Cranﬁeld

UNIVERSITY
School of Management

Cranfield School of Management
Cranfield, Bedford MK43 0AL
United Kingdom

Tel +44 (0)234
Fax +44 (0) ﬁ{m\
Al
~d
o

Telex 826559 ANG

UBRARY ;

4

VA
K 6':) f’)//

< -

SWP 26/93 CONSUMERS AND GROCERY BRANDS: SEARCHING
FOR ATTITUDES - BEHAVIOUR CORRESPONDENCE
AT THE CATEGORY LEVEL

DR SIMON KNOX
Marketing Group
Cranfield School of Management

The Cranfield School of Management Working Papers Series has been running since 1987, with
approximately 350 papers so far from the eight academic groups of the School: Economics; Enterprise;
Finance and Accounting; Human Resources; Information Systems; Marketing and Logistics; Operations
Management,; and Strategic Management. Since 1992, papers have been reviewed by senior members of
Saculty before acceptance into the Series. A list since 1991 is included at the back of this paper.

For copies of papers (up to three free, then £2 per copy, cheques to be made payable to the Cranfield
School of Management), please contact Mrs Val Singh, Research Administrator, at the above address.

Copyright: Knox, 1993
ISBN 1 85905 031 X



BIOGRAPHY S

DR SIMON KNOX BSC PhD
Simon is a Senior lecturer in marketing at the School of Management, Cranfield Institute of
Technology. After graduation, he followed a career in international food marketing with
Unilever Plc. He regularly contributes papers to international conferences and publishes in
the area of consumer behaviour and branding. He has recently been appointed Director of

the Centre for Marketing Relationships at the School.



CONSUMERS AND GROCERY BRANDS:

Searching for Attitude - Behaviour Correspondence
he Cate Level

by Dr Simon Knox

ABSTRACT

During 1983 there was a national water strike in the UK. As a result, sales of bottled
mineral water leaped by over fifty percent within a year and, each year since then, volume
growth has been sustained at well over ten percent. In the last few years, sales of these
brands through supermarkets have begun to significantly outweigh the traditional market
channels of pubs, restaurants, bistros etc. and a plethora of own-label brands have become
well-entrenched in the market. All the evidence suggests that a mass-market has evolved
from the niche market established by Perrier in London during the 1980s. According to
Leo Burnett Advertising, the Perrier Agency, the brand was originally positioned to appeal
to image-conscious trendies and the advertising created to reflect life-style, fashion and
success. Mineral water was established as an expressive product; one which lent itself to
demonstrations of status amongst the cognoscenti.

Given the way that the market has evolved and radically altered with new competition and
new distributive channels, I was interested to find out if consumers still saw the brands in
this way. So, the primary research task was to determine the saliency of both normative
and behavioural beliefs amongst users, arguing, a priori, that product-derived benefits
would now significantly outweigh the influence of social conspicuousness as the main
reason for consumption.

Despite its recognised limitations, the Extended Fishbein Model (E.F.M.) was selected to
measure both beliefs about drinking mineral water and its social consequences. Once the
model had been validated, the data was then disaggregated into four respondent cells based
upon consumption criteria. Using principal components analysis, I was then able to look at
the degree to which product-performance beliefs and social norms variously influenced
each group. Differences in the balance of behavioural influences were detected across
heavy, medium and light users. These differences were particularly marked when
contrasted with non-users of the product category.

Finally, using median tests the researcher looked for attitude-behaviour consistency across
groups. Using evaluations of product-performance beliefs, it was possible to demonstrate
an extraordinary degree of correspondence which would seem to signpost that the
behavioural characteristics of consumers directly determine the saliency of their attitudes
held about mineral water consumption. Further managerial conclusions are drawn out from
the research findings, accepting the limitations of small-sample research and the validity of
multiple regression analysis.



European Consumption of Mineral Water »5“" 17y Q
Since the second world war, mineral water markets have been sumg&ﬁuypmte:;;

in Western Europe and the USA. France leads the world in consumption of rr}\@'al wate
, 2
at 72 litres per capita (Table 1) and remains the leading producer:

Table 1: Per Capita Consumption of Mineral Water (litres)

Country Litres
France 72
Belgium 54
Italy 54
Spain 20
USA 20
Holland 9
UK 2

Some 70% of French people regularly drink the product. However, since the early
1980s domestic sales of both the sparkling and still water have remained static. During this
time, exports of both products from France have grown dramatically, spearheaded by the
Source Perrier Company, which is the market leader with a product portfolio of some 15
brands including Perrier, Volvic and Buxton!. In the USA, Perrier accounts for about
86% of all imported water and is market leader with a 30% share (Financial Times 1988).
Source Perrier has also been instrumental in developing the UK market. Since 1972, when

Perrier (UK) was formed, the UK market has been dominated by Source Perrier brands.

Mineral Waters in the UK
During the 1970s, Perrier built the market almost single handed, aided by the "Eau
so successful" advertising campaign devised by Leo Burnett. By the early 80s, there were

five major competitors each contributing to advertising spend and stimulating market

growth (Table 2).

1 Prior to the acquisition of the company by Nestlé in 1992. Currently, some of these brands are being sold
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In 1983 there was a major marketing windfall, a national water strike, which caused
the market to leap by almost 50% in one year. At the same time, the market began to
segment on a price basis, as the premium brands gained national distribution through

grocery outlets and own labels were introduced.

