies. Table 9.18 shows the responses of the two groups of 
companies. 

As Table 9.18 shows, all the public sector companies had a 

specialist member responsible for the marketing activities in the 

company, while the vast majority (94%) of the private companies 

did not have this position in their organisational chart. 

Table 9.18 Existence of a marketing department in the 
organisational structure. 

Having a specialist mem- Public-sector Private-sector All Companies 
ber responsible for the companies companies 

k ti ti iti _ v mar e ng ac es -- 
No . o. ,a 

f 
No. o" .o 

7 
No. o" ro 

Companies have a 
marketing officer 5 100 6 6 11 10.476 

Companies do not have 
a marketing officer -0 0.0 94 94 94 89.524 

Total 51 1 100 105 

Only six per cent of them have appointed a specialist member for 

administering the marketing activities within the firm. In this res- 
pect, the public-sector companies tended to be more marketing-oriented 
than the private-sector companies. This organisational status 
differential which exists in favour of the public companies could be 
traced on the one hand to the relatively advantageous position, in 

respect of financial and other resources enjoyed by publicly owned 
companies in comparison with private companies and on the other, to 
the governmental regulations which require every public company to 
create and maintain a marketing department within its organisational 
structure. 
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In addition to the above, an examination was undertaken of the 

relationship between the extent of adoption of the societal mar- 
keting concept and its applicability to small companies and the 

existence of a marketing department in the organisational structure 

of the private companies. A cross-tabulation analysis indicated 

the relationship between the adoption of the societal marketing 

concept and the existence of a marketing department. As can be 

seen from Table 9.19, the companies whose presidents had a favourable 

attitude towards the societal marketing concept and its relevance 
to small companies tended, to a greater extent, to have and maintain 

a marketing department than those whose management did not accept 
the concept or those whose presidents had a neutral attitude towards 

it. 

However, the existence of a marketing department in any organi- 

sation by itself is not a guarantee of the importance of the marketing 
function and/or the achievement of marketing success by means of the 

application of the societal marketing concept. 

Table 9.19 The relationship between the extent of adoption of 
the societal marketing concept and maintenance of 
marketing department. (1) 

(Private Companies. ' Group) 

Extent of having 
a marketing Companies maintain Companies do not Total Res- 

Extent department a marketing depar- have a marketing ponse in 

of the ment department each group 

adoption 
of the societal No. ö No. ä No. 10 
marketing concept 

Favourable Attitude 4 (2) 17.4 19 82.6 23 100 

Unfavourable Attitude 0 0.0 49 100 49 100 
Neutral 1 4.5 21 95.5 22 100 

Total 5 89 94 100 

(1) Cross-tabulation analysis 
(2) To be read: 4(17.4%) of private sector companies whose 

presidents accepted the societal marketing concept and believed 
in its relevance to small companies maintained a marketing 
department. 
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So, what is required in addition to the existence of a marketing 
department is a fundamental recognition of the essentiality of the 

marketing function in philosophical and practical terms. It is 

hoped that this recognition will be able to be assessed when 
discussion of the remaining organisational aspects has been completed. 

2- Marketing Background of the Marketing Executive 

It is assumed that the degree of marketing orientation is higher 

in the case of marketing managers with better and broader marketing 
backgrounds than others. The reason for that assumption is that 

such managers can fully understand the complexity of modern marketing, 

and hence will be able to give proper guidance and direction to the 

operations. 

Marketing managers of public companies and presidents of private 

companies were requested to indicate the extent to which the spe- 

cialist member responsible for marketing activities has a marketing 
background. Tables 9.20 and 9.21 show the findings related to this 

issue, derived from the responses provided by each group of res- 

pondents. 

From Table 9.20, it appears that with the exception of the abi- 
lities required for the performance of sales promotion, public 

relations and customer service activities, none of the public 

company marketing managers interviewed possesses to a sufficient 

extent the marketing qualifications suggested by the questionnaire. 

On the other hand, Table 9.21 shows that, with the exception 

of the qualifications required for the achievement of personnel, 

advertising, and product development functions, the majority of the 

marketing managers of the private companies which have a marketing 
department possess, to a certain extent, a background of marketing 
activities. 

Therefore, in terms of the marketing and business background 

of marketing executives, the findings reveal that the marketing 
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managers of private companies are more marketing-oriented than 

their counterparts in public companies. 

However, a more detailed study of the two tables suggests 
that there is a similarity between the two groups in the main 
features of the business background they have regardless of the 

extent to which they profess to have such experience and the diff- 

erences in the ranking applied to these aspects. It is to be 

noted that sales promotion, customer service and public relations 

as elements of marketing backgrounds have taken precedence as the 

first three positions in the scale of all the business qualifications 

acquired by the two groups of marketing managers. These placings 
indicate that the two groups, in most cases, have come up by virtue 

of these activities rather than other marketing and business 

activities. 

Since most of these activities are promotional activities, one 

can conclude, once again, that marketing in the eyes of the two 

groups was considered, in practical terms, as being some kind of 

rudimentary promotional activity. In this respect, they did not 

recognise the equally important role of the other components of 

the marketing function which should also be integrated to achieve 
the societal marketing concept. 

3- The Title of the Marketing Manager 

It is assumed that in this context titles have their implications 

as they reflect, to some extent, what the term 'marketing' means to 

the chief marketing executive as well as other senior staff members. 
Although it is argued that formal titles are of little or no sig- 

nificance and do not necessarily indicate differences in the nature 

and sophistication of the tasks performed by the chief marketing 

executive(s), there is, however, the view which is opposed to this 

argument, holding that where the term 'marketing' is used in the 
title of the chief marketing executives, they have more responsibility 
than they otherwise would possess. 

(6) 
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Respondents were asked to indicate the title assigned to the 

specialist member responsible for performing the marketing acti- 
vities within the company. Table 9.22 provides a frequency 

distribution of the various titles used for this member in the 

companies studied. 

Table 9.22 Title of the Chief Marketing Executive. 

Titl 
Public Companies Private Companies 

es 
O. ö No. °o 

President of the Commercial 
Affairs sector 5 100 0 0.0 

Commercial Manager 0 0.0 3 50 

Sales Manager 0 0.0 2 33.3 

'Marketing Manager 0 0.0 1 16.7 

As can be seen from Table 9.22, the single title used by all 
the public-sector companies for the chief marketing executive is that 

of "president of the Commercial Affairs sector" as this title is 

assigned to him by law*. In the six private companies to whom this 

question applied, it was found that the title of "Commercial Manager" 

is used by three of them. This was followed by "Sales Manager" 

in two companies out of six while the title of "Marketing Manager" 

was found in only one company. 

Based on the assumption that to some extent titles reflect in 

practical terms the view of the management of the firm relating to 
the responsibilities involved in the positions to which the titles 

are assigned, these findings suggest, once again, that the manage- 
ments of both public and private companies had a short-sighted approach 

* According to the law, the chief production, marketing, finance 
and administrative affairs executives were assigned the title 
of president of factories sector, president of commercial 
affairs sector, president of financial affairs sector and 
president of administrative affairs sector respectively. 
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to the elements of the marketing function. Thus, as this study 
has frequently indicated, the prevalent attitude to marketing 

regards it as equivalent to hard selling and promotion in order to 

attract customers. 

4- The Importance of the Chief Marketing Executive 
and his Role in Overall Business Planning 

The creation of a marketing organisation and the appointment 

of a chief marketing executive, although useful, may be considered, 
in some cases, as representing the 'trappings' of marketing rather 
than the substance. Therefore, such steps, in themselves, are 
insufficient to demonstrate that the organisation is marketing- 

oriented. Rather, and more importantly perhaps, what matters is 

the extent to which the chief executive in charge of marketing acti- 

vities is included in the entire business planning and his role in 

overall business decisions and policy making. 

Marketing managers of public companies and presidents of the 

private companies interviewed were asked to indicate to what extent 
the marketing manager (whatever his title) is involved in overall 
business planning. Table 9.23 demonstrates the responses of the 

two groups to this question. 

It can be noted from Table 9.23, that both public companies and 

private companies (which have a marketing manager) tended not to 

give the chief executive in charge of marketing sufficient oppor- 
tunity to be included in the process of overall business planning. 
This minor role accorded to the top marketing executive in overall 
business decisions and policy making reflects non-marketing orient- 

ation among these companies in terms of the relative position of 
marketing in the total corporate business activities. 

Perhaps, the limited importance of the marketing function as 
perceived by the managements of the two groups of companies depends 
to a great extent-on their view of the normal role of marketing 
and on whether they consider the marketing function as an essential 
or supportive function to other business activities. From the 
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Table 9.23 Extent of Involvement of the Marketing Manager 
in the Entire Business Planning. 

Extent of Involvement Public Private All 
in the whole business Companies Companies Respondents 

lannin p g , No. o ,o No. a, o No. o, ,o 

1) To a great extent 0 0.0 0 0.0 0 0.0 
2) 1 20 1 20 2 20 
3) 4 80 2 40 6 60 
4) 0 0.0 1 20 1 10 

5) Very little 0 0.0 1 20 1 10 

n(number of valid res- 
ponses) 5 100 5 100 10 

N(number of marketing 
managers of public 
companies included in 
the study) 5 

N(number of presidents of 
private companies cov- 
ered by the question) 6 

discussions held and the comments made by the interviewees, it could 
be concluded that the marketing job is regarded as supportive to the 

other major departments and it is responsible only for promoting 

and selling the company's products. This function, in their view, 
particularly in the public companies, does not constitute a big 

problem. The core problems, in their 'Opinion, are in finance and 
production. 

5- The Main Businss Background of the 
President of the Company 

It was considered important in the course of this study to 
investigate the main business background and qualifications of the 
president of the company as a useful criterion in measuring the 
degree of implementation of the marketing concept. This consideration 
was based on the following: 
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(i) The most common situation in private-sector companies is 

that marketing responsibilities, as well as other major respon- 

sibilities are in the hands of the presidents of these companies. 
Thus, a president of a private company is usually involved in all 
the decisions made in respect of all the functions of his company, 
including marketing. For that reason, it was expected that the 

nature of his business background would affect, to a certain extent, 
the degree of marketing involvement in all the business decisions 

and policies taken by him. 

(ii) Even if the formal organisational structure of the company 

has been found to include a marketing department under the super- 

vision and control of a specialist member, as in the case of 

public companies (and in a few instance in private companies), 
the findings of this study indicated that the responsibilities of 

this member were restricted, being confined only to promotion and 

selling activities, within which areas, moreover, he is subordi- 

nated to the marketing manager, operating the plans and policies 

set by him and requires the approval of the board of directors on 

which the president of the company exercises most authority. In 

effect, the chairman is involved in all the decisions made at all 

levels in the company's departments. Therefore, his attitude, 

generated from his business background, towards the societal mar- 

keting concept, would determine, to some extent, how far the 

philosophy of this concept would be implemented. 

Accordingly, presidents of public and private companies were 

requested to state the main business background and qualifications 

of the chairman of the company. Tables 9.24 and 9.25 provided 
the findings related to the issue under investigation as indicated 

by the two groups of respondents. 

Tables 9.24 and 9.25 provide the following information: 

a) Although both groups of respondents reported they possessed 
an adequate background in all the business activities suggested 
by the questionnaire, including marketing, to a certain extent, 
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the production background ranked first for the two groups 
of respondents, and this may indicate that those presidents 
have reached their positions through experience of production 

and technical activities rather than other business functions. 

This, in turn, may reflect a favourable attitude towards the 

importance of the operational aspects of the company. 

b) In the group of presidents of the private companies, there 

was a relationship between the adoption'of the societal marketing 

concept and the relative importance of the marketing background 

and qualifications possessed by the respondents. Table 9.26 shows 

" that supporters of the societal marketing concept have marketing 

qualifications to a larger degree than those who had an 

unfavourable attitude and those who were uncertain. It can 
be observed also from the table that those who had a neutral 

attitude were found to be in a better position in terms of 
having a marketing background than those who had an unfavourable 

attitude towards the concept. 

From the above discussion, one can conclude that the organi- 

sational characteristics of the marketing function in the Egyptian 

small companies - both in the public and the private sectors - as 

exemplified by textile industry companies, are insufficient for 

the societal marketing concept to be effectively implemented. This 

was particularly evident in terms of the inadequate business back- 

ground of both the chief marketing executive and the president of 
the company and the status of the marketing executives as reflected 
in his title which, in turn, reflects his low level responsibility 
in relation to the marketing concept ideals and the modest role 

played by him in overall business planning. Above all, it was 

evident that private companies, in most cases, work in unfavourable 

organisational conditions to the extent that they do not have a 
specialist member responsible for marketing. As previously men- 
tioned, although the organisational aspects are not the decisive 
factor in the application of the societal marketing concept, it is 
the researcher's view that it may be reasonable to assume that the 
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more progressive marketers tend to adopt a favourable marketing 

organisation more readily than others. This view seems to be 

supported by other studies 
(7) 

of marketing organisation in both 

developing and developed countries which concluded that there is 

a direct cause-and-effect relationship between marketing organi- 

sation and success. Thus, successful marketers tend to adopt the 

unified marketing concept more readily than others. 

(ii) The Status of the Marketing Research Function 

It is argued throughout this thesis that marketing research is 

the marketing function by which a small company can achieve the 

objectives of the philosophy of the societal marketing concept by 

means of identifying the needs and the wants of the company's custo- 

mers, along with an understanding of society's interests and by 

gathering the information necessary for taking effective decisions 

about the elements of the marketing mix. Therefore, this function 

is considered a fundamental tool in aiding the implementation of 
the societal marketing concept and formulating effective marketing 

strategies in such a manner as to obtain a competitively advantageous 

position amongst the company's competitors and to achieve its, 

rates of profit or growth targets. 

This being the case, the status of the marketing research 

function in any business organisation is regarded as one of the most 

important criteria that can be used in indicating the degree of 

implementation of the societal marketing concept. 

In the following pages, an attempt was made to measure the 

extent of the marketing research activity undertaken in the companies 

studied. This attempt covered four areas, namely: 

1- Extent of using marketing research in a systematic way. 
2- Establishing by whom field research is undertaken. 
3- Areas in which the company carries out marketing research. 
4- The major reasons for not doing marketing research. 
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1- Extent of Using Marketing Research 

The starting point in measuring the position of the marketing 

research function in a small company is to assess the extent to 

which this activity is undertaken in a systematic way, i. e. the 

extent to which the company devotes full recognition to the need 
to identifying both customers' needs and wants and other relevant 

marketing problems through carrying out systematic marketing 

research activities. 

In this study, marketing executives of public companies and 

presidents of private companies were requested to indicate the 

extent to which marketing research was conducted in their companies. 
To this end, a two-point question was addressed to them. The first 

part of the question asked the respondents, "does your company 

systematically undertake any marketing research? " The answer was 

used as a key to other questions aimed at exploring the other dim- 

ensions of the issue under investigation. In the second part of 
the question, those who indicated that they carried out systematic 

marketing research were asked to state whether they conducted this 

function in an informal or formal way. Tables 9.27 and 9.28 show 

the responses to the two-part question as reported by each group 

of respondents. 

As can be seen from Table 9.27, the majority (57.1 %) of all 
the respondents in both public and private companies taken together, 

indicated that they did not undertake any systematic marketing 

research in their companies, even in an informal way of marketing 

research. 

At the level of each group of companies, it can be noted, how- 

ever, that while a large majority (600) of private companies visited 
did not carry out any systematic marketing research, all the public 
companies, as reported by their marketing executives, claimed that 
they engaged systematically in marketing research. 

The researcher, however, has some reservations concerning the 
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Table 9.27 Use of Marketing Research by the Firms Visited. 

Use of marketing Public Private All 
research technique Companies Companies Respondents 

Companies use marketing 
research 5(100,10) 40(40%) 45(42.9 ä) 

Companies do not use 
marketing research 0(0, x) 60(60) 60(57.1%) 

n= number of valid 
responses 5(1O0ä) 100(100) 105(100) 

N 5 100 105 

Table 9.28 Type of Marketing Research Used (Informal 
and Formal Marketing Research). 

Informal and Formal 
Marketing Research 

Public 
Companies 

Private 
Companies 

All 
Respondents 

(1) Informal marketing 
research: 
a. Discussion with 

some acquaintances 
who have exper- 
iences of a parti- 
cular market. 2(40%)* 30(75%)-x-* 32(71.1 °b) 

b. Discussion with 
customers. 5(100, '0) 40(100 ö) 45(100', 0) 

(2) Formal marketing 
research: 
a. Governmental publi- 

cations analysis. 0(0.0) 18(450) 18(40%) 
b. Analysis of com- 

pany's records. 2(40%) 28(70%) 30(66.7%) 
C. Field research. 2(4Oä) 3(7.5%) 5(11.1 ä) 

* Column is more than 5 firms and 100% because of multiple answers. 
** Column is more than 40 firms (the firms reported using marketing 

research and 100ä because of multiple answers. 
*** Column is more than 45 firms and 100ä because of multiple answers. 
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answers given to the above question by the latter group. The 

actual marketing research activities of the companies are not as 

comprehensive as the responses might suggest. The responses 

certainly overstate the amount of research activity because the 

majority of these firms, whose number is very small (five companies), 

conducted only superficial investigations. This conclusion was 
based upon the following: 

(i) The detailed observations made and discussions held by the 

researcher with the marketing executives of public companies 

on this issue. It appeared from these discussions and ob- 

servations that these firms might have stated that they were 
involved in marketing research, even though they could not be 

regarded as actively involved in such activities. In fact, 

there were no definite criteria suggested by the questionnaire 
to be used in establishing whether a company was actually 

engaged in systematic research activity. Because of this, 

the use of marketing research in these companies is likely to 

have been over-estimated. 

(ii) The limited Egyptian experience in conducting research acti- 

vities and the lack of people with an appropriate educational 
background to enable them to undertake serious and mean- 
ingful research. 

(8) 

(iii) In addition to the above, a question was addressed to those 

interviewees who reported that they conducted systematic 

marketing research asking them to indicate the methods they 

used in undertaking this activity. The responses to this 

question as shown in Table 9.28 support the aforementioned 

conclusion, namely that the actual marketing research acti- 

vities of the companies under investigation were not'as 

comprehensive and/or sophisticated as might be suggested by 
the replies to the previous question. 

Table 9.28, shows that: 
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a) All the respondents in public companies indicated that they 

used informal marketing research by way of discussion with 

customers, while forty per cent of them reported having dis- 

cussions with some business acquaintances who had experience 

of a particular market. In respect of formal research, it 

is to be noted that none of them analysed governmental 

publications, while forty per cent of them stated that they 

engaged in analysing the company's records. Field marketing 

research was reported to be used only by forty per cent of this 

group of companies and even these could not be regarded as 
being actively involved in such field research activities. 
Because of a distinct lack of experience in undertaking field 

research activities as well as for other reasons which 

prevented effective marketing research from being pursued, 

which will be explained later, the techniques used in research 
lacked sophistication and objectivity in most cases. As 

measured by the methods used in our own field research the 

scientific method of conducting surveys and research is vir- 
tually non-existent. Consequently, the effectiveness of the 

whole process of field research used by these companies appears 

by and large, to be limited. 

b) With reference to the group of private companies, the above 
table illustrates that informal research by means of discussion 

with customers was utilised by all the firms which indicated 

that they were involved in marketing research activities (40 

firms), while seventy five per cent of them reported that they 

had discussions with some business acquaintances who had 

experiences of a particular market. With regard to formal 

research, a large majority of this group of firms (70%) indi- 

cated that they engaged in analysing the records of the company, 

while the technique of analysing government publications was 
used by 45% of them. Only 7.5ö of this section of the 

companies which were involved in marketing research activities, 
stated that they conducted field research. However, as argued 
in relation to the level of field research carried out in public 
companies, the private companies did not use sophisticated and/or 
objective techniques in conducting field marketing research. 
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c) As appears from Table 9.28, the overall approach to the 

marketing research function was a combination of the various 
hard research techniques to a moderate extent by the two groups 
of companies under investigation. 

The above findings were supported by other studies relating to 
Egypt. Attia, 

(9) 
in his investigation of the nature of marketing 

policies, concluded that throughout the industrial history of the 

country, marketing research as a tool for developing a marketing 
strategy, is a neglected area of concern and a function which is 
ignored by most firms. Resources allocated to marketing research 
hardly exist. In addition, specialised marketing research agencies 
did not exist in the country until 1965 

In his empirical study of the contribution of marketing to 

economic growth, El-Haddad(10) discovered, in agreement with Attia's 

findings, that only eleven out of thirty public firms visited had 

marketing research departments, and this, as he stated reflects a 
situation in which customer orientation is not fully recognised. 
Moreover, this writer concluded that the question of whether or not 
these departments are actually involved in systematic marketing 

research activities is debatable. The view that marketing re- 

search departments exist only on paper in organisational charts, but 

do not work, was expressed several times by a number of forthright 

senior executives and presidents of boards of directors who were 
interviewed by him. 

Hassan, (11) 
too, in his investigation of the marketing prac- 

tices of the Egyptian tourism business, concluded that Egypt for 
the most part lacks the use of marketing research whether in the 

public sector, or in the private sector companies. More speci- 
fically, he indicated that the Egyptian executives of most national 
companies in the tourist business think that marketing research is 
just a purely academic technique, taught at universities and colleges 
but not of particular value. As far as size of firm is concerned, 

* The establishment of the Arabic Research and Administration 
Centre (ARAC) was in 1965. 
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there was clear evidence that large companies in most cases put 

more emphasis on research compared with medium and small-sized 
firms. 

However, it might be argued that it is convenient for small 

companies with limited financial resources to involve themselves 

only in informal research activities such as discussions with 

customers or business acquaintances or to utilise the cheaper kinds 

of formal research which depend on secondary data provided by the 

company's records, governmental publications and/or similar methods. 

Despite the appropriateness and the value of these methods of 

research in business practices, it is our contention, that this 

value could hardly be realised in practice in the Egyptian context. 
In other words, it might be difficult to achieve valuable results 
in Egypt by using such methods of marketing research. The source 

of this difficulty springs from management's and, in particular, 

marketing staff's lack of knowledge regarding the fact that 

obtaining of objective and accurate data requires the use of specific 

scientific techniques for collecting and analysing marketing data 

and information even when informal research is undertaken. Added 

to this is the fact that secondary data is usually not available. 
Even when it can be found, it has not been collected in an orderly 

manner, nor is it well classified. 

This contention regarding the difficulties of conducting 

valuable marketing research in the Egyptian environment is appli- 

cable also to field research activities. A more detailed explana- 
tion of the factors hindering marketing research in the companies 

under investigation will be presented later. 

2- By Whom Field Research is Undertaken 

Firms which indicated that they carried out field marketing 
research were requested to state whether this task is mainly carried 
out by their own marketing research staff or by specialised outside 
organisations. The findings on this issue are contained in Table 9.29. 
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Table 9.29 By Whom Field Research is Undertaken. 

Wh B Public Companies Private Companies 
y om 

No. ö No. A 

a) By the company 2 100 3 100 

b) By specialised outside 
organisations 0 0.0 0 0.0 

n= number of valid 
responses 2 100 3 100 

N= number of executives 
concerned by the 
question 2 3 

It appears from the table that all the companies involved in 

field research reported conducting these research activities solely 
by means of their own marketing research staff, without using speci- 

alised outside organisations. The reason given for not using 

specialised outside agencies to undertake these activities was the 

higher cost of utilising the facilities of such commercial marketing 

research organisations compared with conducting them internally. 

Implementing this task by the company's own staff was considered 

a cheaper and more practicable method for small companies with 
limited financial capabilities. However, deciding on whether or 

not to use specialised outsiders to conduct marketing research should 
be, in the researcher's opinion, based on considerations of cost 

versus benefits. 

3- Areas of Marketing Research. 

In order to investigate the range of marketing research acti- 
vities performed by the companies visited, respondents in the firms 
involved in marketing research were requested to indicate what kinds 

of research were conducted and to what extent. Table 9.30 shows 
the findings as provided by the two groups of respondents. 
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Table 9.30 indicates that public companies tended to pay much 
more attention to marketing research activities than private com- 

panies in terms of the range of such activities. As appears from 

the table, with the exception of the "suitability of location 

appraisal" area of research, all the areas of marketing research 
suggested by the questionnaire were reported to be practised by the 

majority of public companies which amounted to a hundred per cent 
in the cases of "analysis of competitive strengths and weaknesses 

of existing products" and "new product development". On the other 
hand, only three out of nine areas of research activities were 
claimed as being engaged in by the majority of private companies 

visited. These areas are "target market analysis (i. e. customers' 

needs, wants and behaviour)", "analysis of the competitive strengths 

and weaknesses of existing products" and "market segmentation studies". 

Taking these results as they stand, the wide performance of 

various kinds of marketing research activities by the public com- 

panies studied may give the impression that these companies have 

largely accepted and implemented marketing research. 

However, one must be careful in the interpretation of these 

figures and the findings contained in the above table. Indeed, the 

researcher has some reservations about the response of the public 
firms' group to the above question. It is likely that the use of 

various types of marketing research by these companies are, to a 

great extent, overstated, particularly in respect of existing as 

well as new product research activities. In other words, the actual 

marketing research activities of this group of companies might not 
be as comprehensive as the answers indicated. 

An explanation of this conclusion might be that although the 

respondents claimed that they conducted research in these various 
areas proposed, as previously mentioned, no final criteria were 
used to determine the extent of the systematic and regular imple- 

mentation of any specific kind of marketing research. In the absence 
of such criteria, it is likely that the effect of suggesting 
activities to respondents might lead them to over-estimate the mar- 
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Table 9.30 Areas of Marketing Research. 

Areas of Marketing Public Companies* Private Companies** 

Research 
No. No. 00 

a. Target market analysis 
(i. e. customers' needs, 
wants and behaviour). 4 80 37 92.5 

b. Analysis of the competi- 
tive strengths and 
weaknesses of existing 
products 5 100 27 67.5 

c. New product development 5 100 17 42.5 

d. Market segmentation 
studies. 3 60 34 85 

e. Forecasting the market 
share of the company 3 60 18 45 

f. Forecasting the market 
share of main competi- 
tors. 3 60 3 7.5 

g. Employees' motivation 
research. 3 60 1 2.5 

h. Suitability of location 
appraisal. 2 40 1 2.5 

* Columns include more than 5 firms and exceed 100% because 
of multiple answers. 

Columns include more than 40 companies (i. e. the companies 
reported involving in market research) and exceed 100ä 
because of multiple answers. 
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keting research activities undertaken in their companies. This 

conclusion was also supported by the detailed discussions held by 

the researcher with the respondents with respect to the frequency 

of performing these research activities. It was clear from these 

discussions and from the comments made by the respondents that in 

most cases management has come to recognise marketing research only 
in times of crisis, for example when heavy inventories have been 

accumulated or when intense foreign competition is present, parti- 

cularly after the introduction of the economic Open-Door Policy. 

Thus, "marketing research is usually used as a method of finding a 
12) 

solution for an already existing marketing problem facing management'"t, 
(e. g. unsold products). 

The results shown by Table 9.30 might require to be adjusted 

even more if one adds the fact that most of research carried out 
by these companies has been far removed from being field research, 

and even more from being scientific research. Such field research 

as has been conducted has been extremely primitive and non-scientific 
due to the lack of experience of carrying out field research activities. 
Consequently, field research activities has lacked sophistication and 

objectivity in most cases. 

4- The Major Reasons for not Doing Marketing Research 

Respondents were asked to state the main reasons for not under- 

taking any marketing research. Five major reasons were suggested 
by the questionnaire and the respondents were asked to rank these 

reasons in order of importance. These reasons were: 

a. Existence of a seller's market and hence marketing 

research is not important 

b. The company is small 

c. Marketing research is too expensive 
d. Lack of marketing research facilities 

e. Poor sources of information 
f. Others (please specify) 

0 
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It should be pointed out that although this question was 

addressed to companies which did not carry out any marketing 

research, four out of the forty respondents of private companies 

who reported being involved in marketing research answered it, 

indicated two reasons for not always undertaking this research. 
The stated reasons were "the company is small" and "marketing 

research is too expensive". Once again, this response supports 
the conclusion that the actual marketing research in these companies 

might not be as systematic as their response to the question conc- 

erning the use of marketing research indicated. This may indicate 

that they conducted only occasional rather than regular research 

activities. 

