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ABSTRACT

The purpose of this study is to explore marketing practices in Western

Canadian apparel manufacturing, with emphasis on the contribution of marketing
research to produét planning.

Chief executives of firms in metropolitan areas were asked to participate
in personal interviews. Mailed requests were sent CO randomly selected firms
in Winnipeg and Vancouver, while all firms meeting study criteria were approached
in Saskatoon, Calgary and Edmonton. The response rate in each city was about
thirty percent.

Semi-structured interviews focusing on characteristics and performance
of firms as well as research for product planning were conducted from December
1982 to March 1983. Responses, examined for content and context, were classi-
fied using categories developed from the framework of marketing. Chi-square
tests of association were used to test null hypotheses, using variables indi-
cative of company performance, characteristics and research use., Significant
associations (p 2 0.05) were found between short-term changes in employment
and such research activities as use of channel members, sales informatiom, sales
estimates and market trend research. Short-term employment changes were.also
significantly associated with import activity and product mix diversity. Long-~
term employment changes were associated with managers' perceptions of the
importance of systematic research. Perceptions of the importance of both
gsystematic and intuitive planning were significantly associated with long-term

changes in dollar value. Perceived importance of systematic research was also



associated with firm size.

The data suggest that surveyed firms rely chiefly on the casual flow of
information from other channel members. Manufacturer's marketing orientation
is actually industrial because of their heavy rgliance on retail approval.

Results'suggest that firms favoring a systematic research approach per-
form better than those which use mostly casual information. Successful>manaﬁ
gers do, however, consider both intuitive and systematic decisions important
to planning.

The results also indicate that increased use of consumer research and
revisions in sales information processing lead to a reduction in planning
errors. Additional studies are needed to further explore special research

problems of apparel firms and fashion marketing decision dynamics.
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CHAPTER 1

INTRODUCTION

1.1 CENERAL STATEMENT OF THE PROBLEM

Economic conditions in the eighties demand that marketers, to be
successful, use all available tools for developing marketing strategies.
In addition to supplying goods and services to target markets of consum:r
segments, the marketer must plan and evaluéte the marketing mix. Marketing
research and marketing information systems are tools for this planning and
evaluation.

Marketing reseérch has been defined as '"the systematic gathering,
recording, and analyzing of data about problems relating to the marketing
of goods and services' (Marcus et al. 1975). Marketing research is usually
conducted to gain specific information about recurrent OX nonrecurrent prob;
‘lems. 1In contrast, a marketing information system, or MIS, is a "structured
interacting complex of persons, machinés, and procedures designed to gener-
ate an orderly flow of pertinent information, collected from intra- and
extra-firm sources, for use as a basis for decision-making' (Marcus et al.
1975). The most efficient information systemé can provide executives with
speedy access to the right information, greatly facilitating daily decision-
making.

In the seventies, many refinements in marketing research techniques
were developed by and for apparel firms. Large American-based firms began
developing marketing research and information systems specifically to sult

their needs. For example, marketing research helped fashion-oriented



companies like C. F. Hatﬁaway and White Stag to identify new target markets,
while sophisticated, research-based marketing information systems were
developed by firms like Warner's and Jockey International (Richards and
Rachman, 1978). The end result was a better understénding of the consumer
and a reduction in costly errors, Although theée marketers agreed that
research could not replace creativity or experieﬁce, it helped to reduce
risk in this highly compefitive field (Richards and Rachman, 1978).

Apparel manufacture has ''long been considered in a class by itself"
among manufacturers, due to the unpredictability -of fashion and long lead
times befween planning and production (Richards and Rachman, 1978). These
faétors, combined with the diverse product mix, have led socme apparel man-
ufacturers to reject marketing concepts that have been successfully applied
to many packaged goods (Retail Week, 1980)..Reports on the marketing concept
in apparel manufacture in general, and marketing reseérch and informatien
systems in particular, are scarce (Richards and Rachman, 1978). This is
especially true of reports from Canadian firms.

A report from the C, D. Howe Research Institute indicated that apparel
manufacturing concerns in Canada could not survive independently of govern-
ment intervention in the marketplace (Pestieau, 1978). As of 1982, Canada
had seventeen bilateral agreements with countries which export textile and
apparel goods to Cénada and protection was scheduled to continue and be
expanded (T?xtile and Clothing Board Report, 1981). Through continued pro-
tection the govermment hoped to improve the climate of confidence it '
tried to foster, and thus encourage capital investment. It was hoped that
protection would prevent serious damage to vulnerable domestic firms, while
giving government and manufacturers a chance to develop a competitive, modermn,
and efficient industry at home (Textile and Clothing Inquiry, 1980).

With the goal of strengthening the apparel sector, governmeht and



industry have been examining the areas of advanced technology, capacity
utilization, control of raw material costs, and the training of labour and
management. Apparel manufacturers admit that there has been a lack of
trained personnel in management and technical positions (Textile and Clothing
Inquiry, 1980). The Textile and Clothing Board reported that an increasing
number of firms were using the most up-to-date management skills, but the
extent to which this trend is emerging in Western Canada is unclear. This
study has been developed with the objective of examining the marketiﬁg prac-
tices of apparel manufacturers, with primary emphasis on research techniques

and information systems used by Western Canadian firms.

1.2 ORIGIN AND IMPORTANCE OF THE STUDY

Western Canadian apparel firms have, traditionally, relied on intuition
and experience to guide their product planmning., A study by Lazer (1956)
indicated that, in the early 50s, Westerm Canadian apparel concerns rarely
employed professional management teams oY used consultant specialists. Many
of these firms were family-owned, with the owner-manager responsible for all
decisions. Manufacturers relied on experience, rather than formal research,
to guide_decision-making. These managers were "retrospective-oriented”,
using sources like repeat orders, last season's best sellers, or reports from
retail buyers to determine product mix.

Reports concerning the status of Western Canadian manufacturers in the
eighties indicate that these firms have special concerns and characteristics
which differentiate them from Eastern Canadian firms. Alsop (1982) reported
that the shift of Eaton's buying function to Toronto, coupled with the adverse
economic conditions of the recessionary eighties, resulted in a shrinking
market for Vancouver manufacturers. While some manufacturers have been able

to shift their emphasis to selling to small independent retailers, bankruptcies
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"survival

have caused manufacturers to:view the economic climate as one of
of the fittest'" and the importance of reducing risk has become paramount to
these firms. One Vancouver firm, Koret of California, reacted with plans for
expansion, and other members of the B.C. Needletrades Association hoped that
this positive attitude would improve confidence in the apparel sector. How-
ever, no reports are available on the risk-reduction tactics which these
firms may employ at the management level.