Table 2: The UK Mineral Water Market (Million litres)

Year Litres
1980 25
1982 34
1984 65
1986 105
1987 150
1989 300
1991 430

Source: BDAS/Natural Mineral Water Association

Whilst product life-cycle theory suggests that volume growth will inevitably slow
down, Perrier estimate that the average Briton will be drinking twenty litres of bottled
water a year by the turn of the century (Super Marketing 1993). Currently, some 60% of
UK consumers drink sparkling mineral water either in their own home or out at a pub,

restaurant etc. (Super Marketing 1992).

The UK Consumer and Derived-Brand Benefits

Forty-one per cent of UK mineral water is consumed by Londoners. This may be
due to the fact that the original "eau” campaign was targeted at “image-conscious trendies”
who saw mineral water as a status symbol (Source Perrier 1987). Perrier was associated
with life-style, fashion and success. The press and poster campaign was London and
Southern-based to complement the distribution channels which were primarily through the
on-trade: hotels, bistros, restaurants and pubs. Thus, the intention was to establish

mineral water as an expressive product; one which lends itself to demonstrations of status.



As the distribution base broadens (56% of national sale are distributed through
major multiples [Mintel 1988]), a mass market has developed from the niche position
previously occupied.

There is also considerable evidence to suggest that other environmental and social
factors are contributing to structural change. Thompson writes "... there has been an
increased awareness of the fact that tap drinking water has been subjected to multiple
recycling; concern about chemical additives (to tap water) such as fluoride; worries about
the effects of industrial and farming pollution and changes in drinking habits with younger
people looking for alternatives to spirits” (Financial Times 1986). Richard Foulsham,
Managing Director of the BSN Groupe, has suggested that the drink-drive factor has
contributed significantly to the increased sales of mineral water. He concludes that this is
due to a psychological shift in consumers' perceptions of soft drinks as acceptable
alternatives to alcohol (Marketing Week 1986).

If one accepts the premise that bottled mineral water has now evolved from niche
branding to mass market, one also needs to recognise that consumers' attitude towards the
brands and their perceived benefits are likely to have shifted with increased product
availability. Under these market penetration conditions, the brands are likely to be
perceived as having less status value and more instrumentality (i.e. benefits derived from
personal satisfactions). Clearly, this typology is unlikely to be mutually exclusive since
many brands offer both expressive and instrumental benefits. However, it is my contention
that there has been a shift in consumer buying behaviour, attitude and intention which
places the product category ﬁrmiy towards the instrumental end of this continuum.

The purpose of my research was to carry out an exploratory market study to test this
hypothesis by constructing and validating a multi-attribute model of the product category.
A further research task was to disaggregate the data by user group so that consistencies in
attitude-behaviour correspondence could be traced. Should the data reveal directional
consistency (viz. heavy user to non-user ), then the research could provide timely
contributions to the contemporary debate about the extent of consumer information

processing surrounding grocerv brands of thic tvne (MeWilliam 1001\



The Role of Attitudes in Influencing Consumer Behaviour

Traditional marketing research appears to be based on the assumption that an
understanding of consumers' attitudes will provide some guidance as to likely behaviour,
albeit a knowledge of attitudes will not guarantee a reliable forecast of a specific type of
behaviour. Whilst there has been a considerable amount of research into this relationship
(e.g. Day and Deutscher 1982), the fact that "attitude” has been defined in over 100
different ways (Fishbein 1967) undermines much of the categorical analysis of the attitude-
behaviour relationship. The most widely accepted definition of attitude is that from
Allport:  "learned predispositions to respond to an object or class of objects in a
consistently favourable or unfavourable way".

The framework generally held for understanding attitudes is based upon three
components, i.e. cognitive (beliefs about the particular object), affective (feelings or
evaluation regarding the attitude object) and conative (behavioural tendencies towards the
object). The relationship between differing patterns of these three components is thought to
characterise the nature of attitude (Krech and Crutchfield 1962). Consideration of market
research procedures shows that attitude measurement techniques tend often to be
unidimensional scalings of either beliefs about brands or evaluations of brands (Sampson
and Harris 1970). Also, these measures often focus upon consumers' attitudes towards
brands, rather than their attitudes towards buying the brand (cf. Levitt's classic observation
in 1970 that industrial purchasers buy quarter inch holes, not quarter inch drills).

In developing the Theory of Reasoned Action, a new era of attitude research was
introduced by Fishbein and Ajzen (1975, 1980) who stressed the difference between
attitude and belief (i.e. the probability of the object having a specific relationship with
some other object or value). They viewed attitude as an unidimensional concept based
upon the amount of affect for an object and define attitude as a "learned implicit response
that mediates evaluative behaviour”. They also argued that researchers need to study four
variables to better understand consumer behaviour: actual behaviour, behavioural

intentions, attitudes and social norms. In the model (the Extended Fishbein Model) they



postulate that overall behaviour can be inferred from behavioural intention which is a

function of:-
1. the individual's attitude toward performing the behaviour in a given situation.
2. the norms governing that behaviour in that situation and the person's motivation to

comply with these norms.