Bearing this in mind, the reasons for not doing marketing 

research, ranked in order of importance by the respondents of 

private companies, are contained in Table 9.31. 

Table 9.31 The major reasons for not doing marketing research, 
stated in order of importance. 

(Private Companies' Group) 

Reasons for not doing marketing research Mean Score* Rank 

1. The company is small 1.219 1 

2. Marketing research is too expensive 1.891 2 

3. Lack of marketing research facilities 3.059 3 

4. Poor sources of information 3.532 4 

5. Existence of a seller's market and 
hence marketing research is not 
important 4.000 5 

* The lower the mean, the more important the reason is 
considered by the respondents. 

The following comments on these reasons are presented in the 

order they occupy in the table: 
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1. One of the primary obstacles regarded as impeding marketing 

research in the companies visited was that "the company is small". 
This factor was ranked as the main barrier, being widely mentioned 
by sixty four companies. This figure includes the sixty companies 

which did not undertake marketing research and four of the forty 

firms which indicated that they conducted such research. 

2. Related to the above obstacle, another main barrier to the 

practice of marketing research which was also reported by sixty four 

companies and regarded as second in importance, was that "marketing 

research is too expensive". Thus, the managements of these com- 

panies claimed that their companies were too small and had insuffi- 

cient financial capabilities. However, this is not an acceptable 
justification for not conducting marketing research as these companies 

could have undertaken some types of research activities which would 

not have cost too much. Examples of such activities include informal 

marketing research methods, analysis of secondary data, such as 

analysis of governmental publications, and analysis of the company's 

records. Instead of formulating its marketing strategies and 

policies without any of the reliable information necessary for making 

successful marketing decisions, a firm with limited financial 

resources could scientifically utilise these methods of research and 

produce the required information about its marketing problems and use 
it to plan its marketing strategies, indeed all its business strategies. 

3. Another obstacle hindering the implementation of marketing re- 

search, as indicated by the respondents, was the "lack of marketing 

research facilities". Thirty four out of the sixty companies not 

performing marketing research specified lack of-research facilities 

as a factor hindering marketing research activities. Specifically, 

there was limited availability of managerial talents and, in parti- 
cular, marketing research specialist staff. There was also a lack 

of proper and well-classified and systematic marketing data nece- 
ssary for making decisions relating to the size, structure, growth, 
etc. of the market potential. Secondary data - regarding the 

company's products, competitors' products, sales force, the economic, 
social and political environment in which it operates - are lacking. 
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Lack of marketing research facilities also includes lack of spe- 

cialised marketing research organisations. In fact, one indication 

of the limited utilisation of commercial marketing research in Egypt 

is the very small number of specialised marketing research agencies 

operating in the country. The number of these organisations, as 

established by one study 
(13) 

of marketing in Egypt, is only three. 

Specialised marketing research organisations, as mentioned before, 

did not exist in Egypt until 1965. 

4. The fourth obstacle to the practice of marketing research in 

the companies under investigation was the "poor sources of infor- 

mation". Once again, this factor referes to the lack of proper 

and well-classified marketing data and information - both secondary 

and primary - about the different marketing problems as resulting 
from the lack of marketing research facilities. In addition, it 

refers to the difficulties of getting accurate responses from 

respondents in the field research activities and interpreting them 

correctly. This factor was reported by forty seven out of sixty 

companies. 

5. Finally, only four out of sixty companies indicated that one 

of the factors impeding marketing research activities in their 

companies was the "existence of a seller's market". In this con- 
text, competition was not strong and therefore marketing research 

was not regarded as important. 

From the above analysis, it seems that the small size of firms 

and insufficient financial resources for conducting marketing 

research were regarded as the most adverse factors affecting the 

level of marketing research activities in Egyptian small companies 

as illustrated by the textile industry. This conclusion supports 
the one reached by Hassan(14) in his investigation of marketing 

practices in the Egyptian tourism businesses. The small size of 
firms and the cost of marketing research were mentioned by this 

writer as being the first among the major factors hindering mar- 
keting research in the firms covered by his investigation. In 
this respect, he reported that the reasons for neglecting marketing 
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research in the sample firms were: 

a) The small size of firms. 

b) Research costs were so expensive that the firms could not 

pursue it. 

c) Lack of knowledge of this advanced marketing technique and 
its importance to a firm. 

d) The unenthusiastic attitudes of management towards marketing 

research. - 

Overall, the main conclusion to be derived from the whole 
discussion is that marketing research in the firms studied, parti- 

cularly in qualitative terms, is insufficient to achieve the marketing 

concept ideals. In other words, the societal marketing concept from 

the aspect of customer and society orientation, as measured by the 

status of marketing research, has not been implemented. This 

conclusion confirms the belief that a company cannot proclaim 
itself to be marketing-oriented solely on the basis of accepting the 

philosophy of the societal marketing concept. 

(iii) Extent of Having Marketing Goals 

It could be argued that a marketing effort may be misdirected 
because of lack of specific quantitative marketing goals towards 

which marketing activities should be directed and implemented. So, 

another indication of whether or not a firm is marketing-oriented 
is the extent to which the firm has determined marketing goals which 

are recognised by all the principal management members. Accordingly, 

an attempt was made to investigate the marketing goals related to 

the main marketing objectives and to assess the periodical achieve- 

ment of these goals. 

Four major marketing goals were suggested by the questionnaires 
to the respondents (i. e. the marketing managers of public companies 
and the presidents of private companies) who were asked to state 
whether or not they had any quantitative targets for each operational 
area. These goals as well as the study findings relating to them 
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are contained in Table 9.32. 

The analysis of the answers of the public companies' marketing 
executives, as shown in Table 9.32, indicates a noticeable lack of 
predetermined marketing goals in the areas suggested to them. This 

was an expected result in the case of public companies since these 

companies subordinate their own managerial direction to the interests 

of achieving the plans and objectives issued by central planning 
authorities. For example, the profit motive is either modified or 
replaced by the concept of the social goals of the enterprise 
(e. g. its contribution to national output, share in employment and 

so forth). Thus, company managerial decisions are not based on 

profit motives but rather on the goal of implementing such plans 

and goals as are proposed by central planners. Also the market 

share and possible capacity expansion are decided by planners 
since central planning authorities usually plan input and ouput 

of goods and services for each company. In addition, all sources 

of new competition were, until recently, restricted because the 

start of new businesses and investment is controlled by planners. 
(15) 

Analysis of the responses of the presidents of private companies 
indicates that this group of companies is in a better position in 

respect of having marketing goals related to sales and profit, as 
compared with the public companies. As table 9.32-illustrates, 
"sales" and "profits" were stated by the majority of this group of 

respondents as areas for which they have quantitative targets, with 
51% of the respondents mentioning the former and 61.6% the latter. 
However, although extremely important for a small company, "growth" 

and "market share" were given little attention by this group of 
respondents. Only 33% of the presidents of private companies indi- 

cated that they have quantitative targets for "growth", while 
"market share" was disregarded to the extent that only 18.6% of them 

referred to it as an area for marketing goals. This, supported by 
the discussions held with some of this group of respondents, gives 
the impression that the management of this group of companies is 
concerned chiefly with the quick returns from their business acti- 
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vities (e. g. quick profit and sales volume) rather than long-term 

business goals. In effect, short rather than long-term orientation 

constitutes one of the most commonly observed aspects of managerial 
decisions in the Egyptian business world, particularly in the small 

company sector. 

Respondents then were asked, "Do you assess your periodical 

achievements of these targets? " The aim was to measure the 

importance of these marketing goals and how far they were maintained 

and when necessary, revised. Table 9.33 shows the responses 

obtained from each group. 

Table 9.33 Assessment of Periodical Achievements of 
Marketing Goals. 

C i 
Yes No D. K. 

ompan es 
No. ö No. ö No. °b 

Public-sector companies* 1 50 1 50 0 0.0 

Private-sector companies** 60 89.6 7 10.4 0 0.0 

N(number of public company marketing managers involved 
in the study) =5 

N(number of private company presidents involved in the study) 

= 100. 

As can be observed from Table 9.33, there was a noticeable diff- 

erence between the two groups of companies with regard to evaluating 
the periodical achievements of their marketing goals and this 

difference was in favour of the private-sector companies. An 

explanation of this may be that public companies work, to a great 

extent, in a disoriented managerial environment - i. e. the ever- 
changing priority system combined with the absence of a long-range 

vision of the country's future and the relative instability of 

governmental and macro management policies - which contribute greatly 
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to the disorientation of the management of individual companies. 

The management of private companies, although affected by these 

circumstances and experiencing the effects of many governmental 

measures and regulations, could still work to some extent, at their 

own discretion. This relative advantage, coupled with the, 

personal motives and interests of the top management members who 

are usually the owners of the company, prompts the management in 

private companies to assess periodically the achievements of their 

marketing and other business activities goals as a means of improving 

the companies' business performance and revising these goals. 

Extent of the Adoption and Implementation of the Societal 
Marketing Concept: Summary and Conclusion 

The aim of this section was to ascertain the extent to which 
the management of the small companies under investigation accept and 
implement the societal marketing concept. The first part of this 

section dealt with the attitudes of managers towards the societal 

marketing concept and its relevance to small companies, while the 

second part analysed the degree of implementation of this concept 

as evaluated by three factors, namely: (i) the organisational 

aspects related to the marketing function, (ii) the status of mar- 

keting research, and (iii) the existence and maintenance of marketing 

goals. Three main conclusions can be drawn from the findings of 

the study, as follows: 

(1) Despite the difference in attitudes which show private companies 
in a favourable light compared with public companies and compare 

marketing managers of public companies favourably as opposed to their 

counterparts, the presidents of public companies, the majority of 

all groups of managers interviewed have an unfavourable attitude 
towards the societal marketing concept and its applicability in 

small companies. Stating it another way, the societal marketing 

concept either at the level of its philosophical dimensions or in 

respect of its relevance to small companies is not, on the whole, 

accepted by the managers in the two groups of companies. Thus, a 

situation does exist in which the management of these companies do 
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not fully understand either the tenets of the Islamic marketing 

philosophy or the dimensions of the societal marketing concept 

and its applicability to small companies. 

(2) With reference to the degree of implementation of the societal 

marketing concept, i. e. putting it into operation, the findings of 
the analysis show that, in terms of all the criteria suggested for 

measuring the degree of implementation, i. e. the organisational 

aspects of the marketing function, the status of marketing research, 

and maintenance of marketing goals, there is not sufficient indi- 

cation that the societal marketing concept has been implemented in 

the companies studied. These companies have not taken the primary 

steps required for implementing this concept as recommended in the 

literature. 

Drawing upon inferences from the above study findings, one can 

conclude that the societal marketing concept, involving total inte- 

gration of business activities designed to provide customer satis- 
faction as well as long-term consumer and societal well-being, 
together with the business company's goals, is a long way from being 

accepted and implemented. 

Thus, this conclusion supports our first main hypothesis, that 

is, "most Egyptian small business companies neither accept nor 
implement the societal marketing concept. They are not marketing 

oriented. " 

(3) It has been shown that there is a distinct lack of awareness, 

adoption and implementation of the Islamic business philosophy 

among the managements of the companies visited. The large majority 

of the executives interviewed in both public and private companies 
do not recognise that Islamic doctrines provide a specific busi- 

ness philosophy and related objectives. Those who do, tend either 
to define it from a narrow point of view or not to put it into 

practice. The study findings indicated also that there is a rela- 
tionship between the extent of adoption of the societal marketing concept 

and its applicability to small companies (dependent variable), and the 
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extent of recognising, adopting and implementing the Islamic busi- 

ness philosophy and objectives (independent variable). 

This conclusion leads the researcher to state that the lack of 

recognition and/or adoption of Islamic doctrines regarding marketing, 
is among the factors hindering marketing development in small 
Egyptian textile companies. Hence, our hypothesis 2. a, that there. 

is a relationship between non-marketing orientation among Egyptian 

small business companies and non-awareness and/or non-adoption of 
Islamic teachings regarding marketing, is supported. 

At this point, it should be pointed out that if the societal 

marketing concept is to be applied effectively, marketing strategies 

and practices must be designed and operated in such a way as to 

improve the application of the concept. In the following section, 

our attention will turn to analysis of the marketing policies and 
techniques practised by the companies under investigation. 
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Section Two 

Marketing Strategies and Practices 

Introduction 

The aim of this section is to investigate the extent to which 
the firms studied have applied effectively marketing concepts and 
techniques derived from and directed to the achievement of the 

societal marketing concept philosophy. To this end, the appli- 

cation of modern marketing principles and practices related to 

marketing planning, product, pricing, distribution and promotion 

will be examined. 

In discussing marketing strategies and practices, some con- 

siderations should be kept in mind, and these must be made clear at 
the outset. Specifically, they are: 

(1) Although a distinction must be made between the attitudes of 

management towards the societal marketing concept and its relevance 
to small companies, and the actual practice of marketing, in the 

researcher's view, in the course of examining the application of the 

societal marketing concept in practical terms, the fact that the 

attitude and support of top management will significantly affect 
the extent of the effective application of this concept must be 

taken into consideration. This has profound implications for a 

small company, especially when marketing activities are the responsi- 
bility of its president, as in most cases in the Egyptian private 

sector companies. In addition, in the case of small public companies 

which have the marketing department subordinated to a specialist 

member (i. e. marketing manager), if a difference exists between the 

marketing executive's perception of the societal marketing concept 

and that of the president, it will be useful to acknowledge that the 

effective application of modern marketing concepts and techniques 

depends, mainly, on how far these concepts are accepted and supported 
by the president of the company who, as mentioned before, exercises 
the greatest influence on the board of directors of the company and 
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is involved in all decisions made at all levels of business. It 

is clear in this particular context that the wider the gap between 

the president of the company and its marketing executive in respect 

of accepting marketing concepts, the greater the difficulty in 

applying the societal marketing concept philosophy. 

(2) Bearing in mind that the marketing activities in most cases 
in the private-sector companies are not practised by a marketing 
department, and that the marketing manager in public companies is 

not completely free in his marketing practices and decision making 
from involvement and the interference by the president of the com- 

pany, the analysis will be concentrated on whether or not these 

activities are performed by the company, from a marketing point of 

view. Additionally, in order to increase the likelihood of 

co-operation by respondents, it was decided to concentrate only on 
the main features of marketing practices through which one can 

generally assess whether or not a company is regarded as marketing- 

oriented in its strategies and practices. 

(3) As was explained in the literature review, despite the economic 
liberalisation policy (i. e. the Open-Door Policy), marketing and 

other businesses decision-making in Egypt is still made in an envir- 

onment of a planned developing economy where all business decisions 

in individual companies are controlled in some respect or other by 

the central authorities. Based on this fact, the findings and 

conclusions regarding each marketing strategy and practice should 
be explained and understood in the light of this environment which 
has undoubtedly had an impact on the marketing policy pursued. 
However, since the interdependence between firms and their enviro- 

nment in Egypt was dealt with throughout the literature review, only 

a brief reference will be made to it, when necessary, in the ana- 
lysis of each marketing practice. 

In addition to what has been outlined above, an attempt will be 

made, where possible, to show the effects of the economic Open-Door 

Policy on the marketing practice in the firms studied since this 

liberalisation policy should have had a great impact on the 
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behaviour of firms. 
(16) 

(4) It should be pointed out that the data used in analysing this 

part of the research was chiefly based on the answers to the 

questionnaires by the marketing managers of public companies and the 

responses of the presidents of private companies. Additionally, 

much may be inferred from the detailed discussions held with these 

two groups of respondents concerning the extent of the application 

of the marketing principles with regard to marketing planning and 
the elements of the marketing mix, and from the researcher's 
impressions and observations concerning these issues, noted when 
he was interviewing the respondents. 

Taking the above into account, the aspects related to marketing 
planning as well as the components of the marketing mix will be 

analysed in the following pages. 

A- Marketing Planning 

Attention will now be given to the analysis of marketing planning 

as a major task of marketing management and an important dimension 

of the role of marketing in the firm. The following aspects of 

marketing planning will, briefly, be discussed: 

(1) Existence of systematic marketing planning. 

(2) Time scale of marketing planning. 

(3) Marketing goals and functional orientation of planning. 

(4) Factors impeding marketing planning. 

Drawing on the results of the field survey the findings of the 

study are presented below. 

(1) Existence of Systematic Marketing Planning 

Respondents were requested to indicate whether or not their 
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companies carry out systematic marketing planning. The answers 

contained in Table 9.34 show that a very large majority (80%) of 
the public companies' marketing exeucitves interviewed reported 
involvement in systematic marketing planning. On the other hand, 

the percentage of the presidents of the private companies visited 

who reported carrying out marketing planning was only 33ö. 

Accepting the findings appearing in Table 9.34 at face value, 
it seems that while private companies tended to be non-marketing 

oriented in terms of marketing planning, the large majority of 

public companies proved to be marketing-oriented in this area. 

It should be pointed out, however, that our discussion with 

some of the marketing managers of the public companies under invest- 

igation concluded that the actual marketing planning of the firms 

is not as systematic and/or comprehensive as the responses might 

suggest. In other words, performance of marketing planning activity 
in these firms is not, quantitatively and qualitatively, at the 

level required for the application of the societal marketing concept. 
Thus, the use of marketing planning in these companies was overstated 
because there were no specific criteria to determine whether a firm 

could legitimately claim to be involved in marketing planning 

activity. 

Table 9.34 Use of Marketing Planning by the Companies 
under Investigation. 

Extent of Using Public Companies Private Companies 
ti M k Pl i ng ann ng ar e 

No. ö No. ö 

Yes 4 80 33 33 
No 1 20 66 66 
D. K. 0 0.0 1 1 

n=number of valid responses 5I 100 100 100 

N= number of managers 
involved in the study 5 100 

1' 
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(2) Time Scale of Marketing Planning 

Time scale is concerned with systematically structured plans 

and integrating long and short-term plans. As pointed out in the 

literature review, the time horizon of long-range planning in small 

companies tends to be considerably shorter than that of large 

corporations. Thus, in small firms, a time scale of two years 

may constitute a long-range plan. 

Those who claimed they were carrying out systematic marketing 

planning were asked, "Is this short-term planning (up to one year) 

or long-term planning (more than one year)? The respondents' 

answers- indicate that both public and private companies are short- 

range orientated in their marketing planning process, as all the 

marketing managers of the public companies and 84.8% of the private 

companies to whom the question applied stated that they carry out 

only short-term marketing planning (i. e. up to one year). 

Hence, it was evident that there was a great lack of appre- 

ciation of the need for long-range orientation in the marketing 

planning of the firms under investigation. In this respect, these 

firms were in disagreement with the societal marketing concept. 

This situation could be traced to several internal (within the 

firm) as well as external reasons which were found to hinder the 

utilisation of sophisticated marketing planning technique. These 

reasons will be explained later when discussing the factors impeding 

marketing planning in the companies visited. However, it may be 

useful and sufficient here to point out that the discussion held 

with some respondents established the fact that companies were not 

clear about their objectives because they had no information to 

enable them to establish specific marketing strategies. Thus, the 
information generated from desk as well as field research, and which 
was made available to the marketing planners was generally inaccurate 

and insufficient to support long-term direction or to cover broad 

prospectives. As such, the factual basis for long -range marketing 
planning was lacking. 
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(3) Marketing Goals and Functional Orientation of Planning 

It could be said that the functional orientation of marketing 

planning can be easily assessed through examining the marketing goals 

of the planning activity. Accordingly, it was decided to investi- 

gate the marketing goals in the companies studied as a means of 
identifying the functional orientation of marketing planning in 

these companies. It should be pointed out in this regard that 

although the principal aim of this investigation was to generate 
data directly from the field with respect to the issue under investi- 

gation in the companies visited, it was intended to keep the length 

of the questionnaires as short as possible to increase the likelihood 

of co-operation by respondents. Consequently, responses to the quest- 
ion which sought to ascertain the extent of having marketing goals 

as an indication of the extent of the implementation of the societal 

marketing concept in the companies studied, were partly re-used to 

determine the functional orientation of marketing planning there. 

For the public companies, the study findings reflected a noti- 

ceable lack of customer and profit orientation as well as growth 

orientation. In addition, for the private companies, it was evid- 

ent that there was a distinct lack of customer and growth orientation, 

as their marketing goals were mainly concerned with making a profit 
in 61.6 and sales volume in 51% of the cases. 

To sum up, the vast majority of companies in both the public 

and private sectors do not plan at all or have an inadequate 

planning system in relation to the concept of marketing ideals and 
the requirements for achieving the societal marketing concept. In 

fact, marketing planning as a process including the determination 

of marketing goals and the means of their achievement was alien to 

the vast majority of the companies-visited. It is worth pointing 

out in this respect that the nature of the marketing planning 

problem in individual (particularly public sector) companies in 
Egypt should be reviewed within the context of the prevailing 

planning techniques and national goals rather than in terms of the 

goals set for and the means used by individual enterprises. In 
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this environment, as Attia(17) stated, the means used by and the 

goals set for -enterprises are basically derived from those of the 

central planning authorities. Hence the marketing behaviour of 

companies is directly related to the goals and means of the macro- 
organisation of the national economy. Consequently, long-term 

objectives were unknown at the company level, and this means that 

planning and operating are not clearly or easily distinguished from 

each other. 

In addition to the above facts regarding the state and context 
of marketing planning in the firms studied, a further attempt was 

made to identify the factors impeding this activity in these com- 

panies. A discussion of this issue is presented below. 

(4) Factors Impeding Marketing Planning 

Respondents were asked to decide on the reasons for the neglect 

of marketing planning. Five factors were proposed by the quest- 
ionnaires. aspossible reasons for not carrying out marketing planning, 

namely: (1) poor secondary data available, (2) the small size of 
the firm, (3) planning is too expensive, (4) there is less faith in 

planning due to the difficulties of proper forecasting, and (5) Moslem 

managers believe that all affairs of the organisation, individuals 

and others, have been worked out by Divine Will. Neither planning 

nor anything else can alter fate. Respondents were requested also 
to add other reasons, where possible, and to rank all the factors 

in order of significance. The responses received from the res- 

pondents are recorded in Table 9.35 which reveals the reasons for 

neglecting marketing planning, ranked in order of significance. 

From Table 9.35, the following points can be noted: 

a) "Small size of the firm" was considered the major factor hindering 

marketing planning in the companies studied, as this factor was 
mentioned by the public company as well as by sixty out of 
sixty six private companies which do not carry out marketing 
planning, and ranked first among the obstacles to planning 
activities in these companies. 
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Table 9.35 Factors Hindering Marketing Planning. 

Public Companies Private Companies 
Factors 

No. % Mean Rank No. Mean* Rank 
Score Score 

a. Poor secondary data 
available 1 100 22 33.3 3.455 4 

o o 

b. Small size of the `11 "' 
firm 1 100 60 90.9 1.167 1 

n n 
c. Planning is too 

expensive. 0 0.0 59 89.4 1.983 2 
CL CD 

d. Less faith in 
planning due to the 
difficulties of 
proper forecasting 1 100 52 70.8 3.019 3 

e. Moslem managers 
believe that all 
affairs of the 
organisation, indi- 
viduals and all else 
have been worked out 
by Divine Will. 
Planning and all else 
cannot alter Fate. 1 100 25 37.9 3.840 5 

N (number of managers 
concerned by the 
question) = 1 

j 
60 

* The lower the mean, the more significant the factor is regarded 
by the respondents. 
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b) Related to the "small size of the firm", another main reason 
for neglecting marketing planning in the private companies 

was that "planning is too expensive", which was reported by 

fifty nine out of sixty six firms and regarded as the second 

main obstacle. However, this factor was not regarded as a 
barrier to planning by public companies. 

c) A further obstacle to carrying out marketing planning mentioned 
by a large majority of the companies visited was "less faith 

in planning due to the difficulties of proper forecasting". 

In addition to the public company which does not practise 

marketing planning, fifty two out of sixty six private companies 

not implementing such planning selected this factor and regarded 
it as a main obstacle. Such difficulties affecting effective 
forecasting can be traced in some way or other to the limited 

availability of managerial know-how and, in particular, a 

shortage of marketing planning specialist staff. They also 

can be attributed to a lack of marketing research facilities 

such as appropriate and well-classified and systematic mar- 
keting information to facilitate decision making relating to 

the size, structure and growth of the potential market, and 

hence to permit marketing planning based on factual information. 

d) The fourth barrier to carrying out marketing planning in the 

companies visited was the "poor secondary data available". As 

mentioned before, secondary data - relating to factors which 

are significant for marketing planning purposes, such as the 

company's products, competitors' products, sales force, the 

economic, social and political environment in which it works - 
are lacking. As such, this factor increases the lack of 
faith in planning since it adds to the difficulties of proper 
forecasting. 

e) Another obstacle to the practice of marketing planning, which 

was regarded as the fifth major factor and was mentioned by the 

public company and twenty five out of the sixty private com- 

panies, was the belief that planning is useless in the context 
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of Islamic thought, i. e. "Moslem managers believe that all 

affairs of the organisation, individuals and all else have 

been worked out by Divine Will. Planning and all else 

cannot alter fate. " However, it is worth pointing out in 

this regard, as mentioned during the literature review 

referring to another study(18) which produced a similar result, 
that this does not represent a proper understanding of the 

Islamic beliefs and teachings on this issue. Rather, it is 

a very bad and greed-inspired application of the relevant 

part of the Islamic doctrines. 

B- Product Strategy 

In the following pages, an attempt is made to examine some 

aspects of the policy relating to a crucial part of the marketing 

mix of the companies studied, i. e. the product they develop to meet 
their customers' needs and wants. To this end, the following 

aspects are investigated: 

(1) Awareness of the importance of innovation and new product 
development. 

(2) Extent of using new products as a growth tool. 

(3) The major factors influencing the introduction of new products. 

(4) The main objectives and obligations of Islamic teachings 

concerning "product". 

The study findings which emerged from the field survey are 

presented below. 

(1) Awareness of the Importance of Innovation 

Respondents were asked to indicate the extent of agreement or 

otherwise with the importance of innovation and new product develop- 

ment. Three statements about this issue were presented to them and 
they were requested to score each statement along a five-point scale, 
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ranging from strongly agree to strongly disagree. Tables 9.36 and 
9.37 show respondents' views on each statement, broken down by the 

type of company. 

A review of the respondents' answers as shown in these tables 

reveals that public companies tended to accept the importance of 
innovation and new product development to a greater degree than 

private companies which failed to recognise the significance of 
these marketing concepts and techniques. 

As can be seen from Table 9.36, quite a large percentage (40%) 

of the public-sector companies visited agreed with the statement that 

"the watchword for management must often be 'innovate or die"', 

while a large majority (60%) strongly agreed or agreed with the 

statement which holds that the only two basic functions of any busi- 

ness firm are marketing and innovation. With regard to the state- 

ment that "companies spending the most on new product development 

enjoy the greatest rates of growth", a vast majority believed that 

rates of growth depend largely on new product development efforts 
in a company, as 80% of this group of respondents strongly agreed 

or agreed with the statement. 

With reference to the private-sector companies' group, it can 
be observed from Table 9.37 that only the last statement was strongly 

agreed or agreed with by a large majority (61%) of this group of 

companies visited, while the first two statements were accepted only 
by small percentages of them. 

However, a distinction must be made between the attitude of 

management toward the importance of innovation and new product 
development, and the actual practice of these activities. So, 

another attempt was made to assess how far these concepts were put 
into operation by the firms under investigation as presented below. 

/ 
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(2) Extent of Usinq New Products as a Growth Tool 

Considering the use of new products as a growth tool, res- 

pondents were requested to determine to what extent their companies' 

growth depends upon either existing or new products, using the 

following scale: 

To a great extent Very litte 

12345 

The results are reported in Tables 9.38 and 9.39. 