The 320 million dollar apparel industry in Manitoba also felt the impact
of adverse economic conditions and has urged the Federal Government to cut
imports back to l§80 or even 1976 levels. Dennyson (1982) reported that,
according to Ray Winston, executive director of the Manitoba Fashion Insti-
tute, apparel manufacturers in Manitoba have taken seriously government
encouragement to invest and rationalize their operations, Winston indicated
that the Manitoba industry ié far more efficient in management and tech-
nology than the lndustry in Quebec and Ontario. Large firms in Manitoba
employ graduates in law, accounting and engineering at the management level,
and at least six companies use computers in production. Over the last five
years, Manitoba firms have invested 60 million dollars in improving plant,
equipment and enginéering and garment shipments have increased dramatically
since 1970, Although Winston indicated that management is becoming more
sophisticated, no reports are available on the methods and techniques these
managers are using to reduce risk.

Proponents of continued protection for Canadian apparel manufacturing
point out that, in the event of a serious decline in apparel production,
Canadians would be dependent on foreign sources of apparel which may not be
reliable. Without a strong apparel sector at home, foreign producers would

have a captive clientele and goods would be priced accordingly. Canadian

manufacturers who wish to continue production would be forced to invest in



foreign plants, and the resulting high unemployment would reduce purchasing
power in the Canadian market.

Canadian retailers have increased concentration of the buying function
in Eastern Canada, and Western Canadian based manufacturers wishing to serve a
national market are faced with the necessity of increased travel or the
establishment of permanent sales offices in the East, The physical dis-
tance of these plants from the hub of buying activity suggests an increase
in the importance of researching local, domestic and foreign trends.
Apparel firms are also faced with competition from abread, shrinking markets
for their goods, and an uncertain future with regard to government support
and protection. These and other factors make an evaluation of the decision-
making processes of these firms timely. Western manufacturers have begun
to contribute significantly to the Canadian clothing industry's total exports.
Whether this increase in exports is the result of a concerted effort to
research possiblé markets is undocumented.

An evaluation of product planning and research processes'in this sec~-
tor not only fiils a need for information about an undocumented area, but
gserves to highlight the strengths and weaknesses of the industry. This
evaluation is central to understanding the sector's special problems which

will help in developing sound strategies for the future.

1.3 OBJECTIVES

The general purpose of this study is to explorg the marketing practices
of apparel manufacturers in Western Canada, especially the use of marketing
research and marketing information systems.

More specifically, objectives include:

1) To determine the extent to which manufacturers use mar-

keting research and marketing information systems to



2)

3)

4)

determine product mix;
To determine which types of research are used in
product planning;

To determine characteristics of marketing information

systems ysed by apparel manufacturers;

To determine the role of “intuitive' decisions in pro-

duct planning.



CHAPTER 1L

LITERATURE REVIEW

2.1 INTRODUCfION

This chapter outlines the development of the marketing concept and its
use by modern fashion goods producers, distinguishes between marketing
research and marketing information systems, and formal and informal market-
ing research techniqueé, and reviews the use of these tools in apparel

manufacturing.

2.2 THE MARKETING CONCEPT

The marketing comcept is a company-wide consumer orientation with the
objective of achieving long-run profits, through assessing and then satisfye-
ing consumer wants and needs (Beckman, 1982 }. This concept emerged as a
viable business orientatiom ln response to changes in the American market-
place of the 1930s. Before the 1929 stock market crash, the market had
essentially been a '"seller's" market where demand exceeded the supply of
goods., Following the crash, the market changed to a "buyer's" market, where
manufacturers and other businesses were forced to compete for very scarce
consumer dollars. Many product-oriented companies, which concentrated on
maximizing profit thrqﬁgh improved production capabilities, were unable to
compete in these depressed times. Marketing-oriented companies, which
attempted to monitor consumer wants or needs, gained a foothold, especially
in packaged goods (Draﬁe and Millar, 1969).

Acceptance of the marketing concept was hindered by the false economic



conditions created by World War ILI. Shortageé of consumer goods charac-
terized a return to a "seller's'" market, and, for a few years after the war,
firms succeeded in maintaining profits through the '"hard sell™ approach.

By the early 1950s, however, many firms realized that they could improve
_profitability and meet objectives more easily if they produced only what
consumers actually wanted or needed. Determining the preferences of con-
sumers prior to production became of primary importance to marketing-
oriented firms, and these firms needed detailed information about both con-
sumers and the ma%ketpiace in general., Modern marketing research techniques
developed as more businesses adopted the marketing concept and began to

take a scientific approach to gaining information (Schiffman and Kanuk,
1978).

Through the 1940s and 1950s, marketing research became important to
many packaged goods companies, an& these companies became more efficient at
producing data about their operations. By the early 1960s, marketers had
become aware of the increasing need to find ways to make the right data
available at the right time for executive decision-making (Schewe, 1976).
The concept of marketing information systems emerged as a way to handle

both research and other relevant data, often in conjunction with computers.

2.2.1 Fashion Marketirg

The marketing concept was not accepted easily by manufacturers outside
the packaged goods industry, including apparel firms. Although a number of
apparel firms have accepted the marketing concept as an important orientation
of business, this trend has emerged only over the last 15 years. In the
mid-1960s, Cacherel began to recognize the importance of building brand
awareness, and other designers of ready-to-wear, like Pierre Cardin and

Daniel Hechter, have developed well-defined marketing strategies (Lippert



‘et al, 1981l). Some fashion firms have used independent agencies to promote

their goods with a ™packaged goods approach' (Advertising Age, 1981), but

in the area of marketing research, methods of getting to know consumer

wants and needs can be described as very informal. While designers like

Bill Blass have acknowlgdged the importance of knowing the ultimate con-

sumer's wants and needs, this type of information is often gathered casually
during promotional events (Fisher and Blass, 1981). This "talking to consumers”
approach has also been used in the promotional campéigns for several ready-
to-wear brands. Notable examples include Calvin Klein, made by Puritan,
Vanderbilt, made by Murjani, and Wonderbra, manufactured by Canadian Lady.

For the most part, however, apparel manufacturers sell to buyers at the retail
level, rather than directing marketing efforts to final consumers (Advertising

Age, 1981).

2.3 MARKETING RESEARCH

Marketing researchers have developed sophisticated techniques for moni-
toring consumer wants and needs. Aside from segmenting markets through deme-
graphics, they have developed tests for psychographic characteristics in order
to underst#nd consumers' lifestyles, attitudes and interests, and thus their
purchasing behavior. Information about business trends and the marketplace
in general can also be gained through research. To facilitate research about
recurrent or non-recurrent problems, companies draw on data from both inter-
nal and external sources. These data may be either primary or secondary.
Survey, observation, simulation, or experimentation may be used to obtain

data from primary sources, with samples drawn on a probability or non-

probability basis (Emory, 1976).