So, the model takes the form:

B = BI = W1 [Attitude to act] + W2 [influencing norms] + E 1)
Attitude to act (Aact) = 2% bie; )
Influencing norm (SN) = Zj (nbj) (mcj) 3)

Where: B = actual behaviour

BI = behavioural intention
b; = salient belief about an outcome of the behaviour
¢ = evaluative aspect of the possible outcome (i.e. relative

desirability of each outcome)
nb; = normative belief i.e. respondents’ belief about what salient

referents would advise

mg; o= motivation to comply with the wishes of the referent
Wi, W2 = weighting factors (Beta weights)
E = residual term

From a marketing perspective, this model is very apposite since it evaluates an
individual's attitude towards consuming or purchasing a product rather than their attitude
towards the product itself. Whilst someone may have a very positive attitude towards a
Porsche, there may be a negative attitude towards purchasing because of price. Further, by
including the effects derived from salient referents, the model can offer a broader account
of behavioural influences.

The virtue of this model is that it tries to simplify the complex process of consumer

behaviour. However, it is not without its weaknesses. The first is the assumed relationship



between behavioural intention and actual behaviour. As the time between measurement of
intentions and actual behaviour increases, factors can intervene to change the original
intention. Factors that can weaken the assumed relationship include unforeseen situational
and environmental events as well as the response to new information. Secondly, if
consumers feel a low level of involvement with the product category, they are only likely
to have a few weakly-held beliefs in memory on which to base their attitudes and
behavioural intentions. There is then the danger that these intentions remain transitory and,
as a result, may vary as time elapses. Thirdly, there is the problem that both the attitude
and the normative beliefs may relate to the same influencing source which complicates any
attempt to identify whether Aact or SN primarily determines the behavioural response. As
a consequence, several studies have been critical of the value of the Extended Fishbein
Model (see Wilkie 1986 for details). In contrast, others have shown the model to have
good predictive validity in both the laboratory (Bonfield 1974, Wilson et al. 1975) and the
market place (Ryan and Bonfield 1980, Tuck 1973).

Despite the limitations of the Extended Fishbein Model, it was selected for this
research as it can be readily constructed and validated in the context of the proposed

hypotheses and measurement criteria.

The Research Hypotheses
Since the purpose of the research was to utilize the E.F.M. to provide a measure of

the relationship between consumer behaviour, attitudes and social influences in the mineral

water market, it was first neceésary to establish the model's predictive validity (Hy) before
any such component analysis (Hy and H3) could be applied with confidence. Thus, our
research hypotheses can be summarised:

H;  That the EFM is a valid predictor of consumption behaviour in the mineral
water market, accounting for more than 60% of the variance in behavioural
intentions.

Hy That the perceived benefits derived from consumption stem from personal

satisfactions rather than from the effects of sncial conenicenancnece



H3  That the strength of these perceived benefits increases with consumption, i.e.
that attitude-behaviour correspondence is observed.
METHODOLOGY
Individual Depth Interviews
In order to elicit behavioural and normative beliefs regarding the drinking of bottled
water, 25 in-depth interviews were carried out amongst respondents using a free response
format. Eighty per cent of the sample were female and 25 years old or more; sixty per
cent were in the C1 C2 socio-economic category. Twenty per cent of interviewees were
drawn from non-users aware of the product category. Modal attitudinal and normative
beliefs were identified as outlined by Fishbein and Ajzen (1980); in total, there were 12
salient attitudinal beliefs and 7 salient referents derived by data reduction of the twenty five

taped interviews. These belief statements are listed below in figure 1.

Figure 1: Attitudinal beliefs and salient referents

Attitudinal beliefs

Drinking bottled water ....

1. Provides a source of water free from impurities
Provides a drink free from additives
Provides a drink which is alcohol-free
Provides a refreshing drink

Gives me a drink with no calories

2

3

4

5

6. Provides a drink which is healthy
7 Provides a non-alcoholic drink when driving
8 Will help me control my weight

9 Offers an alternative taste to soft drinks

10.  Tastes the same as drinking tap water

11.  Provides a mixer with other drinks

12.  Is a waste of money



Normative beliefs

Referent influences include:

13.  The family

14.  The doctor

15.  Close friends

16.  Articles in the press

17.  Advertisements on TV

18.  Media personalities

19.  Fellow members of sporting and social groups
Main Survey Sample

One hundred subjects for the main study were drawn from the Anglian TV region at

three sampling points. The region was selected for two main reasons:

1.

According to the "Which" report on tap water, the region does not meet EEC
standards for principle drinking water pollutants.

The region now has a higher overall level of bottled water consumption per capita
than London or Southern TV areas (Mintel 1988).

It was thought likely that in this area of the coimtry, the sarﬁple population would

hold beliefs about the consumption of bottled water which reflected both instrumental and

socially-derived benefits.

A stratified, quota sampling technique was used to ensure that four user groups

(heavy, medium, light and non-users) were included. In the event, the researcher was able

to recruit 25 respondents into each of these four cells. The sample was weighted towards

women ABs in the 25-44 age group, identified by Mintel Market Intelligence (1988) as

being the highest consuming categories. No attempt was made to differentiate between

individual brands or water types (still or carbonated).