A general analysis of the answers contained in these tables 

indicates that the majority of the two groups of firms visited 

achieve their growth mainly through existing products rather than 

the development of new products, as eighty per cent of the public 

companies, and slightly more than seventy per cent of the private 

companies reported following this policy to a great extent. On 

the other hand, only one out of five of the public companies (20%) 

and seventeen out of one hundred (17%) of the private companies 

indicated that they followed to a great extent the policy of using 

new products as a tool for growth. 

In fact, there are many reasons for the existence of such a 

situation in Egyptian small companies. Some of these reasons are 

related equally to Egypt's and other developing countries' business 

environment, and the others are specifically related to the small 

size of the enterprise. 

With regard to the first category of reasons, the most impor- 

tant are: 

(1) By introducing products largely developed elsewhere, manufacturers 
in a developing economy such as of Egypt avoid most of the costs and 

risks of product research and development. The companies, therefore, 

feel apprehensive about introducing new products when they are unable 

to obtain a reasonable assurance that future returns will offset 
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Table 9.38 Extent of Using New Products as a 
Growth Tool. 

(Public Companies' Group) 

To a Very 
great little 
extent N n 

No. I A No. ö No. ä No. ä No. A 

a. Existing 
Products 4 80.0 0 0.0 1 20.0 0 0.0 0 0.0 5(100°0') 5 

b. New 
Products 1 20.0 0 0.0 3 60.0 1 20.0 0 0.0 5(100%) 5 

n= Number of valid responses. 

N= Number of marketing managers involved 
in the study. 

Table 9.39 Extent of Using New Products as a 
Growth Tool. 

(Private Companies'Group) 

To a Very 
great little 
extent N n 

No . 
a 
,o No. m 

.o No . 
a 
,a No . 

a 
.o No . 

% % 

a. Existing 
Products 69 70.4 25 25.5 3 3.1 1 1.0 0 0.0 98(100) 5 

b. New 
Products 17 17.0 40 40.0 20 20.0 21 21.0 2 2.0 100(100%) 15 

n= Number of valid responses. 

N= Number of company presidents involved 
in the study. 
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current expenditure on the product. The financial penalty paid 
by these firms, especially small businesses with limited financial 

capabilities, when a newly introduced product fails can be so great 

as to cause the firm to fail. It is possible that to avoid such 

a risk, companies will avoid innovation and adopt a policy of 

conservatism or traditionalism. 
(19) 

In this situation, most 

enterprises are followers and not leaders in the field of product 
development. As mentioned in the literature review, Egyptian 

management looks abroad for new product ideas and standards, and tends 

almost totally to divorce product design and development from the 

needs of the local market. 

(2) People do not adapt readily to radical change or innovation, 

particularly as this often requires a departure from traditional 

ways of acting and thinking. Moreover, innovation seems to be 

more readily accepted by groups which have higher levels of income 

and education - there are few such groups in developing countries, 
(20) 

including Egypt. 

With reference to the second group of reasons, one can refer 

once again to some specific impediments said to be faced by the 

small innovative companies wherever they are located, as reported 
by some studies. 

(21) 
These are: 

1. - Inability to recruit and retain the services of staff with 

considerable education and unusual abilities. Thus, small 
firms find it difficult to have the sort of high calibre staff 
required for innovation, particularly during the early phases 

of R and D. 

2- Small firms face considerable disadvantages related to scale, 

and lack the benefits of "team research", and must, therefore, 

have ready access to external sources of aid and information 

to overcome this scarcity of the necessary resources and skills. 
Unfortunately, such external sources of aid and information 

are scarce in the Egyptian industry. 
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3- The informal management structure of small companies 
invariably results in a lack of experience and ability in the 

marketing and management functions. This factor, however, 

is relevant to Egyptian small private companies rather than 

public companies, since the latter must, by law, have a 
formal management structure. At this stage, it is useful 
to examine the major factors which impede new product intro- 

duction in the firms under investigation. In the following 

part, this issue will be discussed. 

(3) The Main Factors Influencing New Product Introduction 

Respondents were asked to decide on the major factors which 
influence-their company's decisions to introduce new products to 

the market. The responses provided by the two groups of res- 

pondents are contained in Table 9.40, ranked in order of importance. 

Table 9.40 The Main Factors Influeincing New Product 
Introduction. 

F t 
Rank 

ac ors 
Public Private 
Companies Companies 

a. Differentiating our products from comp- 
etitors' 3 2 

b. Contributing to economic development 
in accordance with Islamic teachings 4 4 

c. Satisfying the identified customers' 
needs and wants in a better way 2 3 

d. Utilising new ideas to introduce more 
efficient products which cost less 
to produce 1 1 

e. Imitating new product ideas, fashions 
and standards developed abroad. 5 

As appears from the above table, introducing more efficient 

products that cost less to produce, through utilising new ideas, was 

regarded as the most important consideration in evaluating new 
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product proposals and their introduction by the firms studied, 
both public and private, and this may reflect non-marketing 

orientation among these companies. Satisfying customers' needs 

and wants in a better way was considered the second factor influ- 

encing the introduction of new products by the public companies, 

while this factor was ranked third by the private companies. On 

the other hand, in respect of differentiating the company's products 
from those of competitors as a factor affecting the introduction 

of new products, the public companies ranked it third, while the 

private companies ranked it second. A significant finding in 

terms of the current study was that the two groups of respondents 

did not give much attention to the Islamic teaching as a factor 

influencing their decisions to introduce new products in such 

ways as to contribute to economic development in accordance with 
these teachings, as they ranked it fourth of the four factors 

suggested to them by the questionnaires. This may reflect non- 

awareness of Islamic teaching among the managements of the companies 

under investigation. 

In addition to the four factors suggested by the questionnaires, 
there was another factor supported by one out of the hundred private 

companies as influencing the introduction of new products - that 

is, imitating new product ideas, fashions and standards developed 

abroad. 

(4) The Main Objectives and Obligations of Islamic 
Teachings Concerning "Product" 

Using an open question, respondents were requested to provide 
their definition of the objectives and obligations of Islamic doctrines 

pertaining to a product. The responses are contained in Table 9.41 

which shows the respondents' views concerning this issue. As can 
be observed from the table, enhancing consumers' satisfactions and 
long-term interests through products was considered that major 

objective and obligation imposed by the Islamic teachings upon 

producers and dealers. This was widely mentioned by all the presi- 
dents and marketing managers of the public companies visited, and 
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Table 9.41 Respondents' Awareness of the Main Islamic 
Objectives and Obligations Concerning "Product". 

Public Companies 
P i t Objectives & Obligations va e r 

Presidents Marketing Total Companies 
Managers 

a. Maximising customers' 
satisfactions and long- 
term well-being 5(100%) 5(1O0ä) 10(100, ä) 50(50%) 

b. A product should not be 
prohibited by Islamic 
teachings 1( 20%) 0(0.0°0) 1( 10%) 2( 2%) 

c. Generating long-term 
societal well-being 1( 20°%) 1( 20%) 2( 20%) 1( 100 ) 

n (number of valid responses) 5 5 50 

N (number of managers invo- 
lved in the study) 5 5 100 

by 50 out of 100 (50%) of the private company presidents interviewed. 

There are, however, other equally important Islamic objectives and 

obligations regarding product, such as satisfying the company's goals 

and responsibilities (i. e. survival, profit, growth and the like), 

generating long-term societal well-being and above all, a'product 

should not be prohibited by Islamic doctrines. As these objectives 

and obligations were either scarcely mentioned by some of the res- 

pondents or not mentioned at all, this may indicate that the respondents 

are not aware of them as a part of Islamic belief and teachings in 

respect of "product". 

With reference to the presidents of private companies, an attempt 

was made to examine the relationship between the extent of adoption 

of the societal marketing concept and awareness of "maximising custo- 

mers' satisfactions and long-term well-being" as an Islamic precept 

regarding product. Table 9.42 shows that supporters of the societal 

marketing concept tended to recognise this Islamic obligation more 
than those who had unfavourable and neutral attitudes'towards this 

concept. 
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Table 9.42 The relationship between the extent of the adoption 
of the societal marketing concept and the recog- 
nition of "maximising customers' satisfactions and 
long-term well-being" as an Islamic precept. (1) 

(Private Companies'Group) 

Extent of the recogni- 
tion of the Islamic Total res- 

percept regarding 
Extent product Yes No ponse in 

of the each group 
adoption of 
the societal 
marketing concept 

(2) 
Favourable attitude 19(82.6%) 4(17.4%) 23(100%) 

Unfavourable attitude 15(30.6%) 34(69.4%) 49(1O0ä) 

Neutral 13(59.1°0) 9(40.9%) 22(100%) 

Total 147 47 94(100ä) 

(1) Cross-tabulation analysis. 
(2) To be read: 19(82.6%) of the presidents of private 

companies who accepted the societal marketing concept 
and its relevance to small companies, recognised 
"maximising customers' satisfactions and long-term 
well-being" as an Islamic precept. 

This result is compatible with and supports the findings of 
the recognition that Islamic doctrines provide a specific business 

philosophy and business objectives, and the extent of adoption and 
implementation of the philosophy and objectives, where the 

majority of those who had favourable attitudes toward the societal 

marketing concept recognised, adopted and implemented the Islamic 

business philosophy and objectives. 

To conclude, because of several internal (within the firm) and 

external reasons and condidtions mentioned in the discussion, the 

product strategy in the firms studied tends to be far from what is 

required for the application of the societal as well as the Islamic 
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marketing concept. The main strategy in respect of growth is to 

depend heavily on existing products rather than developing new 

products. Moreover, there is a distinct lack of recognition of 
the Islamic objectives and obligations in relation to product policy. 

C- Pricing 

In the following pages, attention is turned to another signi- 
ficant factor in a company's overall marketing strategy - the pricing 

policy it designs as an integral part of its marketing mix. Mar- 

keting orientation of pricing decisions is, of course, a prerequisite 
in the application of the societal marketing concept. Some aspects 

of pricing strategy in the companies studied are now examined. 
These aspects include the main objectives of pricing policy, the 

methods used in setting pricing strategy, whether or not these com- 

panies adopt a policy of price revision and the degree of recognition 

given to the Islamic obligations and objectives regarding pricing. 

(1) The Main Objectives of Pricing Policy 

To establish how far marketing concepts and techniques were 
implemented in respect of pricing, respondents were asked to define 

the main objectives of the pricing policies for their companies' 

products. Seven objectives were suggested to the respondents who 

were requested to rank them in order of significance. The responses 

are presented in Table 9.43 below. 

As can be seen from the table, the answers received from the two 

groups of respondents indicate that the major objective of pricing 

policy is to cover the fully allocated costs as quickly as possible, 

and this reflects the neglect of market factors and emphasises to a 
greater extent cost considerations in price setting. 

Additional observations can be derived from the table, as follows: 
The two groups of respondents disagreed about the relative importance 

of profit goals (i. e. profit maximisation and yielding a predetermined 
return on investment) and competitive goals (i. e. realising a pre- 
determined target market share and countering the main competitors). 
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Table 9.43 Pricing Policy Objectives. 

I 

i 
Rank 

Object ves 
Public Private 
Companies Companies 

a. Realising a predetermined target 
market share 3 7 

b. Profit maximisation 4 2 

c. Covering the fully allocated costs 
as quickly as possible 1 1 

d. Countering the main competitors 7 4 

e. Yielding a predetermined return on 
investment 2 3 

f. Stabilisation of prices and margins 5 5 

g. Monitoring demand 6 6 

However, the overall result balances the two groups of the companies 

with regard to the relative importance of these two groups of 

objectives in their pricing policies. Considering "stabilisation 

of price and margin" and "monitoring demand" as pricing objectives, 

the two groups of companies were in agreement about their relative 
importance and ranked them fifth and sixth respectively. 

(2) Methods of Pricing 

In order to examine the pricing methods used by the companies 

visited, respondents were asked to indicate the major factors con- 

sidered in their pricing strategy and to rank them in order of 
importance. Five factors were suggested in the questionnaires to the 

respondents who were also requested to add any others, where appro- 

priate. The factors considered and the responses received are 

shown in Table 9.44. 
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Table 9.44 Pricing Methods 

Public Companies Private Companies 
Pricing Methods 

No. % Rank No. % Rank 

a. Competitor's price 5 100 2 95 95 3 

b. Industry leader's price 3 60 4 31 31 5 

c. What customers can pay 3 60 5 49 49 4 

d. Cost plus 5 100 1 98 98 1 

e. Market conditions 5 100 3 97 97 2 

n (number of valid 
observations) 5 98 

N (number of managers 
included in the study) = 5 100 

As can be observed from the above table, the "cost plus" method 

was ranked first, and was the method most commonly mentioned by the 

two groups of respondents in determining a suitable price for their 

products. "Competitors' price" and "market conditions" were also 

widely selected by the two groups of companies as major approaches 

to pricing, and this may indicate that they employed "the cost and 

market" approach whereby determination of prices is based on a 

combination of both cost and market factors. In this way, they 

might establish a minimum price based on the full unit cost plus 

profit, below which it is not worth operating and they could find out 

market conditions and accordingly establish the appropriate prices 

for their products. This general finding means that the respondents 

tended to be marketing-oriented in terms of this criterion. However, 

it should be noted that in spite of the opinions already expressed, 
it is the researcher's view that this result does not reflect the 

current trend in the companies under investigation where fundamental 

policy questions on prices are determined at high levels in the 

government. As stated in the literature review, firms in Egypt's 

industries have little or not freedom in respect of prices which are 
fixed or administered by other bodies outside the company. Consequently, 
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the price system insulates these firms, to a great extent, from the 

market. On the other hand, although it was decided by the Cabinet 

in 1975 that economic considerations should take precedence in 

arriving at all decisions by public enterprises, and this is usually 
taken to mean that profitability, and consequently cost considerations 
in pricing decisions, should be a primary objective for the management 

of public enterprises, nevertheless in practical terms, the government 
has often forced price reductions by means of subsidies, and this 

governmental intervention, which has continued up to the present 
time, though particularly marked in the public-sector companies, 

occurs also in the private-sector companies. So, it is likely that 

the responses obtained which reveal that the two groups of respondents 
followed "the cost and market" approach to pricing, may be considered 

as the expected answers rather than as reflecting the actual situ- 

ation in the companies. This conclusion was supported by the detailed 

observations arising from discussions held with the respondents in 

respect of that issue. With reference to "industry leader's price" 

and "what customers can pay" as alternative methods of pricing, it 

is to be noted that the two groups of respondents paid little attention 
to these factors and recorded their view of them as the last two 

approaches to pricing although the two groups disagreed about the 

relative importance of the two methods. 

(3) Revision of Pricing Decisions 

A further indication of the application of marketing concepts and 
tools with respect to pricing is the policy of pricing revision. 
Pricing revision suggests often a price increase. However, the 

revision may resul in giving reductions or discounts in some form or 

other. Accordingly, the questionnaires included two questions on 
the policy of price revisions. 

Respondents were asked whether the policy of their companies was 
to assess and revise their pricing decisions periodically. The 

answers received are contained in Table 9.45. 
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Table 9.45 Revision of Pricing Decisions 

Extent of Pricing Assessment and Public Private 
Revision Companies Companies 

Companies assess and revise their 
pricing decisions 5(100) 85(85%) 

Companies do not assess and 
revise their pricing decisions 0(0.0ä) 15(15%) 

As the above table shows, all the public companies and the vast 

majority (85%) of the private companies visited stated that they 

reviewed their prices regularly, and this may reveal a marketing 

orientation in the two groups of respondents in terms of this mar- 
keting technique. However, as the discussion with the respondents 
indicated, the main reason for price revision was cost increases, 

reflecting, once again, a tendency towards cost orientation in 

respect of pricing strategy. 

Respondents were also requested to indicate more specifically 

whether they sometimes offered discounts to their customers. In 

response to this question, all the public companies' respondents 

admitted that their companies adopt this policy as an incentive for 

their customers to buy during off-season periods or to encourage them 

to buy in cash or to purchase big quantities, depending on the firm's 

discount motives. On the other hand, this marketing technique was 

employed only by 15% of the private companies studied. . 

(4) The Main Obligations and Objectives Derived from 
Islamic Doctrines Regarding "Pricing" 

The questionnaires included an open question which was addressed 
to respondents in order to find out their definition of the Islamic 

obligations and objectives in respect of price. The obligations 

and objectives identified and the responses received are shown in 
Table 9.46. 
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Table 9.46 Recognition of the Main Islamic Objectives and 
Obligations Regarding "Pricing". 

Public Companies Private & Ob ti ti O li ons jec ves ga b Companies Presidents Marketing Total 
Managers 

a. Price should be chiefly 
fixed by the natural and 
sound interaction of 
demand and supply 5(100%) 4(80%) 9(90%) 27(27%) 

b. A seller must not in- 
flate price to his 
customer especially in 
an exceptional state 
of affairs 1( 20%) 2(40 ö) 3(30%) 12(12%) 

c. A buyer must notlower 
price to a seller 
particularly in an 
exceptional state of 
affairs 1( 20%) 1(20°%) 2(20%) 1( 1%) 

n (number of valid responses) 5 4 27 

N (number of managers included 
in the study) 5 5 100 

As can be seen in Table 9.46, fixing price through the natural 

and sound interaction of demand and supply was the chief Islamic 

obligation in respect of setting price which was recognised by the 

vast majority of the public companies' respondents, although this 

Islamic principle was recognised by only 27% of the private companies' 

presidents interviewed. There are, however, other Islamic objectives 

and obligations which were recognised to a slight extent and mentioned 
by all groups of respondents with the exception of a large percentage 
(40%) of the public companies' marketing managers who mentioned 

another Islamic rule regarding pricing, i. e. "a seller must not 
inflate price to his customer especially in an exceptional state of 

affairs". This being so, the general finding is that respondents, 

particularly private companies' presidents, did not fully recognise 
the Islamic pricing philosophy and objectives. 
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Another attempt was made to examine the relationship between 

acceptance of the societal marketing concept and recognition of 
the first two Islamic obligations included in the above table. 

A cross-tabulation analysis indicated that the presidents of 

private companies who accepted the societal marketing concept re- 

corgnised the first Islamic rule concerning pricing (i. e. "price 

should be chiefly fixed by the natural and sound interaction of 
demand and supply") to a greater extent than those who had unfavour- 

able attitude and those who were neutral. This result is presented 
in Table 9.47. With reference to the second Islamic rule regarding 

pricing i. e. "a seller must not inflate price to his customer especially 
in an exceptional state of affairs", Table 9.48 shows that there was 

no relationship between the adoption of the societal marketing concept 

and recognition of this Islamic precept. 

To sum up, in terms of the Islamic and the societal marketing 

concept, the finding of the study in this regard indicates that pricing 
is viewed as a non-related marketing activity, and little attention is 

given by the managements of companies to the willingness of customers 
to purchase and their ability to pay. In general, since prices are 
fixed by governmental bodies outside the company, most companies 
disregarded pricing as a major component in their overall marketing strategy. 

D- Place Strategy 

As indicated during the theoretical sections of this study, place 

strategy is concerned with the distribution decisions designed to 

provide time and place utility to the products by making them avail- 

able at the appropriate time and location, and it is considered, 
therefore, to be a central factor in the whole of a firm's marketing 

strategy. The aim of this subsection is to examine to what extent 
distribution decisions in the firms studied are marketing-oriented. 
Therefore, it deals with the major types of channels of distribution 

used, the criteria upon which these methods as well as individual 

channel members have been chosen, the services offered to inter- 

mediaries, and the Islamic objectives and obligations regarding 
distribution as perceived by respondents. 
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Table 9.47 The relationship between the adoption of the 
societal marketing concept and the recognition 
that Islam states that "price should be chiefly 
fixed by the natural and sound interaction of 
demand and supply". (1) 

(Private Companies' Group). 

Extent of the recogni- 
tion of the Islamic 

precept Total 
Extent Yes No response 
of the An each 
adotpion of group 
the societal 
marketing concept 

(2) 
Favourable attitude 19(82.6%) 4(17.4%) 23(100%) 

Unfavourable attitude 15(30.6ä) 34(69.4) 49(100%) 

Neutral 10(45.5°0) 12(54.5%) 22(100 ö) 

Total 44 50 94(100%) 

(1) Cross-tabulation analysis. 

(2) To be read: 19(82.6%) of the private company 
presidents who had favourable attitudes 
to the societal marketing concept recognised 
that Islamic teachings state that "price 
should be chiefly fixed ty the natural 
and sound interaction of demand and supply". 
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Table 9.48 The relationship between the adoption of the societal 
marketing concept and the recognition that Islam 
states that "a seller must not inflate price to his 
customer especially in an exceptional state of affairs". (1) 

(Private Companies' Group) 

Extent of the recogni- 
tion of the Islamic Total 

precept 
Extent response 

of the Yes No in each 

acceptance of group 
the societal 
marketing concept 

(2) 
Favourable attitude 2( 8.7%) 21(91.3°0) 23(10M) 

Unfavourable attitude 3( 6.1%) 46(93.9 ö) 49(100 ö) 

Neutral 7(31.8 ö) 15(68.2 eo) ) 22(100, o 

Total 12 82 94(100, a ) 

(1) Cross-tabulation analysis 

(2) To be read: 2(8.7%) of the presidents of private 
companies who adopted the societal 
marketing concept recognised that Islamic 
teachings state that "a seller must not 
inflate price to his customer especially 
in an exceptional state of affairs". 
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(1) Methods of Distribution Used 

Respondents were asked to state the principal methods by which 

their products reach customers. Five alternative methods by 

which domestically produced goods can reach customers were suggested 
by the questionnaires to the respondents who were requested to indi- 

cate all that applied to them and to rank them in order of importance. 

The results are presented in Table 9.49 as provided by the two groups 

of companies. 

Table 9.49 Methods of Distribution Used. 

ib ti M h d f Di t 
Public Companies Private Companies 

u on o so s et r 
No. % Rank No. % Rank 

a. Company - Agent - Wholesaler - 
Retailer - Customer 0 0.0 - 8 8 4 

b. Company - Wholesaler - 
Retailer - Customer 5 100 1 96 96 1 

c. Company - Agent - Customer 0 0.0 - 4 4 5 

d. Company - Retailer - Customer 5 100 2 26 26 3 

e. Company - Customer 2 40 3 26 26 2 

As can be seen from the above table, indirect selling through the 

traditional system of using wholesalers and retailers and thereafter 

the customer is the most widely used channel by the two groups of 

companies (i. e. public and private companies). All the public com- 

panies indicated that they used this method and ranked it the first 

place, while ninety six per cent of the private firms stated that 

they employed this method and also regarded it as the major method 

used in distributing their products. Reasons for this, as con- 

cluded from the discussions held with the respondents, can be 

attributed to the characteristics of the market and the nature of the 

demand for textile products. Thus, the market is not concentrated 
in a small number of locations but is spread widely throughout the 

country. Moreover, some producers in the private sector, who are 
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located in lower Egypt, produce some products to be marketed 

mainly in upper Egypt. Demand is not elastic and needs little 

promotional effort. In addition, the textile industry is an old 

one and is used to employing this traditional method of distribution. 

Here, manufacturers, especially small companies with limited fin- 

ancial capabilities, avoid carrying out the marketing functions 

(e. g. merchandising, transportation, storage, and risk-bearing), and 
transfer them to intermediaries. The second method of distribution 

used by the public companies is a one-stage marketing channel which 

contains only one selling intermediary, i. e. the retailer - this 

being mentioned by all the respondents. This method was considered 

third in importance by the private companies, being mentioned by 

twenty six per cent of them. Direct selling to customers was 

placed second by private companies, being again mentioned by twenty 

six per cent of them, while public companies ranked this method 
third, being used by only forty per cent of them. Using this 

method, customers' orders are filled directly by the producers them- 

selves, either through their own retail outlets or through a sales 
department within the plant itself. The study findings revealed 
that the method of agent - wholesaler - retailer and the sole agent 

method are used to a slight extent by the private companies only, 

eight per cent of them reporting that they use the former method 

which they ranked fourth, and four per cent of them indicating 

that they used the latter method which they placed fifth. 

(2) Criteria Used for Selecting Distribution 
Methods and Individual Channel Members 

Two questions were addressed to respondents in order to examine 
the main factors considered in channel selection and the criteria 

they used to choose individual channel members. The following 

findings of the field survey must be considered within the context 

of the fact that firms' freedom in channel design and motivation is 

greatly limited by the distribution system which is available in the 

country. As explained in the literature review, in an environment 

of 'Socialist laws', this freedom is limited and channel decisions 

are informally affected by selling to public-sector distributive 
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firms. Independent textile shops are numerous but the major 
department stores are now government-owned. Furthermore, close 

control is exerted over many privately owned systems of distri- 

bution. These factors having been outlined, the results provided 
by the two groups of respondents are now presented in Tables 9.50 

and 9.51. 

A review of the answers shown in Table 9.50 reveals that the 

two groups of companies disagreed about the relative importance of 
the criteria considered in channel selection. The two most impor- 

tant factors considered by the public companies were "providing 

quick and adequate feed-back about the market" (mentioned by all 
the respondents) and "adequate control over the market" (mentioned 

by 80% of the respondents), and this may reflect market-orientation 

among this group of companies in terms of channel selection. On 

the other hand, the two major factors regarded by the great majority 

of private companies were "delivery and distribution costs" (men- 

tioned by 86% of the respondents) and "closer to customers" (men- 

tioned by 754% of the interviewees), and this may indicate a cost- 

orientation among this group of companies in terms of this area 

of distribution decision. 

It should be pointed out, however, that from our discussion 

with the respondents it was concluded that the responses provided 
by them are likely to represent what is hoped the situation will 
be in the companies rather than what it actually is. Thus, most 

companies wish for freedom in channel design and selection in the 

light of the economic Open-Door policy. 

With regard to the criteria used for selecting individual 

channel members, Table 9.51 shows that some differences also exist 
between the public companies and the private companies in their 

responses to the question addressed to them in respect of the factors 

considered in this selection. For example, while the "capacity 

of promotion and auxiliary service" was considered the major factor 

by the public companies being mentioned by all the respondents, the 

"willingness to promoteproducts" was regarded as the most important 

yardstick by a very large majority (801'0) of the private companies. 
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Table 9.50 Criteria Used for Selecting Distribution Methods. 

Criteria Public Companies Private Companies 

No. ö Rank No. % Rank 

a. The firm's scale of 
operations (firm size) 4 80 3 16 16 6 

b. " Adequate control over 
the market 4 80 2 60 60 3 

c. Providing quick and 
adequate feed-back 
about the market 5 100 1 47 47 4 

d. Adequate trading area 
coverage 4 80 4 19 19 5 

e. Closer to customers 3 60 6 74 74 2 

f. Delivery and distri- 
bution costs 3 60 5 86 86 

11 

Table 9.51 Criteria Used for Selecting Individual Channel Members. 

i it C 
Public Companies Private Companies 

r er a 
No. % Rank No. ö Rank 

a. Potential sales volume 3 60 7 15 15 6 

b. Customer service 5 100 3 60 60 3 

c. Trading area coverage 3 60 6 10 10 7 

d. Product lines carried not mentio ned 9 9 8 

e. Sales organisation 4 80 4 30 30 5 

f. Capacity of promotion 
and auxiliary service 5 100 1 79 79 2 

g. Financial strength to 
maintain inventories 
and credit 5 100 2 34 34 4 

h. Willingness to promote 
products 4 80 5 80 80 1 
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The table also shows that several other factors were considered to 

be important by the majority of respondents, particularly the 

public companies, but it should be pointed out that in the context 

of the firms' limited freedom of channel design and selection, the 

answers obtained from the respondents may be regarded as the 

expected responses rather than as representing the actual practices 
in the companies under investigation. This conclusion was supported 
by the discussions held with the interviewees relating to this issue. 