2.3.1 The Research Approach .

Research can be conducted to facilitate decision-making in all areas of
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marketing, and can be classified according to the area concerned (see Appendix
I). The nature of the research question governs the research design, regard-
less of the area., Methods by which information is collected and analyzed can
vary tremendously. ’

Aaker and Day (1983) reported that research may be conducted to explore
a problem or opportunity, describe an aspect of the marketing environment,
or determine causal relationships. Exploratory research generates ideas about
the nature of a problem when background information is scarce. Since explora-
tory hypothesés are usually vague or ill-defined, the research methods employed
are often unstructured and informal. Managers may rely on exploratory research
in preference to more structured studies because perceived benefits outwelgh
risks in terms of both time and money. These considerations make the explora-
tory approach common in business.

Descriptive research is used when managers want more specific information
about some aspect of the firm or its market environment. Descriptive research
encompasses many types of studies common to marketing, including the collec-
tion of demographic, socioeconomic and market share data. Descriptive research
is usually collected systematically and often provides managers with enocugh
information to facilitate decision-making.

Causal research is necessarily highly structured and adheres to scienti-
fic principles because its purpose is to isolate causal factors. For causal
research to be successful, specific objectives and hypotheses must be defined
which will govern the formal research design.

Before embarking on any research project, managers must weigh the costs
and benefits. In some cases, exploratory research may be sufficient to enable

the marketers to make informed decisions based on combined information

from many sources. There is, however, a temptation on the part of managers
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to stop short‘of using causal or even descriptive research, when exploratory
methods uncover new aspects of a problem. Managers may find the time and
expense involved in launching a formal study daunting, especially when this
approach is untried or unusual. However, managers must recognize that explora-
tory research results are limited by the collection techniques employed and
that research which isolates causal factors or provides comprehensive descrip-
tions may pay for itself in the long run (Aaker and Day, 1983). Managers must
draw on current information as well as past experience when evaluating the

merit of any research project,

2.4 MARKETING INFORMATION SYSTEMS

Many types of businesses use research to help develop marketing infor-
mation systems. Data obtained through research on consumer behavior or
market trends may be used to establish objectives for these systems. Accor-
ding to Erien and Stafford (1968), who interpreted the American Marketing
Association definition of information systems used here, a marketing infor-
mation system must be planned to allow for continuous interchange of infor-
mation among members. This interchange must be structured so that pertinent
data for decision-making can be sorted and made available to executives.

The persons, machines and procedures involved may include top manage-
ment, marketing or brand managers, sales management, new product groups,
research personnel, finance departments, systems analysts and designers,
statisticians, model builders, programmers and computer experts. The sys=
tem must be constructed so that it provides an orderly flow of data among
these persons and machines, so that pertinent data may be made available on
a daily or weekly basis to executives. These data are obtained from both

internal and external sources and are generated in forms useful to manage-

ment's particular needs.
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2.5 MARKETING RESEARCH AND INFORMATION SYSTEMS IN APPAREL MANUFACTURING

Marketing research aims to provide information for specific problem-
solving. Since one problem of apparel manufacturers is the diverse and
ever-changing product mix, psychographiq research is particularly suited to
the needs of manufacturers who want to sell a brand name or an image rather
than a garment (Fisher and Blass, 1981). Marketing research has not been
a priority for most apparel manufacturers, many of whom feel that past
experience enables them to judge the market and know the consumer. However,
some apparel manufacturers and others have, over the years, reported om the
use of marketing research and marketing information systems in this field.
Although marketing to the ultimate consumer is a fairly new concept for
apparel firms, reducing risk through research becomes increasingly important
in a recession economy. To understand the development of marketing research
and marketing information systems in apparel manufacturing, it is necessary
to review reports on these technologies as fhey are used by apparel manu-

facturers.

2.5.1 Management Orientation and Fashion Cycle Theory

Sproles (1981) reviewed fashion life cycle theory and i%s managerial
applications. Four principal theories were outlined, including the upper
class theory, the mass market theory, the subcultural leadership theory, and
the theory of collective selection. Sproles reported that these and other
fashion cycle theories were potentially helpful to decision-makers, despite
the need for further refinements in the areas of fashion decline, diffusion
through segments other than innovators, and consumer's perceptual processes.
Though applications of fashion theory were increasing, most fashion managers
viewed forecasting as a ''gamble' and tended to perpetuate the "mystique”

surrounding successful product decisions. These managers, who applied
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fashion theory at the intuitive level, rejected its scientific application,
since most of their decisions revolved around production or seasonal cycles
rather than life cycles of given styles.

Troxell and Stone (1981) found that, in the early seventies, many
fashion-oriented companies were still trying to force unwanted styles on
the public. Product=oriented7firms invested heavily in the midi, and con-
sumers refused to be "force-fed” this style. Reynolds and Dardeﬁ (1972)
found that fashion rejection was a similar process to fashion acceptance,
but concluded that no amcunt of promotion could save a style which, like
the midi, did not satisfy consumers.

These reports indicate that many American firms have been predominantly
product-oriented, and a report from Saddik and Wills (1973) indicates that
the same orientation has been prevalent among British firms. Saddik and
Wills studied product planning among Britiéh apparel manufacturers, and
developed two models of their decision-making processes., The Present-Mix
Oriented firms were most common, and they based their product planning on
past sales, with very little outside information used to plan new lines.
These companies were status quo oriented and mistrustful of marketing infor-
mation sources outside the sales figures themselves. The Innovation-
Oriented companies used technical or imitation~oriented research to develop
new products (that is, relying on exhibitions or competition to gain new
ideas, rather than consumers). Neither type used test marketing, although
the innovation-oriented companies conformed to the textbook ideal of marketing
information systems as previously outlined by Brien and Stafford (1968).

Saddik and Wills concluded that sheer ignorance of product strategy
had led to misallocation of resources. FProduct offerings were made without

any attempt to eliminate some of the uncertainty of the marketplace through

research.



2.5.2 Management Orientation in Western Canada

Apparel manufacturers in Western Canada in the 1950s were not 1
oriented. According to Lazer (1956}, there were only two "marketing-
motivated' companies out of a total of 44 Manitoba firms. These "marketing-
éotivated" companies used sales forecasting, statistics on age distribution,
and sales goals to help delineate product mix.

" Lazer concluded that very limited use was made of marketing information
of any kind by any Western Canadian firm. Although some sources of secondary
inférmation were available through trade association, their publications,
government agencies, and general marketing literature, manufacturers ignored
these sources, and company records were not organized to provide information
for executive decision-making about products. No mention was made of mar-
keting research in Lazgr's study. Reports detailing the marketing practices

of apparel manufacturersin Western Canada since 1956 are scarce.

2.6 RESEARCH AND INFQRMATION SYSTEMS 1IN MARKETING-ORIENTED FIRMS

Reports from apparel manufacturers and independent research agencies
indicate that, by the late seventies, these firms had begun to develop and
implement marketing research techniques and information systems. Members of
the American Marketing Association have documented the use of marketing

research and marketing information systems by some apparel firms.