Measuring Behaviour and Behavioural Intentions (BI)
The Dependent Variable

Behavioural intention was measured amongst users and non-users by asking how
often respondents intended to drink bottled water in the next month. Each respondent was
then placed into one of ten consumption categories based upon the Mintel classification.
These ten behavioural categories were used as a basis for constructing a behavioural
intention index, corresponding to the BI component in equation (1). As a cross reference,
respondents were also asked how often they drank bottled water at present [B in equation
(1)]; there was very little difference between stated current behaviour and intentions over
the stated time period. (It would have been more rigorous methodologically to measure
behaviour by collecting labels or empty bottles after a one month period but time did not
permit in this exploratory study). The questionnaire was administered over two weeks

during the summer period so that any seasonal influences on consumption would not vary

significantly.

Analysis

The raw data was analysed in two phases. Firstly, regression analysis was carried
out and regression correlations (R) and their corrected values (R%) were computed using
Minitab. In addition, summed scores for Aact (equation 2) and SN (equation 3) were also
calculated using this software.

Secondly, disaggregate gnalysis was carried out on the attitudinal data using SPSS
so that the characteristics of discrete user groups could be identified and attitude-behaviour

correspondence between groups examined.

Results and Discussion
Initially, it was necessary to determine the extent to which the EFM could predict
behavioural intention since the validity of subsequent data analysis was dependent upon

predictive ability. Table 3 shows the beta weights and multiple regression coefficients

obtained for the model specified in ennatinn (1) and  alen  Fac ecn a3z s



incorporating the attitudinal and normative components separately. In the full model,
attitudinal and normative components together accounted for 75% of the variation in
behavioural intention. In the other two models tested, attitude alone accounted for 72% of

the variation in behavioural intention whilst subjective norm alone accounted for 47% of

the variation.

Table 3: Regression Analysis Results

REGRESSION MODELS AVERAGE AVERAGE AVERAGE |CORRECTED
REGRESSION [REGRESSION | MULTIPLE AVERAGE
BETA.Wt.W1 [BETA.Wt,W2 R R?
Bl = WlAact+W2SN+E 0.72%* 0.17 0.87** 0.75
BI = W1Aact+E 0.85%* - 0.85%* 0.72
Bl = W2SN+E - 0.69** 0.69** 0.47
** p <0.05

With regard to the intention to consume mineral water, the EFM was thus shown to
have good predictive power (accepting the assumption that multiple regression models can

be used for predictive purposes):
H1 is shown to be valid

The relative magnitudes of the beta weights W1 (0.72) and W2 (0.17) in the full
regression model (Table 3), suggest that attitudes influence the behavioural intentions about
drinking bottled water more strongly than normative influences. This is borne out by the
correlations of the two independent variables (Aact and SN) with BI (see second and third
models in Table 3). R? values of .72 and .47 respectively were obtained for these
component contributions when assessed individually. In consumer behaviour research, it
seems reasonable to assume that differences in predictive usefulness (as measured by beta

weights) for normative vs. attitude beliefs will reflect the degree of social conspicuousness

vs. the need for nerconal caticfactinn with nraduct narfarmanca Ranrma 1064 Cahan and



Barbar 1970). In this instance, the attitudinal component significantly outranked the
normative component from which one can infer that these brands are now drunk primarily
for "instrumental” rather than "expressive" reasons. Whilst the researcher has no empirical
evidence to suggest that the reverse was true during the early 1980s, the historical
development of the advertising and distribution strategy suggests that this was the

underlying assumption of the manufacturers.

H2 is shown to be valid

Differentiating between user groups

To assess whether the different groups of respondents (i.e. non-users, light, medium
and heavy users) considered the same basic dimensions to formulate their behavioural
intentions, a principal components analysis of the beliefs and social norms that influence
their consumption was undertaken. This technique is a powerful data reduction device and
has also been used in several research projects to determine the key attributes of different
consumer groups (see Churchill 1983 for details). For each of these four respondent
groups, attention was focused on the matrices of the 25 cases x 19 variables (i.e. the 12
elements of the beliefs about drinking mineral water and the 7 social norms). Correlations
between these 19 variables were calculated and, using the SPSS suite of programs, these
four correlation matrices were subjected to principal components analysis.

Examination of the non-rotated component loadings did not provide a particularly
illuminating picture, so a Varimax rotation was applied to those components with
eigenvalues greater than one, (between 6 and 9 components depending on the respondent
group). For each of the four respondent groups, it was found that the first five components
explained approximately 60% of the variance. To interpret the meaning of these
components, only those variables that had the highest loadings on each of the rotated
components were considered. Table 4 summarises these high-loading variables for each of

the four user groups.



A visual inspection of the variables shows that there are similarities across the three
user groups (e.g. the alcohol-free, additive-free nature of the brands) which clearly
distinguish users from non-users since the latter group do not recognise these benefits.
Indeed, non-users appear to hold only weak or negative beliefs about mineral water brands
in general. What is really interesting, though, is that non-users appear to be strongly
influenced by social norms whilst heavy users, with a wide repertoire of product-derived
beliefs, show much less reliance upon these influences. For instance, the behavioural
intentions of non-users are strongly influenced by the press, close friends, media
personalities and TV ads; product-derived beliefs are very limited. By contrast, heavy
users hold broad-ranging beliefs about these brands which include value for money,

healthy, impurity- and alcohol-free. Their normative influences appear more removed and

limited to social groups, the press and media personalities.

Table 4: Sources of Influences across User Groups

MINERAL WATER USER STATUS

Component Non-users Light Medium Heavy

1 Influenced by Refreshing and Additive- and Influenced by social

press. alcohol-free. alcohol-free. groups.
Influenced by press. Impurity-free.