(3) Services Offered to Middlemen 

In order to examine the extent of offering special services to 

the middlemen by the companies visited, respondents were asked "what 

services do you offer to your middlemen? " and to place the following 

variables in order of significance: 

a. None 

b. Promotional aid 
c. Credit 

d. Salesmen training 17- 
e. Others (please state) L 

Responses are given in Table 9.52, broken down by the type of 

company. 

Table 9.52 Services offered to Middlemen 

Variables Public Companies Private Companies 

No. ö Rank No. ä Rank 

a. None 2 40 - 8 8 4 
b. Promotional aid 1 20 2 15 15 2 

c. Credit 3 60 1 89 89 1 
d. Salesmen training 0 0.0 - 8 8 3 
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A general analysis of the answers shown in the above table 

indiciate that the major service offered to the intermediaries 

is credit. From the table, it appears that three public companies 

out of five (60) stated that they offered- credit to middlemen, while 

eighty nine per cent of the private companies reported that they 

did so. However, it is the researcher's view that the actual 

granting of credit to middlemen by the companies visited might not 
be as widespread and systematic as the answers indicated. Thus, 

as El-Haddad(22) indicated, credit is allowed to distributors for 

a short period of time and on a limited scale. It is regarded 

as being of little importance because of the liquidity problems 
facing the companies. Generally, in the public sector as Attia(23) 

pointed out, producers decide to sell on credit when they face a 

serious marketing problem or when they are instructed to do so by 

higher authorities. 

Worthy of mention, however, as the discussion with the res- 

pondents revealed is that following the introduction of the Open- 

Door Policy, the tendency has been for the private-sector companies 
to allow credit to distributors in order to counteract competition 
in the supply of credit from foreign sources on imported goods 

which might lead middlemen to allocate more effort to selling such 

goods. In this context, the lack of sufficient sales credit by 

public-sector companies might present them with a serious problem 
in this area. 

The table reveals that little importance is attached to the 

other services suggested by the questionnaires. to be offered to 

middlemen, i. e. "promotional aid" and "salesmen training". Only 

one public company out of five (20. ) and fifteen per cent of the 

private companies visited reported offering a "promotional aid" 

service to their distributors. With regard to "salesmen training", 

the results revealed that no public company offers this service 
to the middlemen, while only eight per cent of the private companies 
do so. 
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(4) The Main Objectives and Obligations 
of Islamic Doctrines Regarding "Distribution" 

The questionnaires included an open question asking the res- 

pondents to identify and define the Islamic obligations and 
objectives with respect to distribution decisions. The 

findings are reported in Table 9.53. 

Table 9.53 Recognition of the Major Islamic Objectives 
and Obligations Regarding "Distribution" 

ti Ob & Obli ti 
Public Companies 

P i t jec ves ga ons 
Presidents Marketing Total 

va e r 
Companies 

Managers 

a. Making the products 
available at the 
appropriate time 
(time utility) 5(100ä) 5(100) 10(100ä) 45(45 ) 

b. Making the products 
available at the 
convenient outlets 
(place utility) 5(100 ) 4(90 ) 9( 90%) 39(39%) 

c. Making the products 
available in diff- 
erent quantities 
and in packages 
convenient to 
various customers 0(0.04) O(0.0, ä) 0 (0.0 ý) 15(15%) 

As can be seen from the above table "making the products avail- 
able at the appropriate time" is the most recognised Islamic 

distributional objective according to the frequency of mention, this 

being defined by all the presidents as well as the marketing 

managers of the public companies together with forty five per cent 

of the presidents of the private companies. The second major 

obligation recognised and defined by the respondents is "making the 

products available at the convenient outlets (place utility)", this 
being mentioned by all the presidents of the public companies and 
ninety per cent of their marketing managers and thirty nine per cent 

of the private companies. A third Islamic distributional 



551 

obligations is to make "the products available in different 

quantities and in packages convenient to various customers". 
This obligation was identified and mentioned by only fifteen per 

cent of the private company presidents. There was no mention 

of this objective by the respondents of the public companies. 

Despite the low level of recognition of the Islamic dis- 

tributional obligations and objectives by the presidents of the 

private companies as shown in Table 9.53 and the above analysis, 

an attempt was made in relation to this group of respondents to 

examine the relationship between the adoption of the societal 

marketing concept and the recognition of these obligations and 

objectives. Using a cross-tabulation analysis, there was a 

significant relationship at the 99% level of confidence between 

acceptance of the societal marketing concept and awareness of the 

first two Islamic distributional obligations and objectives (i. e. 
time utility and place utility). Tables 9.54 and 9.55 illustrate 

that supporters of the societal marketing concept recognised these 

objectives and obligations to a greater degree than those who had 

unfavourable attitudes toward the concept and those who were neutral. 
In addition, Table 9.56 shows the relationship between the extent 

of adoption of the societal marketing concept and the extent of 

recognition of the Islamic obligation that requires marketers to 

make "the products available in different quantities and in 

packages convenient to various customers". As can be seen from 

the table, those who had a favourable attitude towards the societal 

marketing concept were aware of this Islamic rule to a greater 

extent than those who had unfavourable attitudes and those who 

were uncertain. Once again, this result is compatible with and 

supports the findings concerning the awareness that Islamic teachings 

provide specific business philosophies and objectives and the 

adoption and implementation of these philosophies and objectives, 
in so far as the majority of those who accepted the societal 

marketing concept and its relevance to small companies recognised 

and adopted and implemented the Islamic business philosophy. 
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Table 9.54 The relationship between the adoption of the 
societal marketing concept and the recognition 
that Islamic doctrines require marketers to make 
"the products available at the appropriate time"(1) 

(Private Companies' Group) 

Extent of the recognition 
of the Islamic Total 

Extent precept response in 
of the adop- Yes No 

each group tion of the 
societal marketing 
concept 

6 6 
Favourable attitude %) 16( 

9. 
7(30.4°0) 23(100%) 

Unfavourable attitude 15(30.61%) 34(69.4%) 49(100, ä) 

Neutral 12(54.5%) 10(45.5%) 22(100%) 

Total 43 51 94 

Level of significance ** 

(1) Cross-tabulation analysis. 

(2) To be read: 16(69.6%) of the private companies' presidents 
who had favourable attitudes to the societal marketing 
concept, recognised that Islamic doctrines require 
marketers to make "the products available at the appro- 
priate time". 

-x Significant relationship at the 99% level of confidence. 
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Table 9.55 The relationship between the adoption of the 
societal marketing concept and the recognition 
that Islamic doctrines require marketers to make 
"the products available at the convenient outlets". (1) 

(Private Companies' Group) 

Extent of the recogni- 
tion of Islamic Total 

Extent 
precept 

Yes No Response in 

of adoption each group 
of the societal 
marketing concept 

2 
Favourable attitude 15(65. %) 8(34.8%) 23(100ä) 

Unfavourable attitude 13(26.5ö) 36(73.5%) 49(100, x) 

Neutral 9(40.9ä) 13(59.1 ö) 22(100%) 

Total 37 57 94(100%) 

Level of significance ** 

(1) Cross-tabulation analysis 

(2) To be read: 15(65.2%) of the private companies' presi- 
dents who had favourable attitudes to the societal 
marketing concept, recognised that Islamic doctrines 
require marketers to make the products available at 
the convenient outlets. 

* Significant relationship at the 99ä level of confidence. 
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Table 9.56 The relationship between the adoption of the societal 
marketing concept and the recognition that Islamic 
doctrines require marketers to make "the products 
available in different quantities and packages 
convenient to various customers"(1) 

(Private Companies' Group) 

Extent of the recogni- 
tion of the 

Islamic precept Total 
Extent Yes No response 
of the adop- in each 
tion of the group 
societal mar- 
keting concept 

) 
Favourable attitude 1ö) 9(39. 14(60.9', o') 23(100%) 

Unfavourable attitude 3( 6.1%) 46(93.9°x) 49(1O0ä) 

Neutral 3(13.60) 19(86.4%) Oo, ) 22(1O0ä 

Total 15 79 94(100%) 

(1) Cross-tabulation analysis. 

(2) To be read: 9(39.1%) of the private companies' presi- 
dents who had favourable attitudes to the societal 
marketing concept, recognised that Islamic doctrines 
require marketers to make "the products available in 
different quantities and packages convenient to various 
customers". 

E- Promotion Strategy 

The aim of this sub-section is to assess the scope and nature 

of the promotional strategy as a major part of the marketing mix 
in the firms under investigation. To do so, an attempt will be made 
to ascertain how far advertising, is used, and to establish its goals 

as formulated by the firms visited, the methods used to decide the 

amount of finance to be allocated to advertising and the methods 

used to assess advertising effectiveness. Thereafter, we shall 
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examine the use of the other promotional methods (i. e. sales 

promotion, publicity, public relations and personal selling), and 

the relative emphasis placed on each method of promotion. Also 

the development and motivation of employees, especially the sales 
force, will be examined. Finally, the major objectives and 

obligations of the Islamic teachings regarding promotion will be 

examined. 

(1) Use of Advertising 

Respondents were asked to determine whether or not they are 

engaged in any advertising, using an overall advertising plan. 

In response to this question, three public companies out of 
five (60ö) reported employing this technique as a part of their 

promotional mix, while on the other hand, none of the private 

companies studied used advertising on a systematic basis through 

an overall advertising plan. 

Although the findings of the study reveal that the majority of 

the public companies visited (60%) do engage in advertising, it is 

the researcher's view that the scope and level of advertising 

actually carried out in these firms is limited and it is not based 

upon the necessary advertising and marketing studies. As mentioned 
in the literature review, advertising may fail in many firms due 

to lack of research. Thus, management usually knows little about 
the market and is not sufficiently acquainted with the scientific 

methods required to undertake proper market research into sophisti- 

cated aspects such as buyers' motivations and various necessary 

research projects relating to advertising. Manufacturers do under- 
take haphazard advertising campaigns which are likely to fail. 

Moreover, too frequently, advertising is designed to fit into 

national political events rather than to achieve commercial aims. 
This conclusion was supported also by the discussion held by the 

researcher with those respondents who indicated that they practised 

advertising. This discussion revealed that management considers 

advertising as an area requiring a short-term expenditure and as a 
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temporary solution to unexpected and urgent marketing problems. 
It is also based on political rather than commercial aspects and 

objectives. Moreover, management never considered the question 

of audience duplication or accumulation, so that media were 

selected almost haphazardly. 

Those who stated that they did not undertake advertising 
(i. e. 2 out of 5 public companies and all the private companies) 

were requested to indicate the main reasons for not utilising this 

marketing technique. Their answers are contained in Table 9.57 

below. 

As Table 9.57 illustrates, in the two groups of companies, the 

major reason for not using advertising was that "advertising is 

too expensive", this being ranked first and mentioned by the two 

public companies to whom the question applied and by ninety two 

per cent of the private companies. For the public companies in 

particular, this reason is explained by the fact that advertising 
is directly controlled by several governmental laws and regulations 

restricting its use, the most important being the law instructing 

the companies to reduce by nearly a half the amount of finance 

allocated to the advertising budget. This restricts the freedom 

of the companies' management to allocate much money to advertising. 
The second reason for the neglect of advertising in the two groups 

of companies was "the small size of the firms" this being indicated 

by the two public companies and eighty eight per cent of the 

private companies. The managements of these firms reported that 

their companies are small and have limited access to financial 

resources, and this is closely related to the first stated reason 
for not doing advertising, i. e. "advertising is too expensive". 
However this issue, in the researcher's opinion should be con- 

sidered in terms of cost versus benefits. - 

The above findings support the findings of Hassan (24) 
in his 

study of marketing practices in the Egyptian tourism businesses. 

He found that all the firms which did not undertake any advertising 
were small Egyptian firms and the major reason for not advertising 
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Table 9.57 Reasons Impeding Advertising. 

Reasons Hindering 
Advertising 

a. Advertising is too 
expensive 

b. The small size of the 
firm 

c. Advertising is not 
effective. 

d. Advertising is not 
. important because of 
the dominance of the 
seller's market. 

e. Lack of effective 
advertising facili- 
ties. 

f. Less faith in adver- 
tising on the part of 
the customers 

g. Advertising is wasteful 
and raises the price 
of products. 

h. Advertising gives a 
completely false 
picture of the quality 
of products. 

N(number of companies 
concerned by the 

question): 

Public Companies Private Companies 

No. %I Rank No. % Rank 

2 100 1 92 92 1 

2 100 2 88 88 2 

2 100 4 14 14 6 

notlmentidned 1 12 1 12 

notimentidned 1 34 1 34 

notlmentiýned 1 27 1 27 

21 100 131 43 1 43 

not mentigned 14 14 

2 100 

8 

4 

5 

3 

7 i 
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was cost, as 67 per cent of the firms which did not advertise 

reported that they did not do so because advertising is expensive. 

The third reason given by the two groups of companies was that 

"advertising is wasteful and raises the price of products", this 

being mentioned by the two public companies and forty three per 
cent of the private companies. "Advertising is not effective" was 

ranked fourth by the public companies, while the private companies 

placed it sixth among the reasons for not undertaking advertising. 
The fourth obstacle to advertising for the private companies was 
"the lack of effective advertising facilities" which was mentioned 
by thirty four per cent of these companies. Another obstacle to 

advertising, in the private companies only, was that customers do 

not believe in advertising, this view being stated by twenty seven 
per cent of them and ranked fifth. Less faith in advertising 

on the part of producers was a further barrier to advertising in 

the private companies, as fourteen per cent of them reported that 

"advertising gives a completely false picture of the quality of 

products", and this barrier was ranked seventh by them. Only 

eight per cent of the private companies considered that "advertising 

is not important because of the dominance of the seller's market", 

which was another reason they gave for not doing advertising by 

these companies. 

(2) Advertising Goals 

In order to assess the main task of advertising faced by the 

companies under investigation, the public companies which reported 

undertaking advertising were asked to identify the major objectives 

of their advertising activities. Seven advertising goals were 

suggested and presented by the questionnaires to the respondents 

who were requested also to rank them in order of importance. Table 

9.58 shows the results provided by this group of respondents. 

From Table 9.58, it can be seen that increasing sales volume was 
the major advertising objective reported by the respondents, as this 

was mentioned by the marketing executives of all the advertising 
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Table 9.58 Advertising Goals. 

(Public Companies' Group) 

Advertising Goals No. °b Rank 

a. To announce new product(s). 2 66.7 2 

b. To increase sales. 3 100 1 

c. To support middlemen and obtain 
their support. 1 33.3 7 

d. To improve image. 1 33.3 6 

e. To maintain brand loyalty. 2 66.7 4 

f. To help customers in locating 
the suitable products for their 
needs and bring them to their 
attention. 1 33.3 5 

g. To counteract competition. 2 66.7 3 

n (number of valid observations) =3 

N (number of public company marketing managers to whom 
the question was applicable) =3 

firms and ranked above all other advertising goals, followed by 

announcing new products which was placed second and was mentioned 
by 2 out of 3 companies. Counteracting competition was regarded 

as the third advertising objective, and this may be taken as an 
indication that respondents have become, to some extent, aware of 

competition as a result of the Open-Door Policy. Maintaining 

brand loyalty was ranked fourth, being mentioned by 2 out of 3 

firms. There are three other advertising goals, each of which was 

mentioned by one out of three companies to be one ofýthe objectives 

of its advertising efforts. These are helping customers in 

locating the appropriate products for their need and bringing them 
to their attention, improving the company image, and supporting 
intermediaries and obtaining their support, these being ranked fifth, 
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sixth and seventh respectively. 

In general, as discussions with the respondents revealed, 

advertising objectives are not persuasive in nature but are chiefly 
informative. Moreover, advertising goals, -are not restricted to 

the promotion of products or to building the commercial image of 
the firms, but are mixed with political and social purposes. This 

finding supports the conclusion reached in the theoretical sections 

of this study. 

(3) Methods of Appropriating Advertising Budget 

Respondents were asked to state on what basis they determine 

the amount of finance allocated to advertising. The answers 

received indicated that the tendency among the advertising firms 

is not to employ scientific methods in determining advertising 
budget, since the two methods reported by the companies which 

advertise are "an arbitrary method", stated by 2 out of 3 companies, 

and "all that can be afforded", a method indicated by one out of 
three firms. This-result, coupled with the fact that Egyptian 

companies, in general, tend to allocate small amount of finance to 

advertising, reveals that these firms are far removed from the 

applying of the societal marketing concept in respect of appro- 

priating advertising budgets. 

(4) Assessment of Advertising Effectiveness 

Respondents were asked to state whether or not they are involved 

in assessment of the effectiveness of their advertising efforts 

and to determine the methods of this evaluation. As expected, 
the majority of the companies which advertise do not assess the 

effectiveness of their advertising activity. It was found that 
two out of three firms did not measure this effectiveness, while 
only one firm claimed that it did so, even though the only method 
of evaluation used by this company was the sales results, i. e. com- 
paring sales volume before and after advertising. This result is 

compatible with and supports the several studies(25) of marketing 
in Egypt which were referred to in the literature review. 
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(5) Other Promotional Methods Used 

This part of the investigation attempted to examine the other 

methods of promotion, apart from advertising, which were used by 

the companies visited. In this connection, five alternatives 

were suggested in the questionnaires to the respondents who were 

also requested to rank them in order of importance. These options 

provided were: 

a. None d. Public Relations 

b. Sales Promotion e. Personal Selling 

c. Publicity. 

The answers provided by the two groups of companies are pre- 

sented in Table 9.59. 

Table 9.59 Methods of Promotion Used Apart from 
Advertising. 

f d 
Rank 

so Promotion Metho 
Public Companies Private Companies 

Sales Promotion 1 2 

Publicity Not mentioned 4 

Public Relations 2 1 

Personal Selling 3 3 

As the above table shows, although the two groups of companies 

disagreed about the relative importance of these methods, "sales 

promotion" and "public-relations" were reported as being the two 

major promotion methods used by the respondents in their efforts 
to attract customers. 

Though extremely important for small companies in the Egyptian 

context, as explained in the literature review, personal selling 

mattered little in the promotional mix of the companies visited - 
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both public and private. This situation may be explained by 

the fact that since these firms are mostly involved in an indirect, 

lengthy method of distribution, i. e. wholesale-retail channels 

as the findings of this study showed, most of them feel there is 

little need to develop an aggressive sales face. Only a small 

salesforce is needed or involved, because wholesalers either order 
by telephone or send their representatives to place the order and 

pick up the merchandise. Selling to the ultimate consumer through 

the company's branches or stores is not widely practised. Con- 

sequently, little emphasis is placed on the selection, training and 

control of salesmen. 

(6) Methods of Development and Motivation of Employees, 
Especially the Salesforce 

Respondents were asked, "How do. you develop and motivate your 

employees, especially the sales force? " They were also requested 
to rank the methods proposed to them in order of significance. 
Responses are presented in Table 9.60. 

Table 9.60 Methods of Development and Motivation of Employees. 

Public Companies Private Companies 

No. Rank No. of Rank 

a. Training: 

- sales methods 2 40 2 23 23 2 

- public relations 2 40 3 23 23 3 

b. Bonus payment on results 5 100 1 91 91 1 

c. Promotion 1 20 4 8 8 4 

As can be seen from the above table, the major method of deve- 
lopment and motivation of the sales force in the two groups of 
companies is that of "bonus payment on results". This traditional 

method proved to be the most common policy adopted by the firms under 
investigation in developing and motivating their sales force, as 



563 

reported by all the public companies' respondents and ninety one 

per cent of the private companies' presidents. Training pro- 

grammes in the area of sales methods took the second place, 
followed by programmes allocated to public relations training. 

These two methods were reported only by two out of five public 
companies and twenty three per cent of the private companies, 

using in-house and, in some cases, external programmes to imple- 

ment this work. Once again, this may reflect the slight 

attention paid to the development of an aggressive sales force. 
Added to this is the fact that basic market research is lacking, 

a situation which makes it difficult to have a well-trained sales 
force, since proper training programmes for salesmen should be 

established on the basis of market characteristics and buyers' 

motives. 

(7) The Major Islamic Objectives and Obligations 
Regarding "Promotion" 

Respondents were asked to identify the main objectives and 
obligations derived from Islamic doctrines with respect to pro- 

motion strategy. These are presented in Table 9.61 in order of 
importance. 

Table 9.61 Respondents' Recognition of the Main Islamic 
Objectives and Obligations Regarding "Promotion". 

ctives & Obli ations Obj 
Public Companies 

P i g e 
Presidents Marketing Total 

r vate 
Companies 

Managers 

a. Telling the truth 4(80%) 4(80%) 8(80%) 47(47 ö) 
b. Avoding harming other 

competitors 1(20%) 2(40%) 3(3O. ä) 17(17) 
c. Monitoring demand and 

guiding consumption -- -- -- 5( 5%) 
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As can be noticed from the table, "telling the truth" within 
the promotional programmes designed by marketers was regarded as 
the major Islamic obligation by the two groups of companies - widely 

mentioned by a very large majority (80%) of both the presidents 

and the marketing managers of the public companies, and quite a 
large percentage (47%) of the presidents of the private companies 

visited. The majority of respondents, however, failed to recognise 
the other Islamic obligations and objectives such as "avoiding 

harming other competitors" and "monitoring demand and guiding 
consumption". These objectives and obligations were either only 
recognised to a slight extent by the respondents or not recognised 

at all, and this may indicate that most respondents are not aware 
that they are. part of Islamic doctrines regarding promotion. 

In addition to the above, an attempt was made within the 

group of presidents of the private companies to examine the relation- 

ship between the adoption of the societal marketing concept and the 

recognition granted to the Islamic obligations and objectives re- 

garding promotion. Tables 9.62,9.63 and 9.64 show overall that 

those who had favourable attitudes towards the societal marketing 

concept tended to recognise the Islamic distributional objectives 

and obligations to a larger degree than those who had unfavourable 

or neutral attitudes towards the concept. 

Marketing Strategies and Practices: Conclusions 

In this section, an attempt was made to examine the extent to 

which the societal marketing concept has been effectively applied 
to the marketing strategies and practices in the firms under 
investigation. Several conclusions can be derived from the ana- 
lysis as follows: 

(1) Systematic marketing planning designed to meet anticipated 
changes in the firms' marketing opportunities is an area neglected 
by the vast majority of the companies visited. Most of the public 
and private companies either do not plan at all or have an inadequate 

planning system in relation to the concept of market ideals and the 
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Table 9.62 The relationship between the acceptance of the 
societal marketing concept and awareness that 
Islamic teachings require marketers to tell the 
truth in their communication programmes. (1) 

(Private Companies' Group) 

Extent of the recogni- 
tion of the Islamic Total 

precep t 
Extent response 

of the Yes No in each 
adoption of the group 
societal mar- 
keting concept. 

(2) 
Favourable attitude 19(82.6%) 4(17.4) 23(100ä) 

Unfavourable attitude 15(30.6%) 34(69.4%) 49(100%) 

Neutral 11(50%) 11(50 ö) 22(100 ä) 

Total 45 49 94(100 ä) 

(1) Cross-tabulation analysis. 

(2) To be read: 19(82.6%) of the private company - presidents 
who accepted the societal marketing concept 
recognised that Islamic teachings require 
marketers to tell the truth by their communi- 
cation programmes. 
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Table 9.63 The relationship between the acceptance of the 
societal marketing concept and the recognition 
that Islamic. teachings require marketers to avoid 
harming other competitors when undertaking commu- 
nication programmes. (1) 

(Private Companies' Group) 

\Extent 
of the recogni- 

tion of the Islamic Total 
precept 

Extent Yes No response 
of the in each 

adoption of group 
the societal 
marketing concept 

(2) 
Favourable attitude 9(39.1 ö) 14(60.9 ä) 23(10090) 

Unfavourable attitude 3( 6.1%) 46(93.90) 49(100%) 

Neutral 5(22.7 ý) 17(77.3, '0) 22(100%) 

Total 17 77 94(100%) 

(1) Cross-tabulation analysis. 

(2) To be read: 9(39.1%) of the private company presi- 
dents who accepted the societal marketing 
concept recognised that Islamic teachings 
require marketers to avoid harming other 
competitors when carrying out communication 
programmes. 
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Table 9.64 The relationship between the acceptance of the 
societal marketing concept and awareness that 
Islamic teachings require marketers to monitor 
demand and guide consumption when carrying out 
communication programmes. (1) 

(Private Companies' Group) 

Extent of the recogni- 
tion of the Islamic Total 

precept 
Extent Yes No response 

of the 
in each 

adoption of group 

the societal 
marketing concept 

(2) 
Favourable attitude 3(13%) 20(87 ) 23(100%) 

Unfavourable attitude 0(0.0ä) 49(100%) 49(100°x) 

Neutral 2(9.1, o) 2O(90.9ä) 22(1O0°ä) 

Total 5 89 94(100 5) 

(1) Cross-tabulation analysis. 

(2) To be read: 3(13%) of the private company presidents 
who accepted the societal marketing concept 
recognised that Islamic teachings require 
marketers to monitor demand and guide 
consumption when carrying out communication 
programmes. 
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requirements for achieving the societal marketing concept. 

(2) Product development is generally considered from an operational 

rather than a marketing point of view. There is a distinct lack 

of emphasis on the development of new products and new processes in 

the innovation efforts of most of the firms studied. The main 

product strategy is to rely heavily on existing products rather 
than developing new products. Moreover, the objectives and 

obligations of Islamic doctrines in the area of product decisions 

are alien to the vast majority of the managements of the companies 

studied. 

(3) As regards pricing, the study findings indicated that pricing 
is not yet regarded as a related marketing activity, and little 

attention . is given by the managements of most companies visited 
to the willingness of customers to purchase and their ability to 

pay. Price control and the need for government approval put 
limits on pricing flexibility. In addition, there is a great lack 

of recognition of the Islamic obligations and objectives regarding 

pricing. 

(4) Generally, distribution channel decisions are confined to the 

methods of distribution available in the country. Central control 

and public activity in the distribution sector has been substantially 
increased. Many products, especially in the public companies, have 

to be marketed through government middlemen and the government- 

owned cooperative retail stores. Consequently, distribution 

decisions related to the criteria used for selecting channels or 

particular channel members, deciding on the services to be offered 
to middlemen, and so forth, are not flexible. With reference to 

the Islamic obligations and objectives in the area of distribution, 

the findings of the study revealed that most managements of the 

companies under investigation are not aware of these obligations 

and objectives. 

(5) As far as advertising and promotion activities are concerned, 
these activities are accorded a secondary role in the total marketing 
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strategy of the companies studied. None of the private companies 

uses advertising on a systematic basis through an overall adver- 
tising plan. With-regard to the public companies, most of them 

frequently use advertising mainly on political, social and 

religious occasions. Furthermore, advertising objectives are 

mainly informative in nature and are less concerned with the 

promotion of products or establishing the commercial image of the 

company. The other promotional methods, i. e. sales promotion, 

publicity, public relations and personal selling are also of little 

importance in the total marketing strategy of both two groups of 

companies visited. Additionally, the findings of the study indi- 

cated that the vast majority of the managements of these companies 
do not fully recognise the objectives and obligations of Islamic 

teachings in the area of communication. 

(6) It has also been shown that there is a relationship 
between the acceptance of the societal marketing concept and its 

relevance to small companies, and the recognition of the major 

objectives and obligations of Islamic teachings regarding the 

elements of the marketing mix, i. e. product, pricing, distribution 

and promotion. 

The above conclusions suggest that the extent of the application 

of modern marketing concepts and techniques by small Egyptian 

textile companies is, in most cases, much too slight in terms of 

achieving the aims of the societal marketing concept, and this 

inadequacy can be traced, to some extent, to lack of awareness of 
the Islamic objectives and obligations in respect of these concepts 

and techniques. 