2.6.1 Lifestyle Segmentation

Matura (1978) reported that lifestyle segmentation has helped C. F,
Hathaway and Company identify market niches in the shirt business, which in
turn helped the firm to modify their product lines. Segmentation by life-
style has also been used Dby White Stag, which implemented a nationwide
interview campaign to elicit detailed information on consumers and their

purchasing patterns (de Kupsa, 1978). Documentation of lifestyles as well
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as details on actual purchases and items owned helped White Stag to set up
a marketing information system.

Richards (1977) and Roth (1978a) have both reported on the use of life-
style segmentation in the Active Sportswear Market for Warnaco. Attitude
research was the basis of this segmentation. Richards (1978) has also
reported on a multilevel application of lifestyle segmentation, including
points on study formation and the implementation of results.. Roth (1978b)
has described the steps in lifestyle segmentation studies, including planning,
execution and analysis and presentation.

Levi Strauss Company has delineated five categories of consumers as
a result of research done in conjunction with Yankelovich's Monitor for life-
style segmentation. The firm has been able to identify demographic and
psychographic characteristics of their target markets, as well as identify

the selling features of each of its product lines (Blackwell et al. 1977).

2.6.2 Marketing Information Systems

Marketing information systems based on marketing research findings
have also been developed by American firms. Bachman (1978) reported the
development of a Marketing Information System for Jockeﬁ International based
on diary panel=-researched lifestyle segmentation. The research resulted in
redefined product lines, changes in media mix emphasis, and analysis of mar-
ket potential in each segment. Based on these findings, the firm was able
to develop a system feor handling information on demographics, new markets,
appare%,trends, and other market data, as well as tracking promotions and
advertising.

Sturman (1978) documented the development of a Marketing Information
System by Warner's Slimwear. The company used secondary sources from the

U. S. Federal Government and a consumer purchase panel to gauge industry



trends, lifestyle segmentation to establish target markets, brand share and
image, and product testing (both visual and wear tests). Visual tests
involved collecting data about consumers' reactions to the appearance cf
new products, while wear tésts were set up so that consumers actually
judged new products after normal use (that is, washing and wearing them
over a period of time). These methods provided measures which the company
used to establish its "umbrella' Marketing Information System.

Lefkowitz (1978) of Lieberman Resgarch Inc. has reported on the use
of research-generated information about customers, competition, product and
communication, for establishing marketing information systems. His model
details continuous communication between the seller (manufacturer) and the

buyer (the ultimate consumer) rather than the retail buyer.

2.6.3 Consumer Show and Wear Tests

Consumers’ Show or Visuai Tests, combined with Wear Tests, helped
Warner's develop their Information System, but these methods can also be
used to solve nonrecurrent, specific product development problems. Roth
(1978¢c) reports thgt manufacturers can use show tests, usually conducted in
shopping malls, to get reactions from consumers about product appearance.
Wear Tests, sometimes combined with ghow tests, invelve the customer
actually washing and wearing the product for a given period. These tests

are a great aid in new product development.

2.6.4 Estimation of Market Shipments

Hill (1978), of Lynn Hill Associates, reported on three methods to
estimate wholesale market shipments, using both census and panel déta.
These methods, which help manufactufers to pinpoint specific trends in
apparel consumption, are shipment trend projections, per capita estimates

projected to total population, and item share projection.

16
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2.6.5 Logistic Response Analysis

Logistic Response Analysis (LRA) has been used by Popielarz (1978) to
estimate probabilities of consumers becoming loyal users of certain brands of
apparel goods, After es;ablishing a dichotomy such as heavy versus light
users, the researcher then uses LRA to identify the minimum number of pro--
babilities that must be specified to describe the behavior being studied.
LRA helps to analyze the effects of one or a combination of variables on a
given behavior, thus establishing relationships for the factors which deter-

mine target markets.

2.6.6 Awareness, Attitude, and Usage Studies

Awareness, attitude, and usage studies are conducted through telephone
or personal interviews, and attempt to measure these variables. According
to Roth (1978d) these studies can help apparel manufacturers in the areas
of new product development, measuring responses to new campaigns, and res-
ponses to different media ﬁlans,

Dupont has used marketing research to identify consumer preferences for
undergarments. Three interview-based studies were conducted, one specifically
to study motivation, to find out consumer attitudes about these products.
Dupont was able, through this research, to adjust product planning to

better suit its target markets and also to identify new market niches

(Talarzyk, 1979; Dupont, 1978).

2.6.7 Developments in the Use of Research

Reports from apparel manufacturers indicate a rising interest in the
development of marketing research and information systems suited to these
manufacturers' needs. Research on consumer lifestyles, attitudes, and
interests has been especially valuable for segmenting markets, and establisgh-

ing a base for marketing information systems. FPublished reports indicate



that formal research suited to the needs of apparel manufacturers can indeed
reduce risk in a highly risky business. However, these reports are rare
compared with similar reports from packaged goods companies. Since interest
in formal research as applied to apparel manufacturing is comparatively new,
it can be concluded that the development of special techniques for this area
is in its infancy. Although fashion marketing has been a subject of interes
to theoreticians for some time, their reports are often limited to explain-
ing fashion cycles, with little emphasis on managerial applications.
Literature suggests that, though interest in the field is comparatively
new, special techniques for researching apparel markets are becoming more
plentiful. Increased focus on this area may foster the development of
better techniques in the future, so that manufacturers can look to marketing

research for the key to successful product planning.

18
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CHAPTER III

RESEARCH DESIGHN

3.1 INTRCDUCTION

This chapter outlines hypothesis, sample design and the collection of
primary and secondary data. Other topics discussed include the description
of terms, the interview schedule, form of response, pre~testing and data

analysis.

3.2 HYPOTHESES

Hypotheses were formulated through the examination of available litera-
ture and through the selection of variables which could affect the use of
marketing research: The following conclusions influenced the formulation of
hypotheses:

1) No reports on the use of marketing researéh or marketing information
systems b§ Western Canadian firms were available.

2)ﬂ Available reports came from multinafional or other large firms.

3) Reports were most often from firms Whiéh produced such standard pro-
ducts as jeans, underwear and active sportswear, where short term fashion
cycles had little influence on basic silhouettes.

4) Firms which produced several lines per year and were vulnerable to
the influences of changing fashion trends could reduce risk using appropriate
research technigues.

5) Family-owned and operated firms were less likely to employ marketing
professionals than other firms, whether privately or publicly owned.

All hypotheses refer to Western Canadian apparel manufacturers, which
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was the population under stu&y° Hypotheses, stated in the null form, are
as follows:

1) Apparel manufacturers do not use marketing research or marketing
" information systems to aid produdt mix decisions.

2) Characteristics of firms, such as size, geographic location,
import/export activity, owner involvement in product planning, and product
diversity, have no relationship to the extent (number of methods) and type
(area) of marketing research used.

3) The extent and type of marketing research used has no relationshig
to the firm's growth.