2 Influenced by Influenced by TV A healthy drink and Alcohol-free.
friends and media advert and doctor an alternative to Influenced by press.
personalities. soft drinks.

Influeatial social
group.

3 Helps control Influential media Influential family. Influenced by media
weight. personalities. Refreshing and helps | personalities.

Additive-free. control weight. Healthy drink.

4 Influenced by TV Tap-water taste. Influenced by TV Tap-water taste.
advertisements. advertisements.

5 Waste of money but | | An alternative to Influenced by media | Alternative soft
is an alternative soft drinks and personalities and drink.
to soft drinks. helps control weight. | close friends.




Finally, Median tests were carried out for each of the twelve attitudinal beliefs so
that average scores amongst each of the four user groups could be determined and
consistencies (or differences) between groups investigated. What was particularly striking
about the between-group responses was the level of attitude-behaviour correspondence. For
example, eight of the twelve belief statements about brand benefits yielded median scores
that were significantly different across each group (p < 0.001); iency of attitudinal
beliefs increase with consumption. Accepting that attitudes are developed from these
evaluative beliefs, I have therefore concluded that consumer attitudes towards consuming

relatively low-involvement brands of this type are strengthened by usage.
H3 is shown to be valid.

Managerial implications

Recognising the limitations of small sample research, the results indicate that the
non-user and the heavy user of mineral water may be differentiated, with the former being
more concerned about their perceptions of influencing social norms rather than their
constellation of beliefs. These results would benefit from further testing amongst a larger
sample and, if replicated, they could help develop marketing strategies. For example, by
using qualitative research amongst non-users, the influence of social norms could be
explored and the marketing offering suitable altered (e.g. PR and sales promotions
strategies). Likewise, research could be undertaken amongst heavy users to assess whether
their beliefs about individual brands of mineral waters reflected the manufacturer's selling

proposition and a revised communications strategy suitably developed.

Conclusions
The present research was undertaken to test the efficacy of multi-attribute modelling
in predicting consumer behaviour and to study attitude-behaviour correspondence in the

mineral water market. It was argued from the extant marketing literature that the Extended

Fishbein Model would be annronriate far thic avnlamtam: eacaneah  TTadas ohn cmo 2o



which behavioural intentions and behaviour have been judged by the respondents, the
researcher has shown the model to have good predictive power. With the model measuring
both attitudes towards a given behaviour and the social influences, it has been possible to
discount the notion that the current market growth is based upon the "designer water”
concept since the evidence suggests that instrumental benefits are now more important than
status-derived values.

Principal components analysis indicated, however, that non-users were more
concerned about influential norms while heavy users had a constellation of beliefs about
mineral waters. For the heavier user, consumption appears based upon a risk reduction
process (drinking mineral water due to concerns about tap water pollution). Non-users do
not seem to value the benefits of mineral water and, while apparently aware of media
activity, are insufficiently predisposed to modify their behaviour.

This disaggregated data also provided convincing evidence to suggest that attitude-
behavioural consistency varied according to frequency of usage which lends further weight
to the notion that consumers adopt a behaviouristic approach to information processing and
the formation of stable attitudes towards these types of brands (see Krugman 1965, 1967
and Foxall 1990).

Whilst the researcher recognised that it was never the intention to measure
individual brand benefits (or derived benefits to be more precise), the salient beliefs do
appear to be highly generic to the market. The growth in own-label products and their use
of supplier brand names bears witness to this generic market idea. However, the forecasts
seem to be suggesting that market growth will continue in the short term and that household
penetration should also increase as uncertainty about tap water purity continues to be
reported in the media. Source Perrier, as the market maker and leader, continues to
provide an awareness function through its media advertising. Spadel, on the other hand,
has recognised the importance of associating its Spa brand with body purity and health; for
the last few years the company has had a black and white campaign in the quality press to

reinforce this positioning. It remains to be seen how effective Perrier are in arresting the



advances of brands that successfully communicate product-derived benefits now that a mass

market has evolved and "designer water" is a thing of the past.
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"The Top Executive Competencies Survey - A
Literature Review"

SWP 13/91 Mike Sweeney
"Determining a Technology Strategy for
Competitive Advantage”

SWP 14/91 Len Holden and Helen Peck
"Bulgaria, Perestroika, Glasnost and

SWP 15/91 Robert Brown & Andy Burnett
*Do we need Enterprising Graduates?”

SWP 16/91 lan Oram & Clare Tagg
"Using an IS Strategic Model to give a
Strategy for Teaching IS™

SWP 17/91 Len Holden
"Employee Communications in Europe"

SWP 18/91 Susan Segal-Horn
"The Globalisation of Service Industries"

SWP 19/91 David Ballantyne
"Coming to Grips with Service Intangibles,
using Quality Management Techniques”

SWP 20/91 Colin Armistead
"Resource Productivity in the Services Sector”

SWP 21/91 David Parker & John Burton
"Rolling back the State? : UK Tax and
Government Spending Changes in the 1980s"

SWP 22/91 Simon Knox & David Walker
*Involvement, Cognitive Structures and Brand
Loyalty: The Empirical Foundations for a
Unifying Theory”

SWP 23/91 David Ballantyne
"Internal Marketing, Collaboration and
Motivation in Service Quality Management”

SWP 24/91 Chris Brewster
"Starting again: Industrial Relations in
Czechoslovakia®

SWP 25/91 Cliff Bowman & Gerry Johnson
"Surfacing Managerial Patterns of Competitive
Strategy: Interventions in Strategy Debates”

SWP 26/91 Malcolm Harper
"Cooperatives and Other Group Enterprises:
What are the Critical Factors for Success? A
Survey of Informed Opinion."