Once again, this conclusion supports the first hypothesis that 

most Egyptian small business companies are not marketing-oriented 
in their business operations. In addition, our hypothesis 2a is 

given further support by this conclusion, i. e. that the non-marketing 

orientation among Egyptian small firms and lack of recognition and/or 
adopting Islamic marketing precepts are related. 
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Other factors may be suggested to explain the current level 

of marketing performance in Egyptian small companies. In the 

following section, an attempt will be made to identify the basic 

factors thought to be responsible for impeding marketing develop- 

ment in terms of the companies visited. 
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Section Three 

The Basic Factors Associated with the 
Degree of Marketing Development 

Introduction 

This section will examine, briefly and in broad terms, the 

major factors believed to be responsible for hindering marketing 
development in the companies under investigation. Five prevailing 
basic sets of factors have been suggested as impeding the acceptance 

and application of the societal marketing concept and, consequently, 
hinder marketing development in these companies. One of these 

factors, (i. e. the lack of awareness and/or adopting and imple- 

menting Islamic beliefs and teachings regarding marketing), was 
identified in the previous two sections, and it was evident that 

this factor has an adverse influence on the adoption and implement- 

ation of the concept. So, it remains to investigate the other four 

major factors and their effects on marketing. These factors are: 

A- The small size of companies. 

B- Governmental policy and control over the business of 
the firms. 

C- The shortage of competent managerial and marketing 
know-how. 

0- The nature of competition. 

A- Small Size of Companies 

In the first section of this chapter; an attempt was made to 
identify the applicability of the societal marketing concept to small 
companies from the management's point of view in the course of 
measuring the overall attitude towards this concept and its relevance 
to small companies. It was clear from this attempt that the 
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majority of all groups of respondents did not support its 

applicability to small businesses. 

A further attempt will be made in this sub-section to examine 

the relationship between a small firm and the status of marketing, 

as revealed in the companies under investigation. This attempt 

will cover the following points: 

(1) The small size of firm as a factor impeding marketing 
development. 

(2) To what extent Egyptian small companies can apply modern 

marketing concepts and practices. 
(3) The benefits gained and/or the problems faced under the 

Open-Door Policy associated with small size. 

(1) The Small Size of Firm as a Factor Impeding 
Marketing Development 

Respondents were asked to determine to what extent "small size 

of company" may impede the application of modern marketing concepts 

and techniques in the Egyptian small firms. The findings of the 

study reveal that the small size of company is a major obstacle 

among others which hinder marketing development, and this leads to 

reduced faith in marketing which was also reported by the majority 

of respondents to be one of the major barriers to the application 

of the marketing approach, which in turn, leads to poor performance 

in the marketing area. Among eight statements proposed to res- 

pondents by the questionnaires as representing obstructions to 

marketing development was the "small size of company". The answers 

received from the respondents are presented in Table 9.65. 

It is noticeable from this table that this factor was considered 
by the majority of all groups of respondents as one of the major 
factors hindering the application of modern marketing concepts and 

practices in the Egyptian small business companies - ranked fourth 

by 3 out of 5 public companies' presidents and ranked third by all 
the marketing managers of public companies, and ranked first by 

98 per cent of the private companies' presidents. 
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In passing, with reference to the "lack of proper under- 

standing-of Islamic doctrines concerning business objectives and 

philosophy", it is to be observed from the table that the 

majority of all groups of respondents did not regard it as a 

major obstacle to marketing development. However, this response 

should not be taken as an indication that this factor has little 

impact on the application of modern marketing concepts and tech- 

niques in the companies under investigation. Rather, it supports 
the suggestion that there is non-awareness, misunderstanding and/or 
non-adopting of the Islamic business philosophy and objectives 

among the majority of managers of Egyptian business companies, and 
this leads to non-marketing orientation. Thus, only the executives 

who recognised that Islamic doctrines provide a specific business 

philosophy and clear objectives were able to realise that the lack 

of this knowledge is a big obstruction to the application of the 

marketing approach, and this answer was reported by all the public 

companies' executives (i. e. 2 presidents and 2 marketing managers), 

and by 38 out of 39 private companies' presidents who possessed 
the knowledge referred to above, namely that Islamic teachings 

provide a specific business philosophy and clear objectives. 

In addition to the above, an attempt was made to examine the 

relationship between the extent of adoption of the societal mar- 
keting concept and its relevance to small companies, and the small 
size of company as a factor hindering the application of modern 

marketing concepts and practices in the Egyptian small business 

companies as perceived by the respondents. 

As illustrated in Table 9.66, a cross-tabulation analysis 
showed that the presidents of private companies who had favourable 

attitudes to the societal marketing concept and its relevance to 

small companies tended, to a greater degree, not to believe that 
"small size of company" is a barrier to marketing development com- 
pared with those who had unfavourable attitudes and those who had 

neutral attitudes. 
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(2) The Extent to which Egyptian Small Companies can 
Apply Modern Marketing Concepts and Practices 

Respondents were required to indicate the extent to which Egypt's 

small firms can apply the suggested marketing practices presented 
to them by the questionnaires. Accordingly, Tables 9.67,9.68 and 
9.69, which were constructed from their answers to the question, 

present the number and ratio of scaled responses, mean score and 

rank by importance. 

From Tables 9.67,9.68 and 9.69, the evidence indicates that, 

with the exception of "sales promotion and public relations", which 

was reported by the majority of all groups of respondents to be 

practised to a great or certain extent, and "salesmen training and 

motivation" which was indicated by the majority of the marketing 

managers of public companies to be applied to a great or certain 
degree, a majority of all the groups of respondents tended to think 

that the Egyptians smaller business companies can apply the marketing 

practices to only some or a little extent. This, as our detailed 

observations and discussions with respondents confirmed, because 

of their limited access to financial and other necessary resources 

such as different skills and able professional staff especially in 

the area of marketing. 

As such, the small size of firm (and hence insufficient financial 

and other resources) is considered itself by the overwhelming majority 

of all groups of respondents as a major obstacle facing small com- 

panies in Egypt in relation to practising most marketing activities. 
This may reflect a myopic view towards the marketing activities, 
i. e. they believed that these activities are expensive and sometimes 
impossible to practise in small business firms. These reasons 

stated by the respondents should be, in the researcher's opinion, 

regarded in terms of costs versus benefits. Additionally, it must 
be recognised that the marketing practices could and should be 
fashioned and adapted to the particular characteristics, needs and 
problems of small business companies. In the light of this under- 
standing, the managements of small firms in Egypt may change the 
direction of their thinking, and consequently of their behaviour, 
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towards the applicability of modern marketing concepts and tech- 

niques in their companies. 

(3) The Benefits Gained and/or the Problems Faced Under 
The Open-Door Policy as a Result of Small Size. 

In an open-ended question, respondents were asked to indicate 

the benefits, if any, which their companies have gained and/or the 

problems, if any, which they have faced in the light of the Open- 

Door policy due to their small size. 

The most common opinions regarding this issue as derived from 

the answers provided by the respondents are shown in Tables 9.70 

and 9.71. 

As can be seen from Table 9.70, three types of benefits could 

be identified by the respondents, each of which was reported by the 

minority of all groups of respondents. The benefit most enjoyed 

by small business companies under the economic Open-Door policy was 

the increase in their ability to compete with their counterpart 

large companies by means of machinery and equipment modernisation 

brought about by this policy - indicated by forty per cent of the 

public companies executives, both presidents and marketing managers, 

and by thirty four per cent of the presidents of the private companies. 

On the other hand, Table 9.71 shows the respondents' opinions 

on the problems faced in marketing and related activities as a 

result of the Open-Door policy. In this regard, there were three 

kinds of problems, each of which was indicated by the majority of the 

public companies' respondents, and by the minority (but more than 

those who identified the benefits contained in Table 9.70) of the 

private companies' presidents. 

It is rather obvious from these findings that although the small 

companies visited have gained considerable benefits under the new 

economic conditions, they have, nevertheless, suffered from severe 

problems to a greater degree because of their small size which may be 
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Table 9.70 The Benefits Gained Under the Open-Door 
Policf due to the Small Size of Company 

Public Companies Private 

Benefits Presidents Marketing Total Companies 

Managers 

O. a .o O. a 
.o O. oý o O. of .o 

a. Increasing the ability 
to compete with large 
companies because of 
machinery and equip- 
ment modernisation 
brought about by the 
open-Door policy. 2 40 2 40 4 40 34 34 

b. The limited overhead 
costs per unit of 
product compared 
with large firms 
because small com- 
panies work in their 
full productive cap- 
acity; and this 
probably is not the 
case in large com- 
panies. 0 0.0 2 40 2 20 9 9 

c. More flexibility 
enjoyed by small 
companies in reac- 
tion to the changeable 
business environment 
particularly under the 
new economic Open- 
Door policy. 1 20 1 20 2 20 5 5 

Base 5 100 5 100 10 100 
ý 

100 100 
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Table 9.71 The Problems Faced under the Open-Door 
Policy due to the Small Size of Company. 

Public Companies Private 

Presidents Marketing Total Companies 

Problems Managers 

No. °b No. °b No. of No. 

a. Lack of skilled labour 
force especially in 
marketing and related 
activities (able pro- 
fessional staff prefer 
to work for large 
companies or -for new 
firms established under 
the Open-Door policy, 
e. g. joint ventures 
where wages and incen- 
tives are higher). 5 100 3 60 8 80 38 38 

b. Inability to get a 
sufficient amount of 
foreign exchange 
required for importing 
the appropriate tech- 
nology, and lack of 
financial support and 
credit provided by the 
government 4 80 3 60 7 70 16 16 

c. Government gives the 
priority of exporting 
to large companies. 
Thus more facilities 
and support in this 
regard are provided 
to big corporations,, 
and this affects the 
ability of small 
firms to get the re- 
quired foreign 
exchange in turn. 3 60 2 40 5 50 11 11 

Base 5 100 5 100 10 00 100 100 
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proposed, therefore, as a major factor impeding marketing develop- 

ment in these companies. 

On the whole, the above discussion leads the researcher to state 

that the small size of companies is considered as a major barrier to 

the application of modern marketing concepts and practices in 

Egyptian small business companies. As such, the hypothesis pro- 

posed by the researcher referring to the small size of companies as a 
factor responsible for hindering marketing development in Egyptian 

small business companies is supported. 

B- Governmental Policy and Control Over 
the Firms' Businesses 

The purpose of this subsection is to examine the constraints 

resulting from the traditional relations between the governmental 

authorities and business firms, and the effects of government res- 
trictions and regulations on the marketing behaviour of the companies 

under investigation. This will be achieved through examining three 

main points as follows: 

(1) Constraints facing small business companies because of 

governmental control over a range of main areas of decision 

making. 

(2) The impact of the Open-Door policy and related regulations 

an government /business relation. 

(3) Government aid and the policy, required to help the development 

and growth of business enterprises. 

(1) Constraints Facing Small Business Companies Because 
of Governmental Control over a Range of Main Areas 
of Decision Making. 

Respondents were required to indicate the areas of decision making 

which are controlled by governmental authorities, and the extent of 
this control. The answers provided by them are presented in 
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Table 9.72,9.73 and 9.74 broken down by each group of respondents. 

Table 9.72 Areas of Decision Making Controlled by Governmental 
Authorities (Presidents of Public Companies' Group). 

Areas of 
Decision 
Making 

To a 
great 
extent 

Very 
little 

n N 

No . 
of 
,o No . 

a 
,o No. of 

oo No O. a 
.o No . 

o' 
.o 

a. Investment 3 60 2 40 0 0.0 0 0.0 0 0.0 5(100ä) 5 

b. Production 0 0.0 1 20 2 40 2 40 0 0.0 5(100%) 5 

C. Employment 2 40 2 40 0 0.0 0 0.0 1 20 5(100%) 5 

d. Pricing 1 20 1 20 2 40 1 20 0 0.0 5(100%) 5 

e. Advertising 0 0.0 0 0.0 2 40 3 60 0 0.0 5(100) 5 

f. Purchasing 2 40 2 40 0 0.0 1 20 0 0.0 5(100%) 5 

g. Distribution 0 0.0 1 20 0 0.0 1 20 3 60 5(100%) 5 

n= Number of valid observations. 

N= Number of the presidents of public companies involved 
in the study. 

Reviewing the answers contained in the three tables reveals, in 

general, that the public companies experienced a heavy burden of govern- 

mental control to a greater degree than the private companies. Thus, 

the range of decision-making areas which were closely controlled by 

government in the public companies visited, according to their presi- 
dents and marketing managers, covered several main areas of business 

activities, namely: investment, purchasing, employment and pricing. 
It also included distribution, according to the response of the 

marketing managers interviewed. 

In the private companies, the activities which were reported by 

the majority of their presidents interviewed as being closely and 
directly controlled by government were purchasing and employment. Other 

activities were also reported to be affected by governmental control 
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Table 9.73 Areas of Decision. Making Controlled by Governmental 
Authorities (Marketing Managers of Public Companies 
Group). 

Areas of 
Decision 
Making 

To a 
great 
extent 

little little 

N E E 
No. No. ,o No. No. °ö 

n 

a. Investment 3 60 2 40 0 0.0 0 0.0 0 0.0 5(100, ä) 5 

b. Production 0 0.0 2 40 2 40 1 20 0 0.0 5(100%) 5 

c. Employment 1 20 2 40 2 40 0 0.0 0 0.0 5(100%) 5 

d. Pricing 0 0.0 4 80 1 20 0 0.0 0 0.0 5(100ä) 5 

e. Advertising o 0.0 2 40 1 20 0 0.0 2 40 5(100. ä) 5 

f. Purchasing 2' 40 2 40 1 20 0 0.0 0 0.0 5(100°0) 5 

g. Distribution 1! 20 3 60 1 20 0 0.0 0 0.0 5(100%) 5 

n= Number of valid observations. 
N= Number of the marketing managers of public 

companies involved in the study. 

Table 9.74 Areas of Decision Making Controlled by Governmental 
Authorities (Presidents of Private Companies' Group). 

Areas of 
Decision 
Making 

To a 
great 
extent 

Very 
little 

N 
No. 

F 
at No. % No. at No. at No. at °ö 

n 

a. Investment 3 3 4 4 11 11 43 43 39 39 100(100%) 100 

b. Production 8 8 10 10 10 10 37 37 35 35 100(100) 100 

c. Employment 17 17 55 55 21 21 5 5 2 2 100(100%) 100 

d. Pricing 1 1 2 2 4 4 26 26 67 67 100(100%) 100 

e. Advertising 0 0.0 0 0.0 2 2 4 4 94 94 100(100°, 0) 100 

f. Purchasing 49 49 39 39 7 7 0 0.0 5 5 100(100°0) 100 

g. Distribution 0X 0.0 0 0.0 3 3 2 2 95 X95 100(100%) 100 

n= Number of valid observations. 

N= Number of the presidents of private 
companies involved in the study. 
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but to a little extent. However, as the respondents stated in 

discussions held with some of them, all the other business acti- 

vities were indirectly affected to a great extent, by the direct 

governmental control especially over purchasing activities which 

resulted in permanent shortages of key raw materials at both the 

qualitative and quantitative levels. This, in turn, led to a 
limited productive capacity and caused a great deal of trouble for 

all areas of business activities. 

(2) The Impact of the Open-Door Policy and Related 
Regulations on Government/Business Relations 

The findings of the study regarding the impact of the Open- 

Door policy on government/business relations can be grouped under 
the following headings. 

(a) Attitudes of management to the Open-Door policy. 

(b) The Open-Door policy and competition between large companies 
and small companies. 

(c) Reorganisation of economic General Organisations and companies' 

management processes. 

(a) Attitudes of Management to the Open-Door Policy 

Six statements about the adoption of the Open-Door policy in 

general were presented, and the respondents were requested to indicate 

the extent of agreement or otherwise with each statement. Tables 

9.75,9.76 and 9.77 show the statements used and the respondents' 

views on each one. 

From the three tables, the evidence suggests that a majority of 
all the groups of respondents did not have a favourable attitude 
towards the adoption of the Open-Door policy, as they either were 
uncertain, disagreed, or strongly disagreed with the positive state- 
ments, while, on the other hand, they agreed or strongly agreed with 
the negative statement which suggests that the adoption of this 
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Table 9.75 Attitudes Towards the Adaption of the Open-Door Policy . 

(The Presidents of the Public Companies' Responses) 

Strongly Agree Uncertain +Disagree Strongly 
Statement Agree '. Disagree 

nN 

% NO. ,öi NO. w1 No. ro , No. a No. " 

The Adoption of the Open- 
Door Policy is likely to: 

a) increase the degree of i 
competition, and hence, 

d td l 
j 1 

uc eve opment. pro 0 0.0 2 40 2 40 1 20 0 0.0 15(100: ) 5 

b) create unfair competi- 
tion between the joint 
ventures and domestic 

f 

companies since the 
former enjoy tax and 
tariff concessions not 
available to the latter. 1 20 3 60 1 20 0 10.0 

0 0.0 5(1O0Ä) 5 

c) enable small companies 
to compete with big 
corporations. 0 10.0 2 40 1 20 1 20 1 20 5(100: ) 5 

d) be consistent with 
Islamic teachings 
regarding marketing i practices. 0 0.0 1 20 3 60 1 20 0 0.0 5(1007. ) 5 

e) help in solving the pro- ! { 
production problems 
(e. g. raw material '" 

procurement) for all { 
companies regardless 
of size. 0 0.0 3 60 1 20 1 20 

{ 
0 0.0 5(1O0ä) 5 

f) facilitate the financial l 
function for all firms 
regardless of size. 0 0.0 2 40 I 1 20 1 20 1 20 5(100ä) ! 5 

no Number of valid observations. 

N= Number of the presidents of public companies involved 
in the study. 
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Table 9.76 Attitudes Towards the Adoption of the Open-Door Policy . 

(The Marketing Managers of the Public Conpanies' Responses). 

Strongly Agree Uncertain Disagree Strongly 
Agree Disagree 

nN 
jI 

No. IXI No. S No. % No. No. 

The adoption of the Open- 
Door Policy is likely to: 

a) increase the degree of 
competition, and hence, I , 1 

product development. 0 0.0 2 40 2 0.0 5(100: ) 5 40 1 20 0 

b) create unfair competi- 
tion between the joint }! 
ventures and domestic 

r 

companies since the f ' 
former enjoy tax and 
tariff concessions not 
available to the latter. {1 20 31 60 1 20 0 0.0 0 0.0 5(100: ) 5 

c) enable small companies to 
compete with big corpor- 

00 tions 02 40 1 20 !2 40 00 0 5(100: ) 5 . . a . 

d) be consistent with 
Islamic teachings rega- 
rding marketing practices. 0 0.0 1 20 2 40 1 20 1 20 5(100: ) 5 

e) help in solving the pro- 
production problems 
(. e. g. raw material ! 

I! 

procurement) for all !! 
companies regardless of I I 

I 
1 size. 0 0.0 3 60 1 1 20 0 0.0 5(100: ) 5 20 

f) facilitate the financial 
function for all firms 
regardless of size. 0 0.0 2 40 1 1 20 1 20 1 20 5(100%) 5 

n= Number of valid observations. 

N= Number of the marketing managers of the public companies 
involved in the study. 
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Table 9.77 Attitudes Towards the Adoption of the Open-Door Po11cv . 

(The Presidents of the Private Companies' Responses). 

Strongly Agree Uncertain 'Disagree " Strongly 
Agree ! Disagree 

The adoption of the Open- 
Door Policy is likely to: 

a) increase the degree of 
competition, and hence, 
product development. 

b) create unfair competition 
between the joint ven- 
tures and domestic comp- 
anies since the former 
enjoy tax and tariff 
concessions not avail- 

I able to the latter. 

c) enable small companies 
to compete with big 
corporations. 

d) be consistent with 

No. No. : No. No. 

10 10 33 33 37 37 15 15 

23 23 62 62 9922 

0 0.0 125 
1 25.3 1 39 39.4 27 

127.3 

No. 

55 

1 
1 

nN 

i' 

1100(100%) 100 

I1I 

4i4 
1100(100: 

) 100 

818.1 '99(100X) ' 100 

Islamic teachings re- 
garding marketing 
practices. 

I 

1 1.1 23 24.7 37 
. 
39.8 21 X22.6 

i 
11 11.8 93(100: ) . 100 

e) help in solving the pro- 
production problems (e. g 
raw material procurement) 
for all companies re- 
gardless of size. 99 127 27 47 47 16 16 11 100(100114) 

1100 

f) facilitate the financial 
function To all firms 
regardless of size. 0 0.0 

177.1 
35 . 35.4 ; 52 52.5 5 5.1 99(100%) ! 100 

nc Number of valid observations. 

N_ Number of the presidents of the private companies 
involved in the study. 
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policy is likely to create unfair competition between the joint 

ventures and domestic companies. 

It should be pointed out, however, that their objection was not 
to the Open-Door policy in principle, but mainly on the methods and 

procedures through which this policy was introduced and adopted. 
Thus, instead of achieving its positive aims, the Open-Door policy 

which was introduced haphazardly into the Egyptian economy without 

careful and detailed study has, up to the moment, brought about an 

unfavourable marketing environment particularly in terms of small 

companies marketers. The most common complaints derived from the 

comments of interviewees during the course of the field survey are: 

(1) In the areas-of competition, product development and customer 

services: It was hoped that the adoption of the Open-Door policy 

would promote competition between all companies regardless of kind 

or size, and consequently lead to product development and improved 

customer services. Unfortunately, such a situation has not deve- 

loped; rather, the business environment has been very unfavourable to 

domestic companies, especially small ones in the following respects: 

(a) The new firms established under Law 43,1974, enjoyed considerable 
incentives and privileges not available to domestic companies, 

particularly with respect to price, employment and tax and 
tariff concessions, and this has led to an unfair competitive 

situation. 

(b) Making use of tax and tariff exemptions, the approved projects 
under Law 43 relating to the 1974 policy were, in most cases, 
directed to the production of similar products, especially 

consumer goods providing quick profitability, which caused a 
permanent shortage of fundamental raw materials for domestic 

companies and led to idle capacity and misuse of scarce resources. 

(2) In the area of imports and exports: As far as imports and exports 

are concerned, the following problems and practices were strongly 
complained about: 
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(a) Smuggling, where foreign products enter the market through 

the free zones established under the new investment law 

without customs duties and sold, consequently at a low price 
to the consumer. 

(b) Insufficient foreign exchange resources in relation to the 

appropriate technology (machines and parts) required to be 

imported. 

(c) The priority in exporting is given to large companies rather 
than small firms. More facilities and support in this are 

made available to large firms by the government. 

(d) Government policy allows higher profit margins to middlemen 

on imported products compared with their counterpart domestic 

products, and this has resulted in the marketing effort of 

middlemen being concentrated on imported products. 

(b) The Open-Door Policy and Competition Between 
Large Companies and Small Companies 

An indication of the effect of the Open-Door policy on small 

companies in particular is provided by the competitive situation of 
these companies under this policy in relation to large companies. 
Accordingly, respondents were required to indicate whether or not 
the Open-Door policy has brought about fair competition between 

large firms and small firms. The answers received reveal that 

the policy of Law 43 for 1974 has put the small companies in an unfair 

competitive situation in relation to their counterpart large companies. 
In this regard, all the groups of respondents by a large majority 
(80% of the public companies respondents and 60% of the private 

companies respondents) stated that this policy, has caused unfair 

competition between the two groups of companies in favour of the 

large corporations. 

Another question was addressed to the minority who provided a 

positive answer to the aforementioned question indicating that the 

Open-Door policy has brought about fair competition between large 
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companies and small companies. The question asked this section of 

respondents to indicate in what ways this fair competition exists. 
Four areas of privileges were suggested to the respondents who 

were requrested to rank them from 1 to 4 and to add any others 

when appropriate. These are presented in Table 9.78 broken down 

by each group of respondents. 

Table 9.78 Areas of Privilege Enjoyed Equally by Both Large 
and Small Companies 

I 

Presidents of 
Marketing Man- Presidents of 

Areas of Public Companies agers of Pub- Private Companies lic Companies 
Privilege No. % Rank No. of % Rank No. ,o Rank 

a. Tariff concessions 1 100 3 1 100 3 26 65 4 

b. Financial facilities 1 100 1 1 100 1 40 100 1 

c. Technological faci- 
lities 1 100 4 1 100 4 29 72.5 3 

d. Marketing facilities 1 100 2 1 100 2 38 95 2 

n= Number of valid 
responses in each 
group 1 1 40 

N= Number of respondents 
in each group to whom 

the question was 
addressed 1 1 40 

From Table 9.78, it would appear that financial and marketing 
facilities were considered the major areas of privilege enjoyed equally 
by both large and small companies under the Open-Door policy in terms 

of the three groups of respondents with whom the question was concerned. 
Tariff concessions was considered third and technological facilities 

was ranked fourth by the public companies respondents, while, on the 

other hand, according to the private companies' respondents, tech- 

nological facilities were ranked third and tariff concessions were 

ranked fourth. 
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(c) Reorganisation of Economic General Organisations 
and Companies' Management Processes 

As mentioned in Chapter Four, after the adoption of the Open- 

Door policy, a new organisational system was introduced under Law 

No. 111,1975, with the intention of re-establishing efficient 

management. Accordingly, respondents were required to determine 

whether the re-organisation of economic "General Organisations" is 

likely to improve companies' management processes. The answer was 

used as a key to other questions aimed at exploring the ways in which 
the improvement of companies' management processes existed and/or the 

difficulties faced by the managements of these firms under the new 

management system established. 

In response to the above question, the large majority of all 

groups of respondents indicated that this measure did not make an 
improvement in the companies' managerial practices. This answer was 

given by 80% of the presidents of public companies, by 60% of the 

marketing managers of public companies and by 74°%of the private com- 

panies' presidents. When asked about the difficulties faced under 
the new organisational system, the following problems were reported 
in order of importance. 

- Although companies' managements according to this new system 

should have had all the authority needed to perform the activities 

required to achieve the firms' objectives, in practice, however, inter- 

vention on the part of the government for the purpose of the macro- 

economic policy has deprived enterprises (particularly in the public 

sector), of most of their autonomy in respect of the main business 

activities areas such as investment, production, pricing and the like. 

- Lack of business understanding by the new government officials. 

- Delays between planning and actual execution by the ministries 
and governmental bodies involved, combined with the absence of a long- 

range vision of the country's future, and the relative instability 

of government policies, and this affects the stability of companies' 

plans and the sequence of their execution. 



594 

Those who answered positively, stating that the new organi- 

sational system was likely to improve firms' management processes, 

were requested to give their opinions on the nature of this 

improvement. Table 9.79 contains the answers provided by the three 

groups of respondents. 

Table 9.79 Methods of Management Improvement In Accordance 
with the New Organisational System 

Rank 

Methods of Management Presidents Marketing Presidents 
Improvements 

of Public Managers of Private 
Companies of Public Companies 

Companies 

a. Eliminating or relaxing the 
multiplicity of governmental 
control over companys' 
management 1 1 1 

b. Returning some of the trans- 
ferred management functions 
(i. e. the management functions 
which have been transferred 
to the governmental authori- 
ties) to the individual 
companies. 3 3 3 

c. Increasing management flexi- 
bility and decision making 
discretion to make it 
possible to manage in accor- 
dance with the conditions of 
business environment 2 2 2 

As can be seen from the table, the three groups of respondents were 
in full agreement among themselves concerning the relative level of 

management improvement achieved by the new organisational measures in 

the managerial areas suggested to them by the questionnaires. Thus, 

"eliminating or relaxing the multiplicity of governmental control over 

companys' management" was ranked as the first management improvement 

achieved by the new organisational system, followed by "increasing 

management flexibility and decision making discretion", while "returning 
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some transferred management functions to the individual companies" 

was ranked at the bottom of the scale. 

From the above discussion, one can conlude that although there 

is nothing wrong with the Open-Door policy as a formula, the policy 
has not yet produced a positive impact on government/business re- 
lations particularly in terms of small companies. As such, it has 

not yet produced good economic results with regard to competition 
between joint ventures and domestic companies on the one hand and 
between large companies and small firms on the other, 

product development, improved customer services, import and export 

practices, and individual companies' management processes. 