4) Intuitive decision-making has no role in the product planning pro-

cesses of apparel firms.

3.3 THE RESEARCH DESIGN - OVERVIEW

The research design was governed by the objectives of the study and
the hypotheses to be tested. Data from both primary and secondary sources
were collected for analysis in light of the variables under study. Primary
data were collected from a sample of the population of Western Canadian
apparel manufacturers, with geographic location as the criterion for the
division of the sample into subgroups. Random sampling was used to choose
sample elements from each subgroup, where the population of manufacturers
was large enough to Warrént this procedure. Respondents were chosen from
management to represent each sample element.

Primary data were collected through a survey of manufacturers who par-
ticipated in personal interviews. The interviewer used a semi-structured
interview schedule to guide the ?espondent through a series of predominantly
open-ended questions about marketing research techniques and marketing infor-

mation systems. Questions were also included for the purpose of classifying
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sample elements according to the variables under study.

3.4 SECONDARY DATA

Secondary sources offered descriptive information about the geographical
distribution and size of various Western Canadian apparel firms, as well
as the types of products they made. These sources included Statistics
Canada catalogues, trade directories, lists available from both Provincial
and Federal governments, and Trade Association membership lists. Telephone
directories and newspaper argicles supplied supplementary information about
the population., Secondary reference material on marketing research and
information systems was used to classify the types of research which related
to the problém4under study, and this classification served as a base for the

formulation of the instrument used to collect primary data (Appendix I).

3.5 PRIMARY DATA

3.5.1 Sample Design

The population from which the sample was drawn was a finite population
of apparel manufacturers in Western Canada, or those firms located in
British Columbié, Alberta, Saskatchewan and Manitoba. The study focused on
companies which produced men's, women's and children's apparel ranging from
fashion goods to work clothes, and including leathers and knits. Criteria
used to limit the population included‘producté made, size, location and type
of operation. Those firms which produced accessories, furs or nonwapﬁarel
products, those with production staffs of 10 or fewer people and those'iocated
in rural areas were excluded. Branch plants where no product planning took

place were also excluded.

In each province, only those firms located in metropolitan areas with more

than three apparel plants were included. Firms in Vancouver, Calgary, Edmonton,
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Saskatoon and Winnipeg which met study criteria numbered 130, according to
secondary sources. The actual number of firms in operation was reduced to
121 because of mergers and bankruptcies, A sample of 37 firms, or about thirty
percent of.the population of each city was obtained. Respondents were usually
presidents of firms. |

Seﬁeral considerations were influential in the decision to limit the
population from which the sample was drawn. Budgetary constraints necessitated
the exclusion of some companies from the population, Companieé outside of
metropolitan areas (areas ﬁith 100,000 or more residents) were excluded because
of the cost of surveying them.

Firms located in the metropolitan areas of Winnipeg, Saskatoon, Calgary,
Edmonton, Vancouver and the fringes of these areas were included since firms
iﬁ these areas were expected to provide a variety of orientations indicative
cof Western éanadian apparel manufacturing éctivity. |

Metropolitan locations such as Regina and Victoria, which had populations
of less than three firms were eliminated because of time and budget constraints.
However, the metropolitan areas which were included contained close to ninety
percent of the population of Western Canadian manufacturers (see Appendix II).

Other companies were excluded on the basis of products made. Although
listed in secondary sources as apparel manufacturers, these companies placed
primary emphasis on the hanufacture of accessories, such as hats, gloves,
boots, belts, hosiery, handbags and shoes. These firms were excluded because
the marketing of accessories was expected to be different from that of other
wearing apparel. In general, accessory firms can be more responsive to
short-term cycles than can apparel firms, since lower prices for most accessories

make these items more risk-free to consumers. Fur manufacturers were also
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excluded because demand for furs is much more dependent on economic couditions
than demand for most apparel goods. Fur manufacturing expands and contracts
along with the economy, and is directed at a select target market (Jarnow and
Judelle, 1974). Marketers of accessories and furs were expected to place
emphasis on different areas of research from the mainstream of apparel firms.
Other firms were excluded on an individual basis, because their emphasis
appeared to be on products other than apparel. Companies which primarily
manufactﬁred sporting goods, tents, sleeping bags or other goods not usually
thought of as apparel (such as diving suits or survival gear) were not included.
These firms were assumed to have different information needs from the majority
of apparel companies in Western Canada, and were outside the realm of this
study. Many of the smallest firms were engaged in the manufacture of products
which could not strictly be called apparel. These and other small companies
were excluded on the assumption that firms with less than 10 employees engaged
in production had iimited resources for research, in either staff or funds.
For this study, the most common sample elements were head offices, or
locations where primary managerial and administrative decisions were made.
The assumption was that information provided at these locations would be
representative of associated branch plants, subsidiaries or divisions where
production was the primary fuqction. Most surveyed firms had head offices
located in Western Canada. A few firms had connections with Eastern Canadian
companies or multinationals. The major criterion for including such firms in
the population was whether product planning was taking place in Western Canada.
Thus, sample elements were head offices of Western Canadian~-based firms,
or autonﬁmous planning units of firms with connections outside Western Canada.
Ancillary units were not included in the population from.which the sample was

drawn. Similarly, firms which maintained only branch plants with no managerial
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functions in Western Canada were excluded from the population.

The previously delineated population provided elements from which the
sample was drawn, The population of firms in designated metrbpolitan areas
was first divided into subgroups, using provincial boundaries as a guide.
This division resulted in four groups of firms, located respectively in
British Columbia, Alberta, Saskatchewan and Manitoba.

The area sample was chosen because of its potential for highlighting
certain economic, geographic and historical factors which differed from
province to province. For example, many Winnipeg manufacturers were histor-
ically family-owned (Dennyson, 1982), while divisions of multinationals,
such as White Stag and Koret, were generally located in Alberta or British
Columbia. 'During the nineteen seventies, Alberta's economic boom encouraged
the establishment of aggressive young companies like Sun Ice in that province.
The proximity of Vancouver companies to the West Coast market of the United
States may have influenced their marketing techniques, while Saskatoon's
isolation from some major markets may have influenced the functioning of
firms located there.

The population of firms located in Vancouver and Winnipeg was large
enough to warrant a random sample approach. A table of random numbers was
used to choose samples from these areas which constituted sixty percent of
their populations. Contact letters were sent to these randomly-selected‘
firms, and in each case about thirty percent of the total population con-
sented for interviews.

Contact letters were alsoc sent to firms in Saskatoon, Calgary and
Edmonton. Since the population of apparel manufacturers in these centres
was comparatively small, letters were sent to all appropriate firms., Thirty

percent of these firms also participated in the survey.
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3.6 OPERATIONAi DEFINITIONS AND DESCRIPTIONS OF TERMS

Operational definitions and descriptions of terms have been divided into
three categories: those concerned with the geography of the sample, those
concerned with manufacturing, and those which describe products.