SWP 27/91 Mike Sweeney
"The Strategic Management of Manufacturing:
From Waste to Haste"

SWP 28/91 Mike Sweeney
"How to Achieve Competitive Edge by
Simultaneous Process Engineering”

SWP 29/91 Mike Sweeney
"Towards a Unified Theory of Strategic
Manufacturing Management”



SWP 30/91 David Ballantyne, Martin Christopher &
Adrian Payne
"The Pathology of Company-Wide Quality
Initiatives: Seven Prescriptions for Failure”

SWP 31/91 Martin Christopher, Adrian Payne &
David Ballantyne
"Relationship Marketing: Bringing Quality,
Customer Service and Marketing Together”

SWP 32/91 Mike Fleming & Joe Nellis
"The Development of Standardised Indices for
Measuring House Price Inflation Incorporating
Physical and Locational Characteristics”

SWP 33/91 Cliff Bowman
"Charting Competitive Strategy"

SWP 34/91 Roland Calori, Gerry Johnson & Philippe
Sarnin
"French and British Top Managers'
Understanding of the Structure and the
Dynamics of their Industries: A Cognitive
Analysis and Comparison”

SWP 35/91 Michael Sweeney
"Manufacturing-Led Competitiveness: Use
Maths not Myths”

SWP 36/91 Robert Brown, Andrew Norton & Bill
O'Rourke
"Case Study - Beverley plc”

SWP 37/91 Malcolm Harper & John Hailey
"Management Development for Enterprise
Promotion: Non-Governmental Organisations
and the Development of Income Generating
Enterprise”

SWP 38/91 Shaun Tyson & Noeleen Doherty
"The Redundant Executive: Personality and
the Job Change Experience”

SWP 39/91 Yochanan Altman
"On Managing Volunteers - Absence of
Monetary Compensation and its Implication on
Managing Voluntary Organisations: The Issues
of Motivation, Control and Organisational
Structure. "

SWP 40/91 David Parker
"Privatisation Ten Years On: A Critical
Analysis of its Rationale and Results.”

SWP 41/91 Ian Oram
"Implications of an IS Strategic Model for IS
Development”

SWP 42/91 Shaun Tyson
"1992: An Investigation of Strategies for
Management Development”

SWP 43/91 Malcolm McDonald
"The Changing Face of Marketing"

SWP 44/91 Malcolm McDonald
"Teaching by Degrees”

SWP 45/91 Malcolm McDonald & John Leppard
"Marketing Planning and Corporate Culture"

SWP 46/91 Colin Barrow & Andy Burnett
"The Single Market and Small Growing
Companies in the UK: A Survey by Cranfield
School of Management"

SWP 47/91 Colin Barrow
"Key Staff Recruitment in Small Firms in the
UK: A Survey by Cranfield School of
Management”

SWP 48/91 Yochanan Altman
*Organisational Consultancy and Clinical
Psychology - The Meeting of Two Worlds"

SWP 49/91 John Hailey & Jon Westborg
“A New Role for Development Agencies:
Non-Government Organisations and Enterprise
Development”

SWP 50/91 Paul Burns & Christine Choisne
"The Attitudes of Small and Medium-Sized
Companies in Britain and France to the
Business Environment in the First Half of
1991

SWP 51/91 Paul Burns
"The European Market"

SWP 52/91 Shailendra Vyakarnam
"The Mismatch between Academic and
Practitioner Constructs of Ethics : Implications
for Business Schools”

SWP 53/91 Cliff Bowman
"Managenial Perceptions of Porter's Generic
Strategies”

SWP 54/91 Adrian Payne and Flemming Poufelt
"Increasing the Effectiveness of Mergers and
Acquisitions within the Management
Consulting Industry”

SWP 55/91 John Hailey
"The Small Business Sector in Developing
Economies"



SWP 56/91 Colin Armistead & Graham Clark
"Capacity Management in Services and the
Influence on Quality and Productivity
Performance”

SWP 57/91 Colin New
"World Class Manufacturing versus Strategic
Trade Offs”

SWP 58/91 Colin Armistead & John Mapes
"Supply Networks and the Changing Role of
Operations Managers”

SWP 59/91 Brett Collins & Adrian Payne
"Internal Services Marketing”

SWP 60/91 Andrew Myers, Mairi Bryce & Andrew
Kakabadse
"Business Success and 1992: The Need for
Effective Top Teams”

SWP 61/91 Malcolm McDonald
"Strategic Marketing Planning: A State of the
Art Review”

SWP 62/91 Malcolm McDonald
"Excellent Selling can Seriously Damage a
Company's Health”

SWP 63/91 Graham Clark & Colin Armistead
"After Sales Support Strategy: A Research
Agenda”

SWP 64/91 Graham Clark & Colin Armistead
"Barriers to Service Quality: The Capacity,
Quality, Productivity Balance"

SWP 65/91 Ariane Hegewisch
"European Comparisons in Rewards Policies:
The Findings of the First Price
Waterhouse/Cranfield Survey”

SWP 66/91 Andy Bailey & Gerry Johnson
"Perspectives of the Process of Strategic
Decision-Making"

SWP 67/91 Collin Randlesome
"East German Managers - From Karl Marx to
Adam Smith?"