(3) The Governmental Aid and Policy Required to Help 
The Development and Growth of Business Enterprises 

Respondents were asked to define the governmental aid and policy 

required to help the development and growth of their companies. Five 

alternatives were presented to them and they were requested to rank 
them in order of importance. They were also given the opportunity to 

add others where possible. Table 9.80 shows the findings according 
to the three groups of respondents. 

From Table 9.80, the evidence suggests that the respondents were 
in disagreement among themselves as to the relative importance of 

some of the suggested aids and policies and in agreement as to the 

relative importance of others. The most noticeable result from 

the table is that while the two groups of the public company 

respondents considered "company's management independence" as the most 
important factor in aiding the development and growth of the company, 
the private company respondents regarded it the least important in 

this respect. This difference can be understood in the light of 
the direct heavy burden of administrative and bureaucratic control im- 

posed by government on public rather than private companies. "Protec- 

tion policies against imported products" especially the foreign goods 

which enter the market through smuggling, was considered the most imp- 

ortant policy to aid the company by the private company presidents inter- 
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Table 9.80 Governmental Aid and Policy Required to Help 
the Development and Growth of Enterprise. 

Presidents of Marketing Mana- Presidents of 
Governmental Public gers of Public Private 
Aid and Policy Companies Companies Companies 

No. w A Rank No. A Rank No. 01 Rank 

a. Financial aid 3 60 3 3 60 3 92 92 3 

b. Technological aid. 3 60 4 3 60 5 78 78 4 

c. Company's manage- 
ment independence. 5 100 1 5 100 1 69 69 5 

d. Protection policies 
against imported 
products. 4 80 2 3 60 4 93 93 1 

e. Facilitating mar- 
keting 3 60 5 5 100 2 94 94 2 

n= number of valid 
responses in 
each group of 
respondents 5 5 100 

N= number of exe- 
cutives involved 
in the study in 
each group of 
respondents. 5 5 100 

viewed, while this policy was regarded respectively as second and fourth 

in importance by the presidents and the marketing managers of the public 

companies visited. "Facilitating marketing" was ranked second by both 

the marketing managers of public companies and the presidents of private 

companies, while this factor was considered as least important by the 

presidents of the public companies' group.. The three groups of res- 

pondents were in agreement about the relative importance of the 
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"financial aid", as they ranked it in third place. 

In any event, it is noticeable from the table that all the 

suggested types of the governmental aid and policy were regarded 
by the large majority of all groups of respondents as being nece- 

ssary to promote the development of the company. 

The overall conclusion which can be derived from the whole 
discussion above is that the features of the relationship between 

the government and business impose several constraints upon Egyptian 

small business companies in many fundamental business areas such as 

purchasing, investment, employment, pricing and the like. This 

situation continued to exist even after the adoption of the economic 
Open-Door policy and the introduction of Law No. 111,1975, which aimed 

at giving more freedom to the managements of individual companies. 
In this context, the companies' management cannot enjoy flexibility 

and decision making discretion to make it possible to manage in 

accordance with the conditions in the business environment. As such, 
the freedom of management to establish an optimum marketing strategy 
is limited. 

At this stage, it can be asserted that the researcher's hypothesis 

referring to the relationship between the constraints resulting from 

the governmental policy and control and the marketing status in Egy- 

ptian small business companies is supported. 

C- The Shortage of Competent Managerial 
and Marketing Know-How 

In this subsection, an attempt will be made to identify the extent 

of the shortage of able managerial and marketing talents in the firms 

under investigation. This attempt will be related to three areas: 
(1) The existence of a specialist member responsible for the marketing 
function, (2) the main business and marketing background of the mar- 
keting managers and the presidents, and (3) the shortage of competent 
managerial and marketing talents as a main reason hindering the appli- 
cation of modern marketing concepts and practices. 
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(1) Existence of a Specialist Member Responsible 
for Marketing Administering 

The existence of a specialist member responsible for managing and 

operating the different marketing activities is the first indication 

that the company possesses the necessary managerial and marketing 
know-how. 

In our study, it was found that all the public companies visited 
have a specific department presided over by a specialist member 
(i. e. president of commercial affairs sector) responsible for ad- 

ministering the marketing activities within the firm. This, as 

stated before, is due to governmental regulations which require every 

public enterprise to create and maintain a commercial affairs sector 
(marketing department) within its organisational structure. On the 

other hand, most of the private companies (94%) reported not having 

such a department in their organisation. As such, the public-sector 

companies are, to a great extent, in a better position in respect of 
having marketing management know-how compared with their counterpart 

private-sector companies. 

However, the existence of a marketing department and a marketing 

executive in any firm is not a guarantee of having competent managerial 

and marketing know-how and/or marketing efficiency. Rather, what is 

required is possession of the fundamental managerial and marketing 

qualifications by the marketing manager and the president of the 

company, and this point will be dealt with below. 

(2) The Main Business Background 
of the Marketing Officers and the Presidents 

As illustrated before, the findings of the study indicated that all 
the public companies' marketing managers do not possess all those ele- 
ments of the business background required to manage -and perform the 
different marketing activities in the company. 

Within the very small percentage (6%) of the private companies which 
have a marketing department, although the marketing managers were found. 
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to have a better business background than those in the public com- 

panies, they do not possess all the ingredients of the marketing 

and business background necessary for undertaking the marketing 
function effectively. 

It was also found that the main marketing background of the two 

groups of marketing managers centres, in most cases, around the 

ability to practise promotional activities, and this may indicate 

that most of them have concentrated on these activities rather than 

on other marketing and business activities. As such, the position is 

that both public and private companies experience a serious shortage 

of able marketing management know-how in terms of the business and 

marketing background of their marketing managers. 

It may serve our purpose better if we look briefly at the main 
background of the presidents of companies based on the theory that 

the performance of the marketing function in Egyptian small companies 

relies heavily upon the managerial and marketing abilities of their 

chairmen, and hence can be, to a great extent, evaluated by making an 

assessment of the business background of the executives who preside 

over these companies. In this connection, the findings of the field 

survey indicated that although all the presidents of the two groups 

of companies reported they had acquired to a specific extent, a 
background in the main business activities including marketing, a 

production background is the main one for the two groups of presidents, 

and this, of course, reflects operational rather than marketing abi- 
lities and qualifications. In other words, the firms visited suffer 
from a shortage of competent managerial and marketing know-how in terms 

of the major business background of their presidents and this may lead 

to poor performance in the area of marketing. 

In effect, this situation can be traced, in most cases, to the 

common belief prevailing in the Egyptian business environment (in 

both the public and private sectors) that the successful manager is 
the one who acquires technical efficiency. Such a belief is based 

on the assumed importance of engineering efficiency and know-how, which 
is regarded as the basic qualification for administering industrial 

0, 
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firms. A predominant idea among private businessmen and those who 

are responsible for selecting managers of public canpanies is that 

industry and production in general are fundamentally an engineering 

problem. The production or technical function is typically regarded 

as the major activity of management, and hence, it is believed that 

engineers should fill the top managerial positions. Thus, as 

several studies(26) in Egypt concluded, the background of the majority 

of executives, especially chairmen of manufacturing companies, was 
in engineering, which is a high status occupation and the usual 
training ground for top management. This implies a production 

approach which leads to a lack of competent managerial know-how in 

relation to marketing. 

It should be noted, however, that the basis for selecting mana- 

gers for public-sector companies (both large and small) has changed 

over a period of time. Thus, after the large scale nationalisation 

movement in 1961 and the establishment of the General Organisation 

classified by economic sector, the method of selecting managers for 

the public companies was the subject of lengthy debate regarding the 

type of qualifications required by managers. The discussion basically 

centred on two types of managers: (1) those who were loyal to the 

revolution but lacked managerial know-how, and (2) those who had 

experience and managerial talent but lacked the militancy appropriate 
to the revolution. It was decided at that time to select the first 

type and the new managers had little success in the performance of their 

new duties, but it was then found that this basis for selecting mana- 

gers was inadequate. Therefore, it was decided to select those with 

suitable experience for managerial posts. 
(27) 

Unfortunately, exper- 
ience for such positions was interpreted in terms of professional and 
engineering efficiency, and this was adopted as the basic criterion 
for'selecting new managers to lead the companies. However, those who 
are responsible for selecting managers for public companies (as well 
as private businessmen) must recognise that professional efficiency 
is not the same as managerial efficiency. 
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(3) Shortage of Managerial and Marketing Talents as a 
Factor Hindering the Application of Marketing 
Concepts and Practices. 

Respondents were requested to indicate to what extent shortage 

of competent managerial and marketing know-how contribute to hindering 

marketing development in Egypt's small business firms. The findings 

of the study indicate that the lack of able managerial and marketing 
talents is a major factor among others which hinders the application 

of modern marketing concepts and practices, as the majority of all 

groups of respondents stated that the "lack of the Western managerial 

and marketing know-how" and the "shortage of able professional mar- 
keting staff" are major obstacles to marketing development. 

In addition to the aforementioned points concerning the type of 

managerial qualifications considered by both private businessmen and 
those responsible for selecting managers of public companies, our 

observations and discussion with respondents identified other factors 

causing a shortage of effective managerial and marketing know-how, 

namely: a modest standard of management and marketing education and 
training due to weak linkages between universities, the education 

system and training programmes on the one hand and the real require- 

ments to meet the country's economic problems on the other; and 

emigration of most professional staff to the Arab oil exporting coun- 
tries and to the firms established under the Open-Door policy which 

attracted them through higher wages and incentives. 

At this point, it is useful to point out that there was a 

relationship between the acceptance of the societal marketing concept 
and its relevance to small companies, and the two elements which jointly 

caused the shortage of competent managerial and marketing know-how 
(i. e. lack of the Western managerial and marketing know-how, and 

shortage of able professional marketing staff) as perceived by the 

respondents. Table 9.81 and 9.82 show that supporters of the societal 
marketing concept and its applicability in small companies tended to 

consider the shortage of managerial and marketing talents as a major 
reason impeding the application of modern marketing concepts and prac- 
tices to a greater degree than those who had unfavourable attitudes 
and those who were uncertain. 
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Thus, the hypothesis formulated by the researcher, namely; 
that shortage of competent managerial and marketing know-how, and 

non-marketing orientation in most Egyptian small business companies 

are related, is supported. 

D- Nature of Competition 

In the course of examining the impact of the Open-Door policy 

on government business relations during the second subsection of this 

section, a brief attempt was made to outline the competitive position 

of small domestic companies in relation to their counterpart large 

companies, to the new firms established under Law 43,1974 and to 

imported goods. From this attempt, the evidence suggested that the 

small domestic companies have suffered unfair competition among all 
these parties following the adoption of the Open-Door policy. 

Another attempt will be now made in this subsection to investiage 

in more detail, the nature of competition in the companies visited 

so that the relationship between the status of marketing in these 

companies and their competitive situation may be clarified. To 

achieve this purpose, the following issues will be investigated. 

(1) The extent of competition in the textile market. 

(2) The main sources of competition and their advantages. 

(3) Awareness of the effect of competition and counteracting 
the competition. 

(4) Factors responsible for creating a non-competitive market. 

(1) Extent of Competition in the Textile Market 

Respondents were required to indicate the extent of competition 
in their product market. The study findings are presented in Table 9.83 
from which it can be seen that the textile market is highly competitive. 
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Table 9.83 Extent of Competition in the Textile Market 

Extent of Public Companies Private Companies 

Competition No. öI No. °b 

a. Yes 5 100 97 97 

b. No 0 0.0 3 3 

n= number of valid res- 
ponses in each group 5 100 

N= number of executives 
involved in the study 
in each group 

The table shows that all the public companies' respondents stated 
that they were working in a competitive market. With reference to 
the private companies' presidents interviewed, the vast majority of them 
(97%) considered their market to be competitive. The two groups of 

respondents admitted that this competitive environment was strengthened 

after the introduction of the Open-Door policy, although it created 
unfavourable conditions for small domestic companies. Thus, as 
mentioned in the literature review, while many companies have been 
found in the textile industry whose purpose is to replace imports 

which are under tariff protection, ' consequently creating situations 
that cause the firm's management to feel that marketing is relatively 
unimportant, the adoption of the Open-Door policy has affected the 

structure of competition by way of "relaxation of tariff barriers, 
import restrictions and other protectionist measures which have opened 
the door to strong competitive forces". 

(28) 

(2) The Main Sources of Competition and their Advantages 

Respondents were provided with six alternative potential sources 
of competition and requested to identify their main competitors among 
these sources. They were also invited to add any others where appro- 
priate. The results are contained in Table 9.84 according to the 
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two groups of companies under investigation. 

Table 9.84 The Main Sources of Competition 

The Main Sources Public Companies Private Companies 

of Competition No. of No. to 

a. Large public sector companies 4 80 63 63 

b. Small public sector companies 2 40 61 61 

c. Large Egyptian owned private 
companies 3 60 83 83 

d. Small Egyptian owned companies 3 60 75 75 

e. Foreign companies working in 
Egypt 2 40 36 36 

f. Imported products 4 80 88 88 

n= number of valid observations 
in each group 5 100 

N= number of managers involved 
in the study in each group 5 100 

A general analysis of the findings reported in the above table 

reveals that the two groups of companies have faced competition from 

several sources. Specifically, the two major sources of competition 
facing the publiccompanies were their counterpart large public firms 

and imported products - mentioned by 80% of the respondents, followed 

by large Egyptian owned private companies, and small Egyptian owned 

companies - reported by 60% of them. Forty per cent of them faced 

competition from small public companies. Foreign companies working 
in Egypt represented a source of competition for forty per cent of this 

group of companies visited. With regard to the private companies, 
imported products were reported to be the major source of competition- 

mentioned by 88% of the respondents. The second source of compe- 
tition recognised by this group of companies was large Egyptian 

owned private companies - mentioned by 83% of the respondents, followed 

by small Egyptian owned firms which were mentioned by 75% of them. 
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Sixty three per cent of the respondents were aware of large public 
firms as a source of competition. Small public sector companies 

were regarded as another source of competition by sixty one per 

cent of them, while only thirty six per cent mentioned competition 
from foreign companies working in Egypt. 

When asked about the special advantages their competitors enjoy, 
the answers received are presented in Table 9.85 as follows: 

Table 9.85 Special Advantages Enjoyed by Competitors 

Public Companies Private Companies 
C tit ' Ad t ompe ors van ages 

No. ö No. Ä 

a. Brand name 2 40 87 87 
b. Large scale of operation 3 60 84 84 

c. Small scale of operation 1 20 10 10 
d. Customer service 3 60 58 58 

e. Product quality and 
differentiation 4 80 89 89 

f. Delivery and distribution 
system 2 40 13 13 

g. Price 4 80 62 62 
h. Advertising and promotion 2 40 49 49 

n= number of valid responses in 
each group 5 100 

N= Number of managers involved 
in the study in each group 5 100 

Table 9.85 indicates that according to the public companies' 
respondents, "product quality and differentiation" and "price" were 
considered as the major advantages enjoyed by their companies' compet- 
titors - reported by 8010 of them. "Large scale of operation" and 
"customer service" ranked second in the scale of competitors' advan- 
tages according to frequency of mention, as each of these two factors 

were mentioned by 60% of the respondents. Other factors selected 
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by this group of respondents were "brand name" (40%), "delivery 

and distribution system" (40ö) and "advertising and promotion" 
(40ö). Only one out of five respondents mentioned "small scale 

of operation". With regard to private companies' respondents, 
the study findings indicate that 89% of them chose "product quality 

and differentiation" as the most important advantage competitors 
have. "Brand name" was also regarded as a major competitive tool 

enjoyed by competitors, as 87% of this group of respondents considered 
it to be a major factor. Other major advantages identified were 
"large scale of operation", which eighty four per cent of this group 

of respondents mentioned as a main competitive advantage, followed 

by "price" reported by 62% of them, and by "customer service" 

mentioned by 580. Other factors indicated were "advertising and 

promotion" (49%), "delivery and distribution system" (13ö) and 
"small scale of operation" (only 10%). 

It should again be mentioned here that the marjority of res- 

pondents in the two groups of companies strongly complained about the 

unfair and harmful competition they face because of imbalance in the 

treatment accorded to their companies and the new firms established 

under the new investment law with regard to the issues of price, 

employment, and tax and tariff concessions. They are also affected 

adversely by smuggling since foreign products enter the market without 

customs duties and are sold, consequently at a low price to the 

consumer. Added to this is the government policy concerning exports 

where large companies are given priority on the expense of small 
firms. 

(3) Awareness of the Effect of Competition and 
Counteracting the Competitors 

Respondents were asked whether they think this competition 
affects their activities and hence decreases their market share. 
The responses provided by the two groups of companies' managers 
support the belief that Egyptian companies have faced more acute 
competition since the introduction of the Open-Door policy. 

(29) 

Four out of five public companies' respondents (80%) and ninety two 
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per cent of private companies' presidents interviewed answered 

positively, stating that the competition they face in their market 
is likely to affect their business activities and decrease their 

share in this market. 

Respondents were also required to explain the methods used by 

their companies to counteract the competitive forces enjoyed by 

their competitors. 

It was believed that the awareness of competition and its effect 

on the business activities is not necessarily followed by appropriate 

action to respond to this competition. Thus, the recognition that 

the market is competitive, although extremely useful, is insufficient 

to indicate that the company is marketing-oriented, or more important 

probably, that actual marketing performance is improved to counteract 
this competition. 

Accordingly, six kinds of marketing activities were suggested 
by the questionnaires to the respondents who were requested to rank 

them in order of importance. The findings are presented in Table 

9.86 according to each group of companies. 

From this table, it would appear that the two groups of companies 

under investigation did not exert enough marketing effort to counter- 

act the competitive forces they face in their market. Only two out 

of six activities were mentioned as being practised by the majority 

of the two groups of companies especially as specific responses 
to competition, i. e. "low price" and "concentration on relatively few 
important customers". The two groups of companies could be considered 
therefore, to be only moderately competitive in their marketing 

practices. Moreover, the most customer-oriented activities, namely 
"identifying customers' needs and adapting the product line to meet 
these needs" and "product quality and differentiation", were the 

most neglected areas, reflecting once again non-marketing orientation 
among the two groups of companies visited in terms of competitive 
behaviour. 



610 

Table 9.86 Marketing Activities Performed to 
Counteract Competition 

Public Companies Private Companies 
Marketing Activities 

No. % Rank No. W Rank 

a. Product quality and 
differentiation 1 20 5 29 29 5 

b. Good public relations 2 40 3 33 33 4 

c. Concentration on relatively 
few important customers 3 60 2 50 50 2 

d. Identifying customers' 
needs and adapting the 
product line to meet these 
needs 1 20 6 24 24 6 

e. Low price 3 60 1 66 66 1 

f. Customer service 2 40 4 48 48 3 

n= number of valid obser- 
vations in each group 5 100 

N= number of managers 
involved in the study 
in each group 5 100 

(4) Factors Responsible for Creating a 
Non-Competitive Market 

Another attempt was made to identify the main factors responsible 
for creating a non-competitive market in Egypt in terms of the com- 

panies visited. The aim was to find out the reasons which continued 
to prevent the textile market from being competitive even after 
the Open-Door policy was introduced according to the small companies 

under investigation. The findings are presented in Table 9.87 which 

shows that only two reasons were mentioned by a majority of the 

respondents in the two groups of companies studied. The first factor 

regarded as hindering competition was the centrally planned economy 

where most major decisions concerning production, investment, pricing 

and the like are taken by the governmental authorities outwith the 

company's management discretion - indicated by 60 per cent of the public 

companies' respondents and by 56 per cent of the private companies' 
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Table 9.87 Reasons Responsible for Creating a 
Non-Competitive Market. 

Public Companies Private Companies 
R easons 

No. W No. A 

a. Low level of per capita 
income 1 20 23 23 

b. Producers work under the 
conditions of a seller's 
market (i. e. demand exceeds 
supply) 1 20 12 12 

c. Protection policy against 
imported products 0 0.0 12 12 

d. Monopolistic state re- 
sulting from dominance of 
some large companies 3 60 53 53 

e. Centrally planned economy 
where most major decisions 
regarding production, 
investment, pricing and the 
like have been transferred 
to governmental authorities 3 60 56 56 

n= number of valid obser- 
vations in each group 5 100 

N= number of managers invol- 
ved in the study in each 
group 5 100 1 

presidents interviewed. The second reason was the monopolistic state 

of some large companies which dominate the market, this reason being 
identified by 60 per cent of the respondents of the public companies 

and by 53 per cent of the private company presidents. The other 
factors which were suggested by the questionnaires=as being respon- 

sible for creating a non-competitive market, were mentioned by a small 
minority of the two groups of company respondents or even by none 
of them as was shown by the public companies' responses concerning 
"protection policy against imported products". 

From the above discussion, one can conclude that despite their 

acute awareness of the competition brought about by the Open-Door 
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policy, which should have resulted in strengthening the role of 

marketing, the majority of the Egyptian small companies as 

evidenced in one of the most stable industries, i. e. the textile 

industry, in practice aroused little concern regarding compe- 

ition and, consequently, marketing. There is few signs of change 

so far in their competitive behaviour. These companies which have 

long operated under uncompetitive conditions have not yet learned the 

lesson that they should be able to adapt themselves to the new 

business environment which has introduced several competitive forces. 

This situation might be accounted for by the managements of these 

companies, in many cases as being the result of the unfair compe- 

titive conditions which exist between them and the newly established 

firms under Law 43,1974, on the one hand, and between them and large 

companies on the other. 

In any event, the actual situation reveals a distinct lack of 

competitive behaviour among the majority of small Egyptian textile 

companies which reflects, in turn, poor marketing practices by 
these companies. 

Hence, the hypothesis put forward by the researcher, namely that 

lack of competition in practical terms and the status of marketing 
in the majority of Egyptian small business companies are related, 

can be supported. 

Summary and General Conclusion 

In this cahpter, an attempt was made to provide an overview of 
the development of marketing and the associated environmental factors 

in the small Egyptian manufacturing textile companies. Specifically 

the main concern was to investigate how far the management of these 

companies adopted and implemented the societal marketing concept, the 

level of effective application of this concept with regard to mar- 
keting planning and marketing strategies and practices, and the impact 

of the internal (within the firm) as well as the environmental 

variables on the status of marketing in these firms. 
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Drawing upon inferences from the study findings, our conclusion 
is that the societal marketing concept, with its total integration 

of business activities designed to provide customer satisfaction 

as well as long-term customer and societal well-being, together 

with the business company's objectives, is still generally alien to 

the way of thinking of the management of the companies under invest- 

igation. That being the case, the concept is not adopted and 
implemented by most of these companies. In addition, the state of 

marketing development as found in the firms studied can be explained 
in the light of some endogenous as well as exogenous factors which 
have exerted their influence upon the process of adoption and imple- 

mentation of the societal marketing concept and upon the related 

marketing concepts and practices employed by their management. 

In the following chapter, the contributions made by the study, 
its limitations, and suggestions for further research will be 

presented. 
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CHAPTER TEN 

Contributions of the Study and 
Suggestions for Further Research 

Introduction 

Marketing and its role in the small companies sector is a 

subject which has almost been neglected by both academics and 

researchers particularly in Egypt. A study of the literature 

revealed that marketing in the Egyptian small companies has not 

generally been appreciated by both scholars and practitioners. 
Moreover, too little or probably no attention has been paid to 

Egypt as an Islamic developing country. 

The present study is an attempt to fill, to some extent, the 

gap resulting from the neglect of marketing in the small companies 

sector. Its main purpose is to investigate the applicability and 

contribution of marketing concepts and techniques to Egyptian 

small companies as evidenced in the textile industry. A new approach 
has been taken by this study in which Egypt is considered not only 
as a developing country but also as an Islamic nation. Thus, an 

appropriate philosophical position for marketing in this Islamic 

developing context has been adopted, i. e. "the societal marketing 

concept". Through this approach, the application of marketing 

concepts in Egyptian small companies was dealt with, taking account 

of the environmental factors associated with marketing transferability 

and development in these companies. 

Drawing upon inferences from the study findings, the main con- 

clusion is that Egyptian small companies as exemplified by the 

textile industry in both the public and private sectors are obsessed 

with a production-oriented philosophy. Most of them are pre-occupied 
with production and government relations problems rather than with 
consumers and/or society's interests. The societal marketing con- 
cept which aims at providing for society's welfare as well as cust- 
omer satisfaction and well-being, together with the company's interests, 
is a long way from being adopted and implemented by Egyptian small 
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companies. 

A number of environmental factors appear to have considerable 
influence on marketing development in the companies investigated, 

namely: 

1- Non-awareness, misunderstanding and/or non-adoption and 
implementation of the Islamic marketing philosophy and related 
objectives. 

2- The small size of firms. 

3- The constraints resulting from government interference and 
control over the marketing mix elements and the main areas 
of decision making. 

4- The shortage of able professional managerial and marketing 
staff. 

5- Lack of competition in practical terms. 

If the experience of small companies in the textile industry are 
applicable to other sectors, modern marketing concepts and techniques 

play only a modest role in the business of all Egyptian small com- 
panies. It is hoped that by the end of this study some value can 
be provided to those who are, at the macro and micro levels, in 

positions to take the necessary steps so that marketing can assume 
its position as a crucial factor in improving the performance of an 
important sector of the Egyptian economy. 

The aim of this chapter is to discuss the contributions of the 

present study, and to provide some suggestions for further research 
in the areas pertaining to this study. 

Contributions of the Study. 

The present study in both its theoretical and empirical parts 
is believed to make a contribution to the theory and practice of 

marketing in Islamic developing countries in general and to provide 
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some useful information to the managers of Egyptian small companies, 

particularly in the textile industry. 

Firstly, in terms of marketing theory and practice in the Islamic 

countries, the study has attempted to develop new insights into the 

marketing problems in these countries. In fact marketing, as a 

specific discipline should pay particular attention to the very 
different situation which the Islamic developing countries can 

provide in terms of Islamic beliefs and teachings. In this regard, 
the study suggests that the concept of "Islamic developing society" 
is a worthwhile construct for marketing study in which marketers 

can make good use, of the general features of the category of "Islamic 

developing countries" in relation to modern marketing concepts and 

practices. 

The study also invites both marketing scholars and practitioners 
to learn the true message of Islam concerning business and marketing 

and reject the wrong ideas and conceptions attributed to Islamic 

doctrines in this field. Moreover, it establishes the right 

relationship between marketing and Islam and provides the appropriate 

philosophical position for marketing in Egypt as an Islamic society. 

If this concept can be clarified, diffused and incorporated into 

the management thinking in Egypt as well as other Islamic countries, 
the researcher believes that a huge obstacle to the transfer of modern 

marketing concepts and practices to the organisations (whether large 

or small) working in these countries will be removed. 

One possibility in this connection is to include Islamic teachings 

in the marketing courses of Egyptian as well as other Islamic countries' 

universities, and it would be useful for these universities to seek 
Islamic scholars' help and co-operation in implementing such a policy. 

Based upon the fact that the present study has attempted in part 
to establish new concepts and approaches to marketing study in such 

an Islamic developing society, i. e. Egypt, the study constitutes an 

addition to the literature on this issue, and this can be claimed to 
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be its most important contribution. 

In addition, the study draws attention to a number of endogenous 

and exogenous business variables thought to have a significant 

influence upon the development of marketing in the Egyptian small 

companies in particular. In this regard, it is believed that the 

present study provides a further development in the research of these 

factors especially with respect to "the non-awareness, misunder- 

standing and/or non-adoption and implementation of the Islamic busi- 

ness philosophy and obligations", and "the small size of companies". 

Secondly, the present study has dealt with an almost neglected 

area, i. e. the marketing strategies of small manufacturing companies 
in the Egyptian environment, using the aforementioned Islamic concept. 
In fact, this topic and the approach used throughout the study are new. 
Therefore, the study is regarded as the first attempt aimed at the 

diffusion of marketing innovation in small Egyptian manufacturing 

companies in order to establish recognition and proper understanding 
by these companies of the relevance and contribution of marketing. 
Furthermore, unlike most of the studies undertaken regarding marketing 
in Egypt, this study has discussed the application of strategic 

marketing planning as well as all the marketing mix variables, 
i. e. product, pricing, distribution and promotion, and their appli- 
cability to small companies situations. As such, the study provides 

some insights for both marketing scholars and practitioners relating 
to the successful application of these concepts in practical terms 
to the particular situation of small companies. 