Geographical definitions and descriptions of terms were based on defini-
tions in the Dictionary of the 1971 Census Terms (1972) and are as follows:

Fringe includes those areas within a twenty-mile radius of the urbanized

core.

Metropolitan Area refers to an area having a population of 106,000 or

more.

Rural includes areas with a population of less than 1,000 per square
mile or a village, town, or city with a population of less than 1,000.

Urban refers to incorporated cities, towns, or villages, or unincorpor-
ated areas with a population of 1,000 or more, and with a popuiation density
of 1,000 or more per square mile, including the urban fringe of these areas.

Urbanized Core is urban according to the above criteria, but refers to

the metropolitan area, plus surrounding municipalities completely or partly
located in a built-up area.

The following definitions were based on the Concepts and Definitions of
the Census of Manufacturers (1979) and were developed specifically for pur-
poses of this study.

Apparel manufacturer refers to any business engaged in the production

of apparel goods as described in the Census of Manufacturers.

Companies, Firms, and Establishments are additional terms used to

describe apparel manufacturers.
Enterprises refers to a group of companies, which as a result of common

interests, are controlled or managed by a single entity.
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Employees refers to a1l staff regardless of employment status, excluding
owner-managers and partners unless otherwise stated.

Ancillary units includes warehouses, sales offices, factory outlets,

and any facility which functions outside of manufacturing or administration.

Branch plants refers to thoge plants which are located separate from

head offices and have no executive functions.
Plant refers to the facility where actual production takes place;
administration or management may take place at the same location.
Clothing categories were  used as defined by the Textile and Clothing

Board in conjunction with Statistics Canada (Textile and Clothing Inquiry,

1980).

3.7 COLLEETION OF PRIMARY DATA

Since the aim of the study was to gather descriptive data about a
varied and geographically dispersed population, the survey offered the most

economical method of primary data collection, in terms of both time and

money.

3.7.1 The Interview

Although telephone, mail, or personally administered questionnaires
might have been more economical or easier to code, the personal interview
was chosen as a survey method which offered some advantages. The interviewi
format gave the researcher a chance to probe for information which might
otherwise have been difficult to obtain. The interview also afforded the
researcher opportunities to offer or request definitions of the large variety
of terms which manufacturers used to describe their businesses. The inter-
view technique may have improved the level of response, as well, since mailed

questionnaires are more easily dismissed.



3.7.2 The Interview Schedule

A semi-structured interview schedule was used for this study because
respondents holding senior managerial positions do not respond favorably to
a highly structured interview (McFarlane Smith, 1972). The semi-structured
interview also gave the researcher opportunities to probe for appropriate
responses, redirect questions, and clear up any misunderstandings about
terms. This approach also gave the researcher an opportunity>to explore
those facets.of business which differentiated some firms from others, or
influenced marketing decisions. For example, some manufacturers also bad
their own retail outlets, or were exclusively in the custom order business,
which gave them a different relationship to the ultimate consumer than manu-
facturers who sold only to other retailers. The semi-structured approach
was also helpful for the inexperienced interviewer, since an unstructured
schedule or ipterview guide would have offered little guidance.

The schedule consisted of six sections and a consent form. Information
identifying the sample element, the respondent, the location of the firm,
and other background information was kept separately, as was a contact
record. An introductory statement was included which served to explain the
study, put the respondent at ease and encourage questions.

Requests for interviews were made by mail with confirming telephone
contact as a follow-up. Interviews were requested on the basis of the
sampling procedure previously outlined. Contact letters were sent to the
individuals listed as company presidents in secondary sources. In most
cases, these individuals participated in the study. Occasionally the inter-
viewer was directed to another of the firm's management team, The decision
to accept an alternate respondent was made in cases where the company presi-

dent was and would be unavailable because of travel commitments or in cases

27
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where the president had little or no input into producf mix decisions., This
approach was especially necessary for interviews conducted outside of
Winnipeg, where time was limited. Company presidents accounted for about
65% of respondents, with managers who were partners accounting for 25% of

respondents. The remaining 10% were merchandise or sales managers.

3.7.3 Schedule Outline and Form of Response

The varieﬁy of question areas in this study suggested many response
forms, but since the researcher's aim was to maintain a conversational tone
during the interview, open-ended questions predominated. To facilitate
analysis, questions which lent themselves to the formation of response
categories were pre-coded, but because of the great variety of possible
answers to most questions about research techniques, pre-coding was not
practical in many instances (see Appendix III ~ Interview Schedule). Open-
ended responses were analyzed for content aftér data were collected.

Section I of the schedule provided an introductory statement and a
chance to put the respondent at ease, while Section II was designed to
collect data about the firm with a view to classifying it in terms of pro-
duct type, product planning processes, and independence from retailers,
Firms were expected to fall into several categories based on the diversifi-
cation of products and number of lines and seasons produced. The contracting
practices of firms were also investigated in this section, to discover
whether manufacturers who primarily produced goods under their own brand
names had to rely more heavily on research than firms which had retailers’
specifications to guide product plaqning.

Section III of the schedule contained specific questions about a num-
ber of areas of research, usually thought of as product, sales, and market

research (see Appendix I - Classification of Research Areas). These areas
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included concept testing, tests of product characteristics, package testing,
monitoring competition and promotion, market segmentation, market share and
potential, sales forecasting, test marketing, and other areas of specific
interest to product planmers., This section also dealt with the areas of
computer use, marketing information systems, and other areas of general
interest to the firm as a whole.

Section IV dealt with changes in business practices in recent years,
an evaluation of how these changes affected company performance, and firms'
future plans. The schedule ended with a section intended to check previocus

answers and provide a summary of research use. This section was treated as

3.7.4 Question Formation

Technical language which might have intimidated respondents was
avoided whenever possible in question formation. The structure of the
interview afforded the researcher opportunities to clarify terms which were
unfamiliar to respondents and to ask for explanations of terms they used.

Questions were presented to all respondents in the same order.

3.7.5 Probes

Nonjudgmental probes were used, when necessary, to obtain information
or clarify meaning., While interview style was kept as consistent as possible,
probes varied according to the respondents' business practices., For example,
a respondent might not have understood the meaning of a question about ''the
market in genmeral” or 'monitoring competitors’ activities'. In such cases,
respondentsiwere given examples of marketing decisions they had previously
mentioned and asked how they had arrived at these decisions. Where no per-
tinent examples were available, general examples based on pre-test informa-
tion were used. Respondents were encouraged to answer at length any ques-

tions about which they had additional information. Leading probes were
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avoided except when misunderstanding led respondents off-topic, in which

case attempts were made to lead the respondents back to the original topic.

To avoid disruption of the conversational tone, while maintaining as much
accuracy as possible, responses were recorded on paper and reviewed immediately

after the conclusion of each interview.