SWP 68/91 Paul Burns & Christine Choisne
"High Performance SMEs: A Two Country
Study”

SWP 69/91 David Parker
"Ownership, Managerial Changes and
Performance”

SWP 70/91 Graham Elkin (Visiting Fellow) -
"Socialisation and Executive MBA
Programmes”

SWP 71/91 Shai Vyakarnam
*The New Europe from the Third World"

SWP 72/91 John Hailey
*Small Business Development in the
Developing World: An Overview of
Contemporary Issues in Enterprise -
Development”

SWP 73/91 Paul Burns
*Training Within Small Firms"

SWP 74/91 Paul Burns & Christine Choisne
"High Performance SMEs in Britain and
France: Strategies and Structures”

SWP 75/91 Robert Brown et al
*UK Tax Implications for the Small Business"

SCHOOL WORKING PAPERS
LIST NO 6, 1992

SWP 1/92 Mike Sweeney
"How to perform simultaneous process
engineering"

SWP 2/92 Paul Burns
"The Management of General Practice”

SWP 3/92 Paul Burns
“Management in General Practice: A Selection
of Articles”

SWP 4/92 Simon Knox & David Walker
*Consumer involvement with grocery brands”

SWP 5/92 Deborah Helman and Adrian Payne
*Internal marketing: myth versus reality?"

SWP 6/92 Leslie de Chernatony and Simon Knox
*Brand price recall and the implications for
pricing research”

SWP 7/92 Shai Vyakarnam
"Social Responsibility in the UK Top 100
Companies”

SWP 8/92 Susan Baker, Dr Simon Knox and Dr Leslie
de Chemnatony
*Product Attributes and Personal Values: A
Review of Means-End Theory and Consumer
Behaviour”



SWP 9/92 Mark Jenkins
"Making Sense of Markets: A Proposed
Research Agenda”

SWP 10/92 Michael T Sweeney and Ian Oram
. "Information Technology for Management
Education: The Benefits and Barriers®

SWP 11/92 Keith E Thompson (Silsoe College)
"International Competitiveness and British
Industry post-1992. With Special Reference to
the Food Industry”

SWP 12/92 Keith Thompson (Silsoe College)
"The Response of British Supermarket
Companies to the Internationalisation of the
Retail Grocery Industry”

SWP 13/92 Richard Kay
"The Metaphors of the Voluntary/Non-Profit
Sector Organising”

SWP 14/92 Robert Brown and Philip Poh
* Aniko Jewellers Private Limited - Case Study
and Teaching Notes"

SWP 15/92 Mark Jenkins and Gerry Johnson
"Representing Managerial Cognition: The
Case for an Integrated Approach”

SWP 16/92 Paul Burns
"Training across Europe: A Survey of Small
and Medium-Sized Companies in Five
European Countries”

SWP 17/92 Chris Brewster and Henrik Holt Larsen
*Human Resource Management in Europe -
Evidence from Ten Countries”

SWP 18/92 Lawrence Cummings
*Customer Demand for 'Total Logistics
Management' - Myth or Reality?"

SWP 19/92 Ariane Hegewisch and Irene Bruegel
"Flexibilisation and Part-time Work in
Europe”

SWP 20/92 Kevin Daniels and Andrew Guppy
"Control, Information Seeking Preference,

Occupational Stressors and Psychological
Well-being”

SWP 21/92 Kevin Daniels and Andrew Guppy
"Stress and Well-Being in British University
Staff”

SWP 22/92 Colin Armistead and Graham Clark
"The Value Chain in Service Operations
Strategy”

SWP 23/92 David Parker
*Nationalisation, Privatisation, and Agency
Status within Government: Testing for the
Importance of Ownership”

SWP 24/92 John Ward
" Assessing and Managing the Risks of IS/IT
Investments”

SWP 25/92 Robert Brown
*Stapleford Park: Case Study and Teaching
Notes"

SWP 26/92 Paul Burns & Jean Harrison
"Management in General Practice - 2*

SWP 27/92 Paul Burns & Jean Harrison
"Management in General Practice - 3"

SWP 28/92 Kevin Daniels, Leslie de Chernatony &
Gerry Johnson
"Theoretical and Methodological Issues
concerning Managers' Mental Models of
Competitive Industry Structures”

SWP 29/92 Malcolm Harper and Alison Rieple
*Ex-Offenders and Enterprise”

SWP 30/92 Colin Armistead and Graham Clark
*Service Quality: The Role of Capacity
Management”

SWP 31/92 Kevin Daniels and Andrew Guppy
"Stress, Social Support and Psychological
Well-Being in British Chartered Accountants”

SWP 32/92 Kevin Daniels and Andrew Guppy
"The Dimensionality and  Well-Being
Correlates of Work Locus of Control”

SWP 33/92 David Ballantyne, Martin Christopher,
Adrian Payne and Moira Clark
*The Changing Face of Service Quality
Management”