Thi rdly, the present study, in addition to reviewing the body 

of literature which provided evidence of the applicability and 
necessity of the marketing approach to small companies, provides 
useful empirical data and information which can help the managers of' 
Egyptian small companies, especially in the textile industry, in the 
implementation of the societal marketing concept so that meeting the 
needs of society's welfare as well as customer satisfaction and long- 
term well-being and the company's goals can be achieved. In this 
regard, the contribution of the study would be in defining and ,,:.. 
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proposing convenient methods and approaches by means of which these 
firms can benefit from applying modern marketing concepts and tools 
in their business'- methods which take account of the uniqueness of 

small companies. 

Furthermore, this study offers the government authorities helpful 

empirical information which suggests that government policy and 
interference in marketing and business activities should not preclude 
marketing development in small companies, particularly in relation 
to their counterpart large companies and to the firms established 
under the new investment law as well as in relation to imported 

products. 

Limitations of the Study 

This study, like any other, because of the constraints within 

which it was conducted, has its limitations. The most obvious of 
these limitations is the fact that it was limited to only one industry. 

In effect, the question of the availability and reliability of the 
data required to undertake this study effectively, together with time 

and cost involved made it difficult for the researcher to include 

other industries or areas of activities in the present study. This 
limitation, of course, restricts the confidence with which the 
findings can be said to have general applicability concerning the 

extent of adoption and implementation of the societal marketing 
concept and related marketing techniques by all sectors of Egyptian 

small companies. 

A second limitation concerns the difficulties encountered by the 

researcher during the field survey which certainly affected the 
findings of the study in some respect or other. As mentioned in 
Chapter Eight, the researcher contacted some intermediaries to assist 
in getting the co-operation of respondents. This might have intro- 
duced some bias into the study. It should be pointed out that great 
difficulty was experienced in meeting the respondents, particularly 
the presidents of the private companies visited. Lack of co-operation 
and the time allocated for the researcher to conduct the interview 
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were the main constraints in obtaining the requested data required 
for discussion of various aspects of marketing strategies and 

practices in much more detail. That is because of the fact that 

businessmen in Egypt as in other developing countries, as suggested 
by Livingstone('), "are secretive and highly suspicious of outside 
inquiries". Such an attitude often produces a distinct lack of 

co-operation on the part of the businessmen with respect to outside 

queries. 

Suggestions for Further Research 

The researcher recommends the following areas of research for 

further investigation: 

(1) In the light of the concept of "Islamic society", further 

research is needed to examine the impact of Islamic teaching 

regarding marketing on the transferral of modern marketing 

concepts and techniques to large organisations in Egypt. 

Stated another way, further study is required to investigate 

the extent of awareness or otherwise of the Islamic marketing 
teachings and their influence in the adoption and implementation 

of the societal marketing concept by the management of Egyptian 

large companies. Such an investigation in the context of large 

companies would assess the validity of the conclusion reached 
by the present study, namely that these Islamic teachings, if 

properly understood, will aid in the adoption and implementation 

of modern marketing concepts and techniques. 

(2) Another area of research is to replicate this study with other 
Egyptian small companies sectors in order to examine the 

validity of the present findings. 

(3) Under the "Islamic society" concept, a replication of this study 
can also be carried out in other Islamic countries to ascertain 
the soundness of its results. 
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(4) As the findings of the present study reveal, the small companies 
investigated experienced unfair competition under the "Open- 

Door" policy. Therefore, another suggestion is that con- 

siderable investigation should be devoted to the impact of the 

"Open-Door" policy and of related regulations on the competitive 

situation of all Egyptian small companies in relation to their 

counterpart large companies on the one hand and to the companies 

established under the new investment law (Law 43 for 1974) 

and -to-. imported goods on the other. 

(5) Another suggestion for further research in the light of the 

"Open-Door" policy is to investigate whether the marketing 

philosophies and technologies of domestic and foreign companies 

operating in Egypt are different, and the relationship between 

these differences and the internal (within the firm) as well as 
the environmental factors, particularly the area of government/ 

business relation. In this connection, a paired comparison 

method similar to what was employed by Hussein(2) would be a 

useful technique in assessing how the application of modern 

marketing concepts and techniques can contribute to improved 

performance in these two groups of companies. 

(6) In the light of Islamic objectives and obligations regarding 
the marketing activities, another approach is to examine the 

extent to which the application of only one particular marketing 

activity rather than all of those activities examined by this 

study, can apply and contribute to improved performance in 

Egyptian small companies. For example: 

(a) How does the use of marketing research aid the small 

companies in identifying and meeting their customers' 

needs and wants as well as the interests of society and 
of the company. 

(b) New product development strategy is another interesting 

area of investigation which merits further research in the 

context of Egyptian small companies. In this regard 
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two main and related issues are recommended for 

examination, namely: (i) the relative status of 
industrial innovation in these companies and (ii) their 

application of new product development strategies. 
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University 
of Strathclyde 

October 1984 

Dear Sir, 

630 
Professor Michael J. Baker TD BA BSc (Econ) DSA 

STUDENT RESEARCH PROJECTS* 
Department of Marketing 

Stenhouse Building, 173 Cathedral Street, Glasgow G4 ORQ 
Tel: 041.552 4400 

I am a doctoral student at the Department of Marketing, Strathclyde 
University, United Kingdom, undertaking a research project relating to the 

marketing strategies of small companies in the Egyptian context. I would 
be most grateful if you could kindly assist me by providing the requested 
information which we hope will provide a better idea of the factors which 
a 'company takes into account when making marketing decisions. 

It goes without saying that the validity of the research findings, and 
any influence they may have, are heavily dependent upon your providing 
accurate information, and this will also ensure that optimum benefit may 
be derived by the small companies' sector in terms of improved performance. 

I would like to assure you of the strictest confidentiality with which 
all given information will be treated, and thank you for your-co-operation. 

Yours sincerely, 

M' M. t'ýd 

Mohammed M. Gahein. 

I* Student research projects are an integral part of the undergraduate and post graduate curricula of the department. 
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QUESTIONNAIRE No. 1: Presidents of Public Companies' Questionnaire 

This section of the questionnaire is concerned with the firm's business 
philosophy in relation to Islamic doctrines. 

Q. 1 The following statements express some main objectives of business firms. 
For each statement, please circle the number on the scale which best 
reflects your opinion about the statement. 

Strcn ly Neither Strcngly 
Agree Agree Agree Disagree Disagree 

nor 

a. The firm's main task is Disagree 
to attain maximum profit. 12345 

b. The firm's growth should be 
the most influential factor 
in formulating its strategies 
and policies. 12345 

c. The firm's management philo- 
sophy holds that corporate 
objectives must consider both 
consumers' satisfactions and 
society's interests, while 
making a profit. 12345 

d. Society's interestsshould be 
considered as the most influ- 
ential factor in setting a 
company's strategies and 
making decisions. 12345 

e. Customers' satisfaction must be 
the major aim of the company's 
efforts. 12345 

Q. 2 Are these objectives you decided on above written down on paper? 
(please tick one box below) 

a. Fully recorded 
b. Partly recorded 

c. Not recorded 

Q. 3 Are you a Moslem? 

a. Yes 

b. No 

If YES, please continue with Q. 4; 

(please tick one box below) 

0 

if NO, move on to Q. 7. 

Q. 4/ /over... 
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Q. 4 In your opinion, do Islamic teachings provide specific business philosophy 
and objectives? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, please continue with Q. 5; otherwise move on to Q. 7. 

Q. 5 Which of the business objectives expressed in the following statements, 
in your view, describes best the Islamic point of view? 

(please tick one box below) 

a. Customers' needs must be the sole objective of business 
companies. 

b. The company's interests should be the fundamental goal for 
which the entire business is organised and operated. 

c. Society's welfare must be the essential objective of 
business firms. 

a 

d. A business company should aim to satisfy customers at a 
profit. 

7 

e. Customers' satisfaction and society's welfare are the final 
objectives of business companies. 

f. Customer satisfaction as well as long-run consumer and 
societal well-being, together with the business company's 
goal (interests), all of them are equal factors influencing 
in formulating company's strategies and making decisions. 

Q 

g. Societal well-being and company's interests should be the 
essential goal of business enterprise. 

ýý 

Q. 6 Is the philosophy you ticked above being adopted and implemented by 
your company? (please tick one box below) 

a. Fully 

b. As far as possible 

c. No 

d. Don't know L-j 

If YES, please move to Q. 7; If NO, what are the problems? (please write in) 

Q. 7/ /over ... 
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This section of the questionnaire deals with management attitude towards 
marketing. 

Q. 7 In your opinion, which of the following statements defines your company's 
understanding of the marketing concept? (please circle the most 
convenient number on the scale). 

Strcx7ly Neither 
Agree Agree Agree 

nor 

a. The aim of marketing activity is Disagree 

to sell what can be produced. 1 2 3 

b. The marketing concept consists 
of offering and satisfying 
customers needs and wants, 
without giving much attention to 
the society's welfare. 1 2 3 

c. The marketing concept means that 
marketing activities are organ- 
isationally integrated into a 
total system of action. 1 2 3 

d. The marketing concept is a philo- 
sophy i. e. a way of business 
thinking that permeates the 
entire business. 1 2 3 

e. The marketing concept is sales 
promotion through which personal 
contacts and exchange processes 
can be realised at marketplace. 123 

f. The marketing concept means that 
profitable sales volume replaces 
maximum sales volume as an 
objective. 123 

Strongly 
Disagree Disagree 

45 

45 

45 

45 

45 

45 

g. The marketing concept means that 
society's welfare as well as con- 
sumer satisfaction and well-being 
together with the company's 
interests are equally of 
significant importance. 1234 

Q. 8 Are the marketing activities the responsibility of a specialist member 
of your company? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

Q. 9 If YES, what is his title? 

5 

Q. 10/ lover... 
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Q. 10 What is the main business background of the company's president? 
(please circle the most appropriate number on the scale). 

Background To a great 
extent 

Very 
Little 

a. Production 1 2 3 4 5 

b. Finance 1 2 3 4 5 

Co Marketing 1 2 3 4 5 

d. Personnel 1 2 3 4 5 

e. Others (please state) 
1 2 3 4 5 

This section of the questionnaire concerns the company in its relation to 
the governmental authorities. 

Q. 11 In which of the following areas of decision making, and to what extent 
is you company controlled by governmental organisations? 
(please circle the most appropriate number on the scale). 

Areas of 
decision making 

To a great 
extent 

Very 
Little 

a. Investment 1 2 3 4 5 

b. , Production 1 2 3 4 5 

c. Employment 1 2 3 4 5 

d. Pricing 1 2 3 4 5 

e. Advertising 1 2 3 4 5 

f. Purchasing 1 2 3 4 5 

g. Others (please state) 
1 2 3 4 5 

Q. 12 In your opinion, what governmental aid and policy are required to help 
the development and growth of the enterprise? 
(please rank in order of importance ). 

a. Financial aid 
b. Technological aid 

c. Company's management independence 

d. Protection policies against imported products 

e. Marketing facilitating 

f. Others (please state) 

Q. 13/ /over... 
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Q. 13 Under the adoption of the economic Open-Door policy, do you think that 
the reorganisation of economic General Organisationq is likely to 
improve companies' management processes? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, in what ways? (please rank in order of importance). 

a. Eliminating or relaxing the multiplicity of 
governmental control over company's management 

b. Returning some of the transferred management 
functions (i. e. the management functions which 
have been transferred to the governmental 
authorities) to the individual companies. 

c. Increasing management flexibility and decision 
making discretion to make it possible to 
manage in accordance with the conditions of Q 
business environment. 

d. Others (please specify) 

If NO, what are the difficulties? (please write in) 

Q. 14 Do you think that the Open-Door policy has brought about fair competition 
between large companies and small companies? (please tick one box). 

a. Yes 

b. No 

c. Don't know 

If YES, in what ways (please rank in order of importance). 

Both of them have enjoyed equally: 

a. tariff concessions 
b. financial facilities 

c. technological facilities 

d. price agreements 

e. Others (please specify) 

-E] Q. 15/ /over... 
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Q. 16 (Cont'd)... 

Statements 
Strongly 
Agree 

Strongly 
Disagree 

f. The core problem of small 
firms are in finance and 
production. Marketing and 
concerns with customers are 
subordinated to finance and 
production. 12 345 

g. The application of the mark- 
keting philosophy is 
necessary since Egypt is an 
Islamic country. 12 345 

q. 17 To what extent do you think smaller companies in Egypt can apply the 
following marketing practices? 
(please circle the most convenient number on the scale). 

Marketing practices 
I To a great Very 

extent Little 

a. Marketing research 

b. New product development 

c. Market segmentation 

d. Sales forecasting 

e. Customer service 
f. Advertising 

g. Sales promotion and 
public relations 

h. Salesmen training and 
motivation 

i. Credit policy 
4 

1 2 3 4 5 
1 2 3 4 5 
1 2 3 4 5 
1 2 3 4 5 
1 2 3 4 5 
1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 
1 2 3 4 5 

Q. 18/ /over... 
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Q. 18 For each of the following statements, please circle the most appropriate 
number on the scale which best expresses the extent to which you agree 
or disagree regarding the Open-Door policy. 

Statements Strongly 
Agree 

Strongly 
Disagree 

The adoption of the Open- 
Door policy is likely to: 

a. increase the degree of 
competition, and hence, 
product development. 1 2 3 4 5 

b. create unfair competition 
between the joint ventures 
and domestic companies 
since the former enjoy tax 
and tariff concessions 
not available to the latter. 1 2 3 4 5 

c. enable small companies to 
compete with big corporations. 1 2 3 4 5 

d. be consistent with Islamic 
teachings regarding marketing 
practices. 1 2 3 4 5 

e. help in solving the production 
problems (e. g. raw material 
procurement) for all companies 
regardless of size. 1 2 3 4 5 

f. facilitate the financial 
function for all firms regard- 
less of size. 1 2 3 4 5 

0.19 In your opinion, what are the main reasons which may hinder the application 
of modern marketing concepts and practices in the Egyptian business companies? 
(please rank in order of importance). 

a. lack of the Western managerial and marketing know-how 

b. Low level of per capita income 

c. Less faith in marketing 
d. Small size of company 

e. Existence of a seller's market for most products 
f. Shortage of able professional managerial marketing staff 
g. Absence of competition 
h. Lack of proper understanding of Islamic doctrines 

concerning business objectives and philosophy 
i. Others (please state) 

F1 
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Q". 20 Finally, what in your view are the main objectives and obligations of 
Islamic teachings in the following areas? (please write in; if appro- 

priate put "no opinion"). 

a. Product 

b. Pricing 

CO Availability of products 

d. Advertising and public relations 

f 



640 

QUESTIONNAIRE No. 2: Marketing Managers of Public Companies' Questionnaire. 

This section of the questionnaire is concerned with the firm's business 
philosophy in relation to Islamic doctrines from the management's point of view. 

q. 1 The following statements express some objectives of business firms. 
For each statement, please circle the number on the scale which best 
reflects your opinion about the statement. 

Strc x31y Neither Strongly 
Agree Agree Agree Disagree Disagree 

rJor 

a. The firm's main task is to Disagree 

attain maximum profit. 12345 

b. The firm's growth should be 
the most influential factor 
in formulating its strategies 
and policies. 12345 

, C. The firm's management philo- 
sophy holds that corporate 
objectives must consider both 
consumers' satisfactions and 
society's interests, while 
making a profit. 12345 

d. Society's interests should be 
considered as the most influ- 
ential factor in setting a 
company's strategies and 
making decisions. 12345 

e. Customers' satisfaction must be 
the major aim of the company's 
efforts. 12345 

q. 2 Are these objectives you decided on above written down on paper? (please tick one box below) 

a. Fully recorded 
b. Partly recorded 

c. Not recorded 

Q. 3 Are you a Moslem? 

a. Yes 

b. No 

If YES, please continue with Q. 4; 

(please tick one box below) 

0 

if NO, move on to Q. 7. 

Q. 4/ /over... 
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Q. 4 In your opinion, do Islamic teachings provide specific business philosophy 
and objectives? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, please continue with Q. 5; otherwise move on to Q. 7. 

Q. 5 which of the business objectives expressed in the following statements, 
in your view, describes best the Islamic point of view? 

(please tick one box below) 

a. Customers' needs must be the sole objective of business 
companies. ED 

b. The company's interests should be the fundamental goal for 
which the entire business is organised and operated. ED 

Co Society's welfare must be the essential objective of 
business firms. a 

d. A business company should aim to satisfy customers at a 
profit. 

e. Customers' satisfaction and society's welfare are the final 
objectives of business companies. 

f. Customer satisfaction as well as long-run consumer and 
societal well-being, together with the business company's 
goal (interests), all of them are equal factors influencing 
in formulating company's strategies and making decisions. 

g. Societal well-being and company's interests should be the 
essential goal of business enterprise. 

0.6 Is the philosophy you ticked above being adopted and implemented by 
your company? (please tick one box below) 

a. Fully 
b. As far as possible 

c. No 

d. Don't know 

If YES, please move to 0.7; If NO, what are the problems? (please write in) 

p. 7/ /over... 
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This section of the questionnaire deals with management attitude towards 
marketing. 

q. 7 In your opinion, which of the following statements defines your company's 
understanding of the marketing concept? (please circle the most 
convenient number on the scale). 

a. The aim of marketing activity is 
to sell what can be produced 

b, The marketing concept consists 
of offering and satisfying 
customers needs and wants, 
without giving much attention 
to the society's welfare. 

The marketing concept means that 
marketing activities are organ- 
isationally integrated into a 
total system of action. 

d. The marketing concept is a philo- 
sophy i. e. a way of business 
thinking that permeates the 
entire business. 

e, The marketing concept is sales 
promotion through which personal 
contacts and exchange processes 
can be realised at marketplace 

f, The marketing concept means that 
profitable sales volume replaces 
Maximum sales volume as an 
objective. 

9. The marketing concept means that 
society's welfare as well as con- 
sumer satisfaction and well-being 
together with the company's 
interests are equally of 
significant importance. 

q. 8/ .. 

Stmq ly Neither 
Agree Agree Agree 

nor 
Disagree 

123 

12 

12 

12 

12 

12 

Strco 1y 
Disagree Disagree 

45 

34 

34 

34 

34 

34 

5 

5 

5 

5 

5 

1234S 

/Over 
... 
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q. 8 

p. 9 

What is the main business background of the company's marketing manager? 
(please circle the most convenient number on the scale). 

Background 
I To a great 

extent 
Very 

Little 

a. Marketing research 1 2 3 4 5 

b. Advertising 1 2 3 4 5 

C. Customer service 1 2 3 4 5 

d. Product development 1 2 3 4 5 

e. Personnel 1 2 3 4 5 

f. Personal selling 1 2 3 4 5 

g. Public relations 1 2 3 4 5 
h. Sales promotion 1 2 3 4 5 

i. Physical distribution 1 2 3 4 5 

j. Others (please state) 
1 2 3 4 5 

To what extent is he included in the entire business planning? 
(please circle the most suitable number on the scale). 

To a great Very 
extent Little 

12345 

This section of the questionnaire concerned the company in its relation to 
tiP governmental authorities. 

q, 1 0 In which of the following areas of decision making, and to what extent 
is your company controlled by governmental organisations? 
(please circle the most appropriate number on the scale). 

areas of To a great Very Decision Making 
extent Little 

a. Investment 1 2 3 4 5 

b. Production 1 2 3 4 5 

C. Employnent 1 2 3 4 5 
d. Pricing 1 2 3 4 5 

e. Advertising 1 2 3 4 5 
f. Purchasing 1 2 3 4 5 

g. Distribution 1 2 3 4 5 
h. Others (please state) 

1 2 3 4 5 
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0.1 1 In your opinion, what governmental aid and policy are required to help 
the development and growth of the enterprise? 
(please rank in order or important). 

a. Financial aid 
b. Technological aid 

c. Company's management independence 

d. Protection policies against imported products 

e. Marketing facilitating 

f. Others (please state) 

Q. -12 Under the adoption of the economic Open-Door policy, do you think that 
the reorganisation of economic General Organisations is likely to 
improve companies' management processes? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

Q. -1_3 If YES, in what ways? (please rank in order of importance) 

a. Eliminating or relaxing the multiplicity of 
governmental control over company's management 

b. Returning some of the transferred management 
functions (i. e. the management functions which 
have been transferred to the governmental Q 
authorities) to the individual companies 

c. Increasing management flexibility and decision 
making discretion to make it possible to 
manage in accordance with the conditions of 
business environment. 

d. Others (please specify) 

El 

If NO, what are the difficulties? (please write in) 

Fý 
q, 14/ /over... 
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Q. 14 Do you think that the Open-Door policy has brought about fair competition 
between large companies and small companies? (please tick one box). 

a. Yes 

b. No 

c. Don't know 

If YES, in what ways (please rank in order of importance). 

Both of them have enjoyed equally; 

a. tariff concessions 
b. financial facilities 

c. technological facilities 

d. marketing facilities 

e. Others (please specify) 

q. 15 In the light of the Open-Door policy, 

a. What are the benefits, if any, which your company 
has gained due to its small size compared with other 
large companies? (please write in). 

b. What are the problems, if any, which your company 
has faced due to its small size? (please write in). 

This part of the questionnaire deals with the applicability of marketing concepts 
and techniques in small companies within the Egyptian situation. 

v. 16 To what extent do you agree or disagree with the following statements? 
(please circle the most appropriate number on the scale). 

Statements I Strongly Strongly 
Agree Disagree 

Q. 16 

a. The applicability of the mar- 
keting approach is not con- 
fined to specific size(s) 
of firms. 12345 

b. Modern marketing concepts 
and techniques are applicable 
only in big companies. 12345 

(Cont'd)... /Over... 
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Q. 16 (Cont'd)... 

Statements Strongly 
Agree 

Strongly 
Disagree 

c. The application of the mar- 
keting philosophy is a must 
for all companies regardless 
of size. 1 2 3 4 5 

d. The application of the mar- 
keting concept is more 
important for small companies. 1 2 3 4 5 

e. Modern marketing techniques 
are too expensive to be 
practised by small companies. 1 2 3 4 5 

f. The core problems of small 
firms are in finance and 
production. Marketing and 
concerns with customers are 
subordinated to finance and 
production. 1 2 3 4 5 

g. The application of the mar- 
keting philosophy is 
necessary since Egypt is 
an Islamic country. 1 2 3 4 5 

Q. 17 To what extent do you think smaller 
following marketing practices? 
(please circle the most convenient 

companies in Egypt can apply the 

number on the scale). 

Marketing practices 
To a great 

extent 
Very 

Little 

a. Marketing research 1 2 3 4 5 
b. New product development 1 2 3 4 5 
C, Market segmentation 1 2 3 4 5 
d. Sales forecasting 1 2 3 4 5 
e. Customer service 1 2 3 4 5 
f. Advertising 1 2 3 4 5 
g. Sales promotion and 

public relations 1 2 3 4 5 
h. Salesmen training and 

motivation. 1 2 3 4 5 
i. Credit policy 1 

{ 
2 3 4 5 

Q. 18/... /Over... 
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Q. 18 For each of the following statements, please circle the most appropriate 
number on the scale which best expresses the extent to which you agree 
or disagree regarding the Open-Door policy. 

Statements Strongly 
Agree 

Strongly 
Disagree 

The adoption of the Open-Door 
policy is likely to: 

a. increase the degree of compe- 
tition and hence, product 
development. 1 2 3 4 5 

b. create unfair competition be- 
tween the joint ventures and 
domestic companies since 
the former enjoy tax and tariff 
concessions not available to the 
latter. 1 2 3 4 5 

c. enable small companies to com- 
pete with big corporations. 1 2 3 4 5 

d. be consistent with Islamic 
teachings regarding marketing 
practices. 1 2 3 4 5 

e. help in solving the production 
problems (e. g. raw material 
procurement) for all companies 
regardless of size. 1 2 3 4 5 

f. facilitate the financial 
function for all firms regard- 
less of size. 1 2 3 4 5 

Q. 19 In your opinion, what are the main reasons which may hinder the application 
of modern marketing concepts and practices in the Egyptian business compani s? 
(please rank in order of importance). 

a. Lack of the Western managerial and marketing know-how 

b. Low level of per capita income 

c. Less faith in marketing 
d. Small size of company 

e. Existence of a seller's market for most products 
f. Shortage of able professional marketing-staff 

g. Absence of competition 
h. Lack of proper understanding of Islamic doctrines 

concerning business objectives and philosophy 
a 

i. Others (please state) 

a 
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q, 20 What, in your view, are the main* objectives and obligations of Islamic 
teachings in the following areas? (please write in; if appropriate 
put "no opinion"). 

a. Product 

b. Pricing 

c. Availability of products 

d. Advertising and public relations 

This part of the questionnaire Is concerned with the marketing practices of the 
Egyptian small companies. 

Q. 21 Does your company carry out systematic marketing planning? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, is this short-term planning (up to one year) or ion -term 
planning (more than one year)? (please tick one box below). 

a. Short-term 

b. Long-term 

c. Don't know 

If NO, in your opinion what are the main reasons behind the 
neglect of planning? 
(please rank in order of importance) 

a. Poor secondary data available 
b. Small size of the firm 

c. Planning is too expensive 
d. Less faith in planning due to the 

difficulties of proper forecasting 

e. Moslem managers believe that all 
affairs of the organisation, 
individuals and all else have been 
worked out by Divine Will. Planning 
and all else cannot alter fate. 

f. Others (please state) 
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Q. 22 Do you have any quantitative targets for your: 
(please tick all points that apply and rank in order of importance). 

a. Sales? Yes No Don't know 

b. Profits? Yes No Don't know 

c. Growth? Yes No Don't know 

d. Market Share? Yes No L- j Don't know 

e. Others? (please state) 

D 
If YES, please continue with Q. 23; Otherwise, go to Q. 24. 

Q. 23 Do you assess your periodical achievements of these targets? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

Q. 24 Does your company operate in a competitive market? 
(please tick one box below). 

a. Yes 

b. No 

c. Don't know 

If YES, please continue with Q. 25; otherwise, move to Q. 29. 

Q. 25 Please specify the sources of the competition. 
(Decide on all that apply and rank in order of importance). 

a. Large Public Sector companies 
b. Small Public Sector companies 

c. Large Egyptian owned private companies 
d. Small Egyptian owned private companies 

e. Foreign companies working in Egypt 

f. Imported products 

g. ' Others (please specify) 

1: 1 
Q. 26 Do you think this competition affects your activity and hence decreases 

your market share? (please tick one box below). 

a. Yes 

b. No 

c. Don't know 

Q. 27/... /Over... 
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Q. 27 In your opinion, what special advantages do your competitors enjoy? 
(please rank in order of importance). 

a. Brand name 
b. Large scale of operation 

c. Small scale of operation 
d. Customer service 

e. Product quality and differentiation 

f. Delivery and distribution system 

g. Price 

h. Advertising and promotion 
i. Others (please state) 

Q. 2B In what ways does your company attempt to counteract the competitive 
factors you checked above? (please rank in order of importance). 

a. Product quality and differentiation 

b. Good public relations 

c. Concentration on relatively few important 
customers. 

d. Identifying customers' needs and adapting 
the product line to meet these needs 

e. Low price 
f. Customer service 

g. Others (please specify) 

D 
Q. 29 In your opinion, what specific reasons are responsible for creating a 

non-competitive market in Egypt? (please rank in order of importance). 

a. Low level of per capita income 

b. Producers work under the conditions of a 
seller's market (i. e. demand exceeds supply) 

c. Protection policy against imported products 
d. Monopolistic state resulting from dom- 

inance of some large companies. 
El 

e. Centrally planned economy where most major 
decisions regarding production, investment 
pricing and the like have been transferred 
to governmental authorities 

f. Others (please specify) 

/Over... 
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Q. 30 Does your company systematically undertake any marketing research? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, in what ways? (please rank in order of importance) 

1. Informally 

a. Discussion with some business acquaintances 
who have experience of a particular market 

b. Discussion with customers 

c. Others (please specify) 

2. Formally: 

a. Governmental publications analysis 
b. Analysis of company's records 

c. Field research 
d. Others (please specify) 

Q. 31 In the case of field research, is this task mainly conducted by the 
company or by outside organisations? (please tick all that apply and 
rank in order of importance). 

a. By the company 
b. By specialised outside organisations 

c. Others (please specify) 

Q. 32 In which of the following areas does your company carry out marketing 
research? (please rank in order of importance). 

a. Target market analysis (i. e. customers' 
needs, wants and behaviour) 

b. Analysis of the competitive strengths 
and weaknesses of existing products 

c. New product development 

d. Market segmentation studies 

e. Forecasting the market share of the company 
f. Forecasting the market share of main 

competitors 

g. Employees' motivation research 
h. Suitability of location appraisal 
i. Others (please specify) 
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Q. 32 (Cont'd)... 