3.7.6 The Pre-Test

A pre-test of the interview schedule was required to test the instrument

for reliability, clarity, and comprehensiveness. Companies were included

which met the requirements of the sampling design for variety in size, pro-
duct mix, and form of ownership. WNine firms were used for ére-testing,
including five firms from the actual population. The remaining fﬁur were
manufacturers of related products such as accessories and furs. Theée
firms were included to avoid depleting the number of firms available for the
survey, in.light of the limited population size,

The pre-test highlighted certain problem areas in the interview schedule.
The most significant modification which resulted was a reduction in overall
1eng£h, This was achieved through the exclusion of questions which weré
less than directly related to the study objectives. Final interview length

was, on average, forty-five minutes.

3.8 DATA ANALYSIS

3.8.1 Content Analysis of Open Responses

Responses to all open-ended questions were analyzed for content. Con-
tent units, usually words or themes, were chosen for each question as indi-
cators of research practices, Pre-test results helped in formulating con-
venient units which were then categorized. The content units were small

for easy handling, and were considered within the context of the response.



Context units such as whole answers were always examined to make the res-
pondent's meaning clear.

Response categories were pre-coded where possible, but since most
questions were open-ended, pre-coding was difficult. Responses to open-
ended questions were analyzed for content upon completion of the survey,

and then categorized and coded.,

3.8.2 Response Categories

The development of response categories was central to understanding
and delineating the activities of apparel firms as they related to the
marketing concept. While information sources and research methods were
emphasized, response categories also helped in formulating a description of
apparel firm characteristics. These categories are outlined in the Tables

describing results located in Chapters 4 and 5.

3.8.3 Treatment of Variables

The purpose of the research was, in part, to describe the influence of
independent variables (characteristics of thé firm) on dependent variables
(extent and type of research used). Data about each of these variables
were categorized and described for analysis. Pre-test results facilitated
the outlining of categories for each variable which were mutually exclusive,
exhaustive, and sui;ed the objectives of the study (see Appendix IV -
Response Categories).

The influence of independent variables such as size, geographic loca-
tion, form of ownership, and product diversification was analyzed in light
of the firms' use of marketing research and information systems. The firms'

long and short-term growth was also analyzed in terms of marketing research

practices.

31



32

3.8.4 Independent Variables

Firms were categorized by the number of worker hours per day used in
December of 1982, based on answers to general questions about the average
number of employees engaged in production during that period and the average
number of hours they worked. Categories were ranked and divided into two
groups for analysis at the nominal level,

Geographic location was a second independent variable which characterized
firms, which were classified in terms of coast or prairie locale. Location
of markets and suppliers was alsc examined, through nominal classificatiocn
of firms' export and import activities,

Surveyed firms were characterized by several types of ownership,
including private ownership, partnerships, incorporated firms owned by
select shareholders, subsidiaries of national or multinational enterprises,
of publicly owned firms. The original intent of the researcher was to
categorize firms as family-owned or not, since the literature indicated
that family owned and operated firms were less likely to employ marketing pro-
fessionals than other firms. However, since public ownership of Canadian
apparel firms is a rarity, most firms were "family-owned' in some sense.
Form of ownership was categorized at the nominal level, while a more
interesting categorization was formed from information about the degree to
which the owner participated in product mix decisions. Responses in this
area ranged from the owner being the sﬁle product planner to complete
reliance on hired managers. This information was also scaled at the nominal
level.

Data about the firms' products encompassed several factors including
the types of products made, the diversity of product mixes, the number of

lines produced, the number of seasons produced, and the type of branding
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used. Data about import and export practices were also collected, These
factors combined to form general pictures of the product planning processes
of the firms. Categories for each area were developed and formed nominal

or ordinal scales {see Chapter &4 Tables for more information).,

3.8.5 Dependent Variables

The extent of research used was judged by the number of areas in which
firms employed research, and the number of different techniques they employed
in each area.

Open-ended questions were designed to obtain descriptive data about a
wide variety of actual business practices. Each question elicited many
different responses about the research practices of firms sampled., The
original intention of the research was to categorize research methods as
formal or informal, using the criteria outlined in Chapter II. Responses
in all areas, however, indicated an dverwhelming predisposition to informal
methods. The orientation of firms toward formal planning was better judged
by responses outlining short- and long-range plans, changes in management
approach, and managers' perceptions of the importance of such factors as
"foal for the market' or 'experience'.

While the underlying measurement of extent of use of research could

be called interval, in that answers ranged from none to several, these

responses were categorized nominally.

Description and Analysis of Findings

Since classification of responses resulted most commonly in nominally
scaled variables, modes, medians, and ranges were chosen as appropriate

measures of central tendency and dispersion.
Data were described by frequency tables and cross-tabulated to delineate

possible relationships between variables. The SAS Procedure Frequency (SAS
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Institute Inc., 1982) was used to produce the two-way tables, and to generate

Chi-square values. Continuity adjusted Chi-square values were chosen as

appropriate for the small sample size. When expected values were less than

five, Fisher's Exact Test values were chosen, as recommended by Siegel (1936).
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CHAPTER 1V
RESULTS:
DESCRIPTION OF
APPAREL FIRMS
4,1 INTRODUCTION

General data about firms and their operations, classified within the
framework of the marketing concept, are presented in this chapter. These
data provide descriptions of participating firms, their product planning
methods, their managerial orientations, and their performance under diverse
economic conditions.,

Thirty-seven executives of apparel manufacturing firms participated in
personal interviews conducted by the researcher: These respondents repre-
sented firms constituting a thirty-percent sample of Western Canadian apparel
manufacturers in metropolitan areas. Firms were located in Winnipeg,
Saskatoon, Calgary, Edmonton, and Vancouver. The survey was conducted over
a three and a half month period, from December 20, 1982 to March 31, 1983,

Interviews consisted of forty-three’questions about the firms' activities
(Appendix III). Percentage frequencies were generated to describe most res-
ponses. In most cases, frequencies were based on percentages of firms; in

some, especially questions with multiple responses, frequencies were based

on percentages of total responses.

4.2 CHARACTERISTICS OF FIRMS

4.2.1 Size and Employment
Managers were asked how many workers they employed in December of 1982

and how many hours per week, on average, employees worked., Using these
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figures, the number of worker hours per day was calculated for each firm.
Since the surveyed firms' hours of employment per week ranged from thirty
to fifty, these figures provided more precise measurés of size than straight-
forward employment figures (Appendix V).

Table 4.1 shows the percentages of firms in five categories of worker

hours per day, assuming a five-day week.

TABLE 4.1

DISTRIBUTION OF FIRM SIZES IN
WORKER HOURS PER DAY

n = 37
Worker/Hours Per Day Percentage of Firms
1-500 48.7
501-1000 21.6
1001-3000 21.6
3001-7000 2.7
7001 or more 5.4

100.0

Almost half of the surveyed firms used five hundred or less worker hours

per day.