SWP 34/92 Chris Brewster
"Choosing to Adjust: UK and Swedish
Expatriates in Sweden and the UK"

SWP 35/92 Robert Brown, with Peter Cook et al
"Goldsmiths Fine Foods - Case Study and
Teaching Notes”

SWP 36/92 Mike Sweeney
"Strategic Manufacturing Management:
Restructuring Wasteful Production to World
Class”



SWP 37/92 Andy Bailey & Gerry Johnson
"An Integrated Exploration of Strategic
Decision-Making"

SWP 38/92 Chris Brewster
"European Human Resource Management:
Reflection of, or Challenge to, the American
Concept”

SWP 39/92 Ute Hanel, Kurt Volker, Ariane Hegewisch
and Chris Brewster
"Personnel Management in East Germany”

SWP 40/92 Lawrence Cummings
"Logistics goes Global - The Role of Providers
and Users"

SWP 41/91 Roger Seaton & Martin Cordey-Hayes
"Interactive Models of Industrial Technology
Transfer: A Process Approach”

SWP 42/92 Susan Segal-Horn
"The Logic of Intemational Growth for
Service Firms"

SWP 43/92 Mike Sweeney
"Benchmarking for Strategic Manufacturing
Management"

SWP 44/92 Paul Burns
“Financing SMEs in Europe: A Five Country
Study”

SWP 45/92 Robert Brown
"The Graduate Enterprise Programme - Has it
been Worthwhile?”

CRANFIELD WORKING PAPERS
List No 7, 1993

SWP 1/93 John Mapes
"The Effect of Limited Production Capacity on
Safety Stock Requirements for Periodic
Review Inventory Systems"

SWP 2/93 Shai Vyakarnam & Alison Rieple
*Corporate Entrepreneurship: A Review”

SWP 3/93 Cliff Bowman & David Faulkner
"Pushing on a String: Uncertain Outcomes
from Intended Competitive Strategies”

SWP 4/93 Susan Baker & Mark Jenkins
"The Role of Values in the Design and
Conduct of Management Research:
Perspectives on Managerial and Consumer

SWP 5/93 Kevin Daniels, Leslie de Chernatony &
Gerry Johnson
"Validating a Method for Mapping Managers'
Mental Models of Competitive Industry
Structures”

SWP 6/93 Kevin Daniels & Andrew Guppy
"Occupational Stress, Social Support, Job
Control and Psychological Well-Being"

SWP 7/93 Colin Fletcher, Ruth Higginbotham and
Peter Norris
"The Inter-Relationships of Managers' Work
Time and Personal Time"

SWP 8/93 Mike Sweeney
"A Framework for the Strategic Management
of both Service and Manufacturing

Operations”

SWP 9/93 Colin Armistead and Graham Clark
“The 'Coping' Capacity Management Strategy
in Services and the Influence on Quality
Performance”

SWP 10/93 Ariane Hegewisch
"Equal Opportuaities Policies and
Developments in Human Resource
Management: A Comparative European
Analysis"

SWP 11/93 Paula Stanley
"Service to the Courts: The Offender's

Perspective”

SWP 12/93 Mark Jenkins
"Thinking about Growth: A Cognitive
Mapping Approach to Understanding Small
Business Development”

SWP 13/93 Mike Clarke
"Metro-Freight: The Automation of Freight
Transportation”

SWP 14/93 John Hailey
"Growing Competitiveness of Corporations
from the Developing World: Evidence from
the South”

SWP 15/93 Noeleen Doherty, Shaun Tyson and Claire
Viney
"A Positive Policy? Corporate Perspectives on
Redundancy and Outplacement”

SWP 16/93 Shailendra Vyakarnam
"Business Plans or Plans for Business"”



SWP 17/93 Mark Jenkins, Eric le Cerf & Thomas Cole
"Defining the Market: An Exploration of
Marketing Managers' Cognitive Frameworks"

SWP 18/93 John Hailey
"Localisation and Expatriation: The
Continuing Role of Expatriates in Developing
Countries”

SWP 19/93 Kevin Daniels & Andrew Guppy
"Reversing the Occupational Stress Process:
Some Consequences of Employee
Psychological Well-Being"

SWP 20/93 Paul Burns, Andrew Myers and Andy
Bailey
"Cultural Stereotypes and Barriers to the
Single Market"

SWP 21/93 Terry Lockhart and Andrew Myers
"The Social Charter: Implications for
Personnel Managers™

SWP 22/93 Kevin Daniels, Gerry Johnson & Leslie de
Chernatony
"Differences in Cognitive Models of Buyers
and Sellers”

SWP 23/93 Peter Boey & Richard Saw
"Evaluation of Automated Warehousing
Policies: Total Systems Approach”

SWP 24/93 John Hailey
"Training for Entrepreneurs: International
Perspectives on the Design of Enterprise
Development Programmes"

SWP 25/93 Tim Denison & Simon Knox
"Pocketing the Change from Loyal Shoppers:
The Double Indemnity Effect”

SWP 26/93 Simon Knox
"Consumers and Grocery Brands: Searching
for Attitudes - Behaviour Correspondence at
the Category Level”

SWP 27/93 Simon Knox
"Processing Ideas for Innovation: The Benefits
of a Market-Facing Approach”

SWP 28/93 Joe Nellis
"The Changing Structure and Role of Building
Societies in the UK Financial Services Sector”