Which of the following reasons best explains not doing any marketing 
research? (please rank in order of importance). 

a. Existence of a seller's market and hence 
marketing research is not important 

b. The company is small 

c. Marketing research is too expensive 
d. Lack of marketing research facilities 

e. Poor sources of information 

f. Others (please specify) 

Q, 33 To what extent do your agree with the following statements? 
(please circle the most appropriate number on the scale). 

Statements Strongly 
Agree 

Strongly 
Disagree 

a. The watchword for manage- 
ment must often be 
'innovate or die'. 12 345 

b. Any business enterprise 
has two - and only these 
two basic functions: 
marketing and innovation 12 345 

c. Companies spending the 
most on new product develop- 
ment enjoy the greatest 
rates of growth. 12 345 

Q. 34 To what extent would you say your company's growth depends on the following? 
(please circle the most convenient number on the scale). 

Factors To a great 
extent 

Very 
Little 

a. Existing products 12 345 

b. New products 12 345 

Co Others (please state) 
12 345 

Q. 35/... /Over... 
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Q. 35 Could you specify the main factors influencing your company's decision 
to introduce new products to the market? 
(please rank in order of importance). 

a. Differentiating our products from competitors 

b. Contributing to economic development in accordance 
with Islamic teachings 

c. Satisfying the identified customers' needs and wants a 
in a better way 

d. Utilising new ideas to introduce more efficient Q 
products which cost less to produce 

e. Others (please specify) 

M 
Q. 36 What are the main pricing objectives of your company? 

(please rank in order of importance) 

a. Realising a predetermined target market share 
b. Profit maximisation 

c. Covering the fully allocated costs as quickly as 
possible 

d. Countering the main competitors 

e. Yielding a predetermined return on investment 

f. Stabilisation of price and margin 

g. Monitoring demand 

h. Others (please state) 

Q. 37 What are the major factors you consider in your pricing strategy? 
(please rank in order of importance). 

a. Competitors price 
b. Industry leaders price 

co What customers can pay 
d. Cost plus 

e. Market conditions 
f. Others (please specify) 

Q. 38/... /Over... 
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Q. 38 Do you sometimes offer discounts to your customers? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

Q. 39 Do you assess and revise periodically your pricing decisions? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

q. 4O There are a number of alternative methods by which domestically produced 
goods can reach the customers. What type(s) do you use? 
(please rank in order of importance). 

a. Company --ý Agent ) Wholesaler--4 Retailer-, Customer 

b. Company --) Wholesaler ' Retailer -) Customer 

c. Company -> Agent -> Customer 

d. Company -ý Retailer-----> Customer 

e. Company ----b Customer 

f. Others (please specify) 
17 

Q. 41 What are the criteria upon which you have chosen the method(s) you 
checked above? (please rank in order of importance). 

a. The firm's scale of operation (firm size) 
b. Adequate control over the market 

c. Providing quick and adequate feed-back about the market 
d. Adequate trading area coverage 

e. Closer to customers 
f. Delivery and distribution costs 

g. Others (please specify) 

Q. 42/... /Over... 
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Q. 42 (a) In the case of using middlemen, what are the criteria upon which 
you selected individual channel members? 
(please rank in order of importance) 

a. Potential sales volume 
b. Customer service 

c. Trading area coverage 
d. Product lines carried 

e. Sales organisation 
f. Capacity of promotion and auxiliary service 

g. Financial strength to maintain inventories 
and credit 

h. Willingness to promote products 
i. Others (please specify) 

(b) What services do you offer to your middlemen? 
(please rank in order of importance) 

a. None 

b. Promotional aid 

c. Credit 

d. Salesmen training 

e. Others (please state) 

Q. 43 Did your company engage in any advertising through an overall 
advertising plan? (please tick one box below). 

a. Yes 

b. No 

c. Don't know 

If YES, please go to Q. 44. 

If NO, please state why not. (Rank in order of importance). 
Then move to Q. 47. 

a. Advertising is too expensive 
b. The small size of the firm 

c. Advertising is not effective 
d. Advertising is not important because of the 

dominance of the seller's market 

e. /... 
/Over... 

I 
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Q. 43 (Cont'd)... 

e. Lack of effective advertising facilities 

f. Less faith in advertising on the part of the 
customers 

g. Advertising is wasteful and raises price of 
products 

h. Advertising gives a completly false picture 
of the quality of products 

i. Others (please state) 

Q. 44 What are the main goals of your company's advertising? 
(please rank in order of importance). 

a. To announce new product(s) 
b. To increase sales 

c. To support middlemen and obtain their support 
d. To improve image 

e. To maintain brand loyalty 

f. To help customers in locating the suitable 
products for their needs and bring them to 
their attention 

g., To counteract competition 
h. Others (please state) 

rl 

11 

F7 
Q. 45 On what basis do you designate the amount of finance allocated to 

advertising? (please tick one box below). 

a. Objective and task method 
b. A percentage of sales method 

c. Competitive-parity method 
d. All that can be afforded 

e. An arbitrary method 
f. Others (please state) 

Q. 46/... 

F7 
/Over... 
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Q. 46 Does your company assess the effectiveness of its advertising efforts? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, in what methods? (please state) 

Q. 47 In which of the following methods of promotion does your company engage? 
(please rank in order of importance). 

a. None 

b. Sales promotion 

c. Publicity 

d. Public relations 

e. Personal selling 
f. Others (please specify) 

Q 

Q. 48 How do you develop and motivate your employees especially the sales force? 
(please rank in order of importance). 

a. Training: 

- sales methods 

- public relations 
b. Bonus payment on results 

c. Promotion 

d. Others (please state) 

Q, 49/... /Over... 
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0.49 Position of respondent: ........................................... 

Q. 50 Number of employees and workers: 

Full time: .......... Part time: .......... Total: .......... 

Q. 51 Capital employed: ................................................. 

Q. 52 Are there any other points on this subject which you feel should have 
been covered? (please write in) 

THANK YOU FOR YOUR CO-OPERATION 
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QUESTIONNAIRE No. 3: Presidents of Private Companies' Questionnaire. 

This section of the questionnaire is concerned with the firm's business 
philosophy in relation to Islamic doctrines from the management's point of view. 

Q. 1 The following statements express some objectives of business firms. 
For each statement, please circle the number on the scale which best 
reflects your opinion about the statement. 

Strcaaly Neither Strongly 
Agree Agree Agree Disagree Disagree 

narr 

a. The firm's main task is to Disagree 

attain maximum profit. 12345 

b. The firm's growth should be 
the most influential factor 
in formulating its strategies 
and policies. 12345 

c. The firm's management philo- 
sophy holds that corporate 
objectives must consider both 
consumers' satisfactions and 
society's interest, while 
making a profit. 12345 

d. Society's interests should be 
considered as the most influ- 
ential factor in setting a 
company's strategies and 
making decisions. 12345 

e. Customers' satisfaction must be 
the major aim of the company's 
efforts. 12345 

Q. 2 Are these objectives you decided on above written down on paper? (please tick one box below) 

a. Fully recorded 
b. Partly recorded 

c. Not recorded 

Q. 3 Are you a Moslem? (please tick one box below) 

a. Yes 

b. No 

E 

If YES, please continue with Q. 4; if NO, move on to Q. 7. 

Q. 4/ /Over... 
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Q. 4 In your opinion, do Islamic teachings provide specific business philosophy 
and objectives? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, please continue with Q. 5; otherwise move on to Q. 7. 

Q. 5 Which of the business objectives expressed in the following statements, 
in your view, describes best the Islamic point of view? 

(please tick one box below) 

a. Customers' needs must be the sole objective of business 
companies. 

b. The company's interests should be the fundamental goal for 
which the entire business is organised and operated. 

c. Society's welfare must be the essential objective of 
business firms. 

d. A business company should aim to satisfy customers at aQ 
profit. 

e. Customers' satisfaction and society's welfare are the final 
objectives of business companies. 

f. Customer satisfaction as well as long-run consumer and 
societal well-being, together with the business company's 
goal (interests), all of them are equal factors influencing 
in formulating company's strategies and making decisions. 

g. Societal well-being and company's interests should be the 
essential goal of business enterprise. 

77 

Q, 6 Is the philosophy you ticked above being adopted and implemented by 
your company? (please tick one box below) 

a. Fully 

b. As far as possible 

c. No 

d. Don't know L-I 

If YES, please move to Q. 7; if NO, what are the problems? (please write in) 

Q"7/ /Over... 
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This section of the questionaire deals with management attitude towards 
marketing. 

Q. 7 In your opinion, which of the following statements defines your company's 
understanding of the marketing concept? (please circle the most 
convenient number on the scale). 

Strca- 1y Neither Strongly 
Agree Age Agree Disagree Disagree 

nor 
a. The aim of marketing activity is Disagree 

to sell what can be produced 1 2 3 4 5 

b. The marketing concept consists 
of offering and satisfying 
customers needs and wants, 
without giving much attention 
to the society's welfare. 1 2 3 4 5 

C. The marketing concept means that 
marketing activities are organ- 
isationally integrated into a 
total system of action. 1 2 3 4 5 

d. The marketing concept is a philo- 
sophy i. e. a way of business 
thinking that permeates the 
entire business. 1 2 3 4 5 

e. The marketing concept is sales 
promotion through which personal 
contacts and exchange processes 
can be realised at marketplace 1 2 3 4 5 

f. The marketing concept means that 
profitable sales volume replaces 
maximum sales volume as an 
objective. 1 2 3 4 5 

g. The marketing concept means that 
society's welfare as well as con- 
sumer satisfaction and well-being 
together with the company's 
interests are equally of 
significant importance. 12345 

Q. 8 Are the marketing activities the responsibility of a specialist member of 
your company? (please tick one box belc 

a. Yes 

b. No 

c. Don't know 

If YES, please continue; otherwise go to Q. 12. 

Q, 9 What is his title? 

Q. 10/ /Over... 
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Q. 10 What is his main business background? 
(please circle the most convenient number on the scale) 

Background To a great 
extent 

Very 
Little 

a. Marketing research 1 2 3 4 5 

b. Advertising 1 2 3 4 5 

c. Customer service 1 2 3 4 5 

d. Product development 1 2 3 4 5 

e. Personnel 1 2 3 4 5 

f. Personal selling 1 2 3 4 5 

g. Public relations 1 2 3 4 5 

h. Sales promotion 1 2 3 4 5 

i. Physical distribution 1 2 3 4 5 

j. Others (please state) 
1 2 3 4 5 

Q. 11 To what extent is he included in the entire business planning? 
(please circle the most suitable number on the scale). 

To a great Very 
extent Little 

12345 

Q. 12 What is the main business background of your company president? 
(please circle the most appropriate number on the scale). 

Background 
To a great 

extent 
Very 

Little 

a. Production 1 2 3 4 5 

b. Finance 1 2 3 4 5 

c. Marketing 1 2 3 4 5 

d. Personnel 1 2 3 4 5 

e. Others (please state) 

- 
1 1 2 3 4 5 

Q. 13/ /Over... 
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This section of the questionnaire concerns the company in its relation to 
the governmental authorities. 

Q. 13 In which of the following areas of decision making, and to what extent 
is your company controlled by governmental organisations? 
(please circle the most appropriate number on the scale). 

Areas of 
decision making 

To a great 
extent 

Very 
Little 

a. Investment 1 2 3 4 5 

b. Production 1 2 3 4 5 

c. Employment 1 2 3 4 5 

d. Pricing 1 2 3 4 5 

e. Advertising 1 2 3 4 5 

f. Purchasing 1 2 3 4 5 

g. Distribution 1 2 3 4 5 
h. Others (please state) 

1 2 3 4 5 

Q. 14 In your opinion, what governmental aid and policy are required to help 
the development and growth of the enterprise? 
(please rank in order of importance). 

a. Financial aid 
b. Technological aid 

c. Company's management independence 

d. Protection policies against imported products 

e. Marketing facilitating 

f. Others (please state) 

l.! 

Q. 15 Under the adoption of the economic open-Door policy, do you think that 
the reorganisation of economic General Organisations is likely to 
improve companies' management processes? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

/Over... 
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Q. 15 (Cont'd)... 

If YES, in what ways? (please rank in order of importance). 

a. Eliminating or relaxing the multiplicity of 
governmental control over company's management. 

b. Returning some of the transferred management 
function (i. e. the management functions which 
have been transferred to the governmental 
authorities) to the individual companies. 

c. Increasing management flexibility and decision 
making discretion to make it possible to 
manage in accordance with the conditions of a 
business environment. 

d. Others (please specify) 

If NO, what are the difficulties? (please write in) 

Q. 16 Do you think that the Open-Door policy has brought about fair competition 
between large companies and small companies? (please tick one box). 

a. Yes 

b. No 

Co Don't know 

If YES, in what ways (please rank in order of importance). 

Both of them have enjoyed equally: 

a. tariff concessions 
b. financial facilities 

ce technological facilities 

d. marketing facilities 

e. Others (please specify) 

Q. 17/ /Over... 
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Q. 17 In the light of the Open-Door policy, 

a. What are. the benefits, if any, which your company 
has gained due to its small size compared with other 
large companies? (please write in). 

b. What are the problems, if any, which your company 
has faced due to its small size? (please write in). 

....................... 
........ ........ .... .......... ..... .................... . 

This part of the questionnaire deals with the applicability of marketing con- 
cepts and techniques in small companies within the Egyptian situation. 

18 To what extent do your agree or disagree with the following statements? 
(please circle the most appropriate number on the scale). 

Statements Strongly Strongly 
A ree Disagree 

a. The applicability of the 
marketing approach is not 
confined to specific 
size(s) of firms. 1 2 3 4 5 

b. Modern marketing concepts 
and techniques are appli- 
cable only in big companies. 1 2 3 4 5 

c. The application of the mar- 
keting philosophy is a must 
for all companies regardless 
of size. 1 2 3 4 5 

d. The application of the mar- 
keting concept is more 
important for small companies 1 2 3 4 5 

e. Modern marketing techniques are 
too expensive to be practised 
by small companies. 1 2 3 4 5 

f. The core problems of small 
firms are in finance and pro- 
duction. Marketing and 
concerns with customers are 
subordinated to finance and 
production. 1 2 3 4 5 

g. The application of the mar- 
keting philosophy is necessary 
since Egypt is an Islamic 
country. 1 2 3 4 5 

1 0.19/ lover..,, 
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Q. 19 To what extent do you think smaller companies in Egypt can apply the 
following marketing practices? 
(please circle the most convenient number on the scale). 

Marketing Practices To a great 
extent 

Very 
Little 

a. Marketing research 1 2 3 4 5 
b. New product development 1 2 3 4 5 
c. Market segmentation 1 2 3 4 5 
d. Sales forecasting 1 2 3 4 5 
e. Customer service 1 2 3 4 5 
f. Advertising 1 2 3 4 5 
g. Sales promotion and 

public relations 1 2 3 4 5 
h. Salesmen training and 

motivation 1 2 3 4 5 
i. Credit policy 1 2 3 4 5 

Q. 20 For each of the following statements, please circle the most appropriate 
number on the scale which best expresses the extent to which you agree 
or disagree regarding the Open-Door policy. 

Statements Strongly- Strongly 
Agree Disagree 

The adoption of the Open- 
Door policy is likely to: 

a. increase the degree of 
competition, and hence, 
product development 1 2 3 4 5 

b. create unfair competition 
between the joint ventures 
and domestic public com- 
panies since the former 
enjoy tax and tariff 
concessions not available 
to the latter. 1 2 3 4 5 

c. enable small companies 
to compete with big 
corporations. 1 2 3 4 5 

d. be consistent with 
Islamic teachings regard- 
ing marketing practices. 1 2 3 4 5 

le. help in solving the pro- 
production problems (eg. 
raw material procurement) 
for all companies regard- 
less of size. 1 2 3 4 5 

f. facilitate the financial 
function for all firms 
regardless of size. 1 2 3 4 5 
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Q. 21 In your opinion, what are the main reasons which may hinder the 
application of modern marketing concepts and practices in the 
Egyptian business companies? 
(please rank in order of importance) 

a. Lack of the Western managerial and marketing 
know-how. 

b. Low level of per capita income 

c. Less faith in marketing 
d. Small size of company 

e. Existence of a seller's market for most products 
f. Shortage of able professional marketing staff 
g. Absence of competition 
h. Lack of proper understanding of Islamic doctrines 

concerning business objectives and philosophy 
Q 

i. Others (please state) 
F7 

Q. 22 What, in your view, are the main objectives and obligations of 
Islamic teachings in the following areas? 
(please write in; if appropriate put 'no opinion'). 

a. Product 

b. Pricing 

co Availability of products 

d. Advertising and public relations. 

Q. 23/ /over... 
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This part of the questionnaire is concerned with the marketing practices 
of the Egyptian small companies. 

Q. 23 Does your company carry out systematic marketing planning? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, is this short-term planning (up to one year) or long-term 
planning (more than one year)? (please tick one box below) 

a. Short-term 

b. Long-term 

c. Don't know 

If NO, in your opinion what are the main reasons behind the 
neglect of planning? 
(please rank in order of importance) 

a. Poor secondary data available 

b. Small size of the firm 

c. Planning is too expensive 
d. Less faith in planning due to the Q difficulties of proper forecasting 

e. Moslem managers believe that all 
affairs of the organisation, 
individuals and all else have been 
worked out by Divine Will. Q 
Planning and all else cannot alter fate. 

f. Others (please state) 
El 

Q. 24/ /over ... 
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q, 24 Do you have any quantitative targets for your: 
(please tick all points that apply and rank in order of importance). 

a. Sales? Yes No Don't know 

b. Profits? Yes No Don't know 

c. Growth? Yes No Don't know 
d. Market Share? Yes No Don't know L-j 
e. Others? (please state) 

El 

If YES, please continue with Q. 25; otherwise, go to Q. 26. 

Q. 25 Do you assess your periodical achievements of these targets? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

Q. 26 Does your company operate in a competitive market? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, please continue with Q. 27; otherwise, move to Q. 31. 

Q. 27 Please specify the sources of the competition. 
(Decide on all that apply and rank in-order of importance). 

a. Large Public Sector companies 

b. Small Public Sector companies 

c. Large Egyptian owned private companies 
d. Small Egyptian owned private companies 

e. Foreign companies working in Egypt 

f. Imported products 

g. Others (please specify) 

U 

p. 28 Do you think this competition affects your activity and hence 
decreases your market share? (please tick one box below). 

a. Yes 

b. No 

c. Don't know 

Q. 29/ /Over... 
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Q. 29 In your opinion, what special advantages do your competitor3 enjoy? 
(please rank in order of importance) 

a. Brand name 
b. Large scale of operation 

c. Small scale of operation 

d. Customer service 

e. Product quality and differentiation 

f. Delivery and distribution system 

g. Price 

h. Advertising and promotion 

i. Others (please state) 

0.30 In what ways does your company attempt to counteract the competitive 
factors you checked above? (please rank in order of importance) 

a. Product quality and differentiation 

b. Good public relations 

9 

c. Concentration on relatively few important 
customers. 

d. Identifying customers' needs and adapting 
the product line to meet these needs 

e. Low price 
f. Customer service 

g. Others (please specify) 

0.31 In your opinion, what specific reasons are responsible for creating a 
non-competitive market in Egypt? (please rank in order of importance) 

a. Low level of per capita income 
a 

b. Producers work under the conditions of a 
seller's market (i. e. demand exceeds supply) 

c. Protection policy against imported products 

d. Monopolistic state resulting from dominance 
of some large companies 

17 

e. Centrally planned economy where most major 
decisions regarding production, investment, 
pricing and the like have been transferred 
to governmental authorities 

f. Others (please specify) 
El 

0.32/ /over ... 
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Q. 32 Does your company systematically undertake any marketing research? 
(please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, in what ways? (Please rank in order of importance). 

a. Informally 

a. Discussion with some business acquaintances 
who have experiences of a particular market 

b. Discussion with customers 

D 

c. Others (please specify) 

El 
2. Formally 

a. Governmental publications analysis 
b. Analysis of company's records 

c. Field research 
d. Others (please specify) 

Q 

Q. 33 In the case of field research, is this task mainly conducted by the 
company or by outside organisations? (please tick all that apply 
and rank in order of importance). 

a. By the company 
b. By specialised outside organisations 

c. Others (please specify) 

Q. 34/ /Over... 
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Q. 34 In which of the following areas does your company carry out marketing 
research? (please rank in order of importance) 

a. Target market analysis (i. e. customers' 
needs, wants and behaviour) 

b. Analysis of the competitive strengths 
and weaknesses of existing products 

c. New product development 

d. Market segmentation studies 

e. Forecasting the market share of the company 
f. Forecasting the market share of main 

competitors 

g. Employees' motivation research 

h. Suitability of location appraisal 

i. Others (please specify) 

Which of the following reasons best explains not doing any marketing 
research (please rank in order of importance). 

a. Existence of a seller's market and hence 
marketing research is not important 

b. The company is small 

c. Marketing research is too expensive 
d. Lack of marketing research facilities 

e. Poor sources of information 

f. Others (please specify) 

7 
Q. 35/ /Over... 
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Q. 35 To what extent do you agree with the following statements? 
(please circle the most appropriate number on the scale) 

Statements 
Strongly 

agree 
Strongly 
disc ree 

a. The watchword for manage- 
ment must often be 
'innovate or die'. 12 345 

b. Any business enterprise 
has two - and only these 
two basic functions: 
marketing and innovation. 12 345 

c. Companies spending the 
most on new product develop- 
ment enjoy the greatest 
rates of growth. 12 345 

Q. 36 To what extent would you say your company's growth depends on the following! 
(please circle the most convenient number on the scale) 

Factors To a great 
extent 

Very 
Little 

a. Existing products 12 3.4 5 

b. New products 12 345 

c. Others (please state) 
12 345 

Q. 37 Could you specify the main factors influencing your company's decision 
to introduce new products to the market? 
(please rank in order of importance) 

a. Differentiating our products from competitors 

b. Contributing to economic development in accordance with 
Islamic teachings 

c. Satisfying the identified customers' needs and wants 
in a better way 

d. Utilising new ideas to introduce more efficient products 
which cost less to produce 

e. Others (please specify) 

El 

F7 
0 

0.381 /over ... 
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Q. 38 What are the main pricing objectives of your company? 
(please rank in order of importance) 

a. Realising a predetermined target market share 
b. Profit maximisation 

c. Covering the fully allocated costs as quickly as possible 
d. Countering the main competitors 

e. Yielding a predetermined return on investment 

f. Stabilisation of price and margin 

g. Monitoring demand 

h. Others (please state) 

F-1 

Q. 39 What are the major factors you consider in your pricing strategy? 
(please rank in order of importance) 

a. Competitors price 
b. Industry leaders price 

c. What customers can pay 
d. Cost plus 

e. Market conditions 

f. Others (please specify) 

0"4O Do you sometimes offer discounts to your customers? 

a. Yes 

b. No 

c. Don't know 

(please tick one box below) 

Q. 41/ /over ... 
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Q. 41 Do you assess. and revise periodically your pricing decisions? 
(please tick one box below) 

a. Yes 

b. No 

C. Don't know 

Q. 42 There are a number of alternative methods by which domestically produced 
goods can reach the customers. What type(s) do you use? 
(please rank in order of importance) 

a. Company---4 Agent Wholesaler > Retailer n, ) Customer 

b. Company -'> Wholesaler Retailer Customer 

c. Company -'a Agent -- Customer 

d. Company ) Retailer ) Customer 

e. Company -4 Customer 

f. Others (please specify) 

Q"43 What are the criteria upon which you have chosen the method(s) you 
checked above? (please rank in order of importance). 

a. The firm's scale of operation (firm size) 
b. Adequate control over the market 

c. Providing quick and adequate feed-back about the market 
d. Adequate trading area coverage 

e. Closer to customers 
f. Delivery and distribution costs 

g. Others (please specify) 

D 
Q. 44/ /Over... 
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q. 44 (a) In the case of using middlemen, what are the criteria upon which 
you selected individual channel members? 
(please rank in order of importance) 

a. Potential sales volume 
b. Customer service 

c. Trading area coverage 
d. Product lines carried 

e. Sales organisation 
f. Capacity of promotion and auxiliary service 

g. Financial strength to maintain inventories 
and credit 

h. Willingness to promote products 

i. Others (please specify) 

(b) What services do you offer to your middlemen? 
(please rank in order of importance) 

a. None 

b. Promotional aid 

c. Credit 

d. Salesmen training 

e. Others (please state) 

Q, 45 Did your company engage in any advertising through an overall 
advertising plan? (please tick one box below) 

a. Yes 

b. No 

c. Don't know 

If YES, please go to Q. 46. 

If NO, please state why not. (Rank in order of importance). 
Then, move to Q. 49. 

a. Advertising is too expensive. 

b. The small size of the firm 

c. Advertising is not effective 

d. Advertising is not important because of the 
dominance of the seller's market 

e. / /over ... 
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cant 
Q. 45 
cont'd e. Lack of effective advertising facilities 

El 

f. Less faith in advertising on the part of the ýI 
customers 

g. Advertising is wasteful and raises price of r1 
products 

h. Advertising gives a completely false picture 
of the quality of products 

i. Others (please state) 
El 

Q. 46 What are the main, goals of your company's advertising? 
(please rank in order of importance) 

a. To announce new product(s) 
b. To increase sales 

c. To support middlemen and obtain their support 
d. To improve image 

e. To maintain brand loyalty 

f. To help customers in locating the suitable 
products for their needs and bring them to 
their attention 

g. To counteract competition 
h. Others (please state) 

Q. 47 On what basis do you designate the amount of finance allocated to 
advertising? (please tick one box below) 

a. Objective and task method 
b. A percentage of sales method 

c. Competitive-parity method 
d. All that can be afforded 

e. An arbitrary method 
f. Others (please state) 

1-1 

Q, 48/ /over ... 
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Q. 48 Does your company assess the effectiveness of its advertising efforts? 
(please tick one box below) 

a. Yes 

b. No 

C. Don't know 

If YES, in what methods? (please state) 

p. 49 In which of the following methods of promotion does your company engage? 
(please rank in order of importance) 

a. None 

b. Sales promotion 

c. Publicity 

d. Public relations 

e. Personal selling 
f. Others (please specify) 

F7 
Q. 50 How do you develop and motivate your employees, especially the sales 

force? (please rank in order-of importance). 

a. Training: 

- sales methods 

- public relations 
b. Bonus payment on results 

c. Promotion 

d. Others (please state) 

D 
Q. 51/ /Over... 
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Q. 51 Position of respondent: ............................................... 

Q. 52 Number of employees and workers: 

Full time: .......... Part time: .......... Total: .......... 

0.52 Capital employed: ..................................................... 

Q. 53 Are there any other points on this subject which you feel should have 
been covered? (please write in). 

THANK YOU FOR YOUR CO-OPERATION 
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