4.2.2 Form of Ownership

Table 4.2 illustrates the percentages of firms with different forms of
ownership. About 38% of surveyed firms were pwned privately by

one individual, another 32% were owned by partners.



TABLE 4.2

DISTRIBUTION OF OWNERSHIP FORMS

n = 37
Form of Ownership Percentage of Firms
Private (Single Owner) 37.9
Private (Shareholders) 16.2
Partnership 32.4
Wholly Owned Subsidiary 10.8
Cooperatively Owned Plant 2.7

100.0

©

4.2.3 Owner's Role in Decision~-Making

Table 4.3 shows the percentages of firms where owners participated to
different degrees in decision-making about products. The largest percentage

is the category of owners making all product mix decisions accounting for 35%.

TABLE 4.3

OWNER PARTICIPATION IN PRODUCT PLANNING

n = 37
Owner's Role in Product Decisions Percentage of Firms
Owner Only . 35.1
Owner Approves Line Only 18.9
No Owner Participation 18.9
*Joint Owner(s) and Manager(s) 27.1

100.0

*Includes firms with both active and silent partners:
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4,3 PRODUCT MIX

A wide variety of products was manufactured by surveyed firms. While
gsome firms specialized in one type of product, most had diversified to some
extent. Product diversification included some products which did not fit
thé definition of apparel preseﬁted in Chapter III, About 14% of firms

surveyed made goods such as linens, slippers, headwear and furs.

These goods supplemented the principal products of the firms, and were

classified as miscellaneous goods (see Appendix IV).

4.3.1 Product Classification

Principal products were grouped according to common characteristics and
classified as men's and boys', ladies' and girls', or children's wear.
Table 4.4 shows the percentage distribution of products manufactured by sur-
veyed firms, while Table 4.5 shows the percentage distribution of product
types for each.of three categories.

Almost one-third of surveyed firms manufactured outerwear, most fre-

quently for the men's and boys' market, While outerwear was the most

frequently made product type for both men and women, producers of children's

wear emphasized shirts and sweaters.

4.4 THE PRODUCT PLANNING PROCESS

4,4.1 Advance Planning

Manufacturers usually showed their lines to major retailers a few
months before products for a given season appeared in stores. Manufacturers
often referred to the periods when sales representatives travelled to markets
to show samples and obtain orders as "booking seasons'. To be ready for

these booking seasons, manufacturers began planning their lines far in



TABLE 4.4

PERCENTAGE DISTRIBUTION OF PRODUCTS MANUFACTURED BY SAMPLE FIRMS

n = 37
. Men's Ladies'

Product Group" and Boys' and Girls' Children's Totals
OQuterwear 14,2 15.9 8 30,9
Sportswear 7.5 10.0 .8 18.3
Aetive Sportswear 5.0 3.3 8.3
Suits 5.0 1.7 6.7
Uniforms 7.5 2.5 1.0
Shirts and Sweaters 5.8 4,2 2.5 12,5
Casual Pants 5.0 5.0 8 10.8
Workwear 1.7 1.7
Lingerie .8 .8

51.7 43.4 4.9 100.0

*
For further information about product classification see Appendix IV.
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TABLE 4,5

PERCENTAGE DISTRIBUTIONS OF PRODUCT GROUPS IN EACH OF
THREE CATEGORIES

Men's Ladies'
Product Group and Boys' and Girls' Children's
n = 37 n = 37 n = 37
Outerwear 27.4 36.7 16.7
Sportswear 14.5 23.0 16,7
Active Sportswear 9.7 7.7
Suits . 9,7 3.8
Uniforms 14,5 5.8
Shirts and Sweaters 11.3 9.6 49,9
Casual Pants 9.7 11.5 - 16.7
Workwear 3.2
Lingerie : ' 1.9
100.0 100.0 100.0

advance of actual production.

Most surveyed firms began planning their lines from nine months to a
year in advance of actual production. Some notable exceptions were custom=
order houses, which manufactured such goods as uniforms and made-to-measure

suits. Customer specifications played an important role in determining the
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goods produced by these firms. Other exceptions included firms manufac-
turing such goods as workwear and some types of outerwear, which required
minimal style changes from season to season.

Figure 4.1 shows the distribution of firms involved.in seasonal. planning,
in terms of the number of months of advance planning time they used before
production began. About eight percent of firms were excluded from Figure
4.1 because their planning processes were prder-oriented rather than

seasonal.

4.4,2 Seasons

Apparel firms generally produce new lines, or new collections of styles,
in patterns which reflect the desire of retailers to stock various goods
according to seasonal demand. These patterns are based on the traditional
shopping habits of consumers, and are known as ''seasons'. Most apparel
firms time the planning of new lines around the structure of seasons. Sur-
veyed firms produced from one to six seasons per year., Firms producing a
number of seasons were constantly involved in planning lines, while firms
producing only one season limited the time devoted to planning.

Seasons included spring, summer, £all, winter, holiday, and cruise.
In some cases, summer, winter, or cruise were viewed as ''transition'' seasons,
with a less varied offering than "major" seasons. Many manufacturers repeated
best sellers, based on past sales, in "transipion” seasons, but they did not
view "transition' seasons as opportunities for testing new products. While
14% og firms did not produce seasons, about 57% of firms produced two seasons paer
year, for spring and fall bookings. About 8% of firms produced only omne season,
with a similar percentage producing four seasons, The remaining 13% of

firms produced three, five, or six seasons per year.
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4.4.3 Speculation and Produci Planning

Table 4.6 shows the percentage frequenc. of Ffirms v @iucing goods in

varying amounts

for confirmed orders. The majority of goods which sample

firms produced in 1982 were for confirmed orders. Over 50% of firms preduced

only ‘gocds for which orders were confirmed.

TABLE 4.6

DISTRIBUTION OF FIRMS PRODUCING GOODS TO CONFIRMED ORDERS

n = 37
Percentage of Confirmed Orders Percentage of Firms
100% of goods : 51.4
80-99% of goods , 27.0
60-79% of goods - 13.5
59% or less 8.1
Total 100.0

Almost 49%

of firms produced some goods on speculation, either in

addition to confirmed orders as overcuts, or before orders were confirmed,

Additional cuts, or overcuts, were produced by 16% of firms, with about 13%

of firms producing from one to twenty percent in overcuts. About 3% of

firms produced from twenty-one to forty percent of goods in overcuts. Some

firms which regularly speculated with overcuts admitted that this procedure

was not really a gamble, in that decisions were based on established patterns

of additional orders for some product groups. These historical patterns of

retail demand led some firms to establish policies of producing overcuts of



items they considered basic.

More risk was involved in producing goods before orders were t.

About one-third of firms produced some goods without confirmed orders.
producing from one to twenty percent of goods on speculation accounted for
about 13% of firms, while almost 11% of firms produced'from twenty-one to
forty percent of goods in this manner. Only 8% of firms produced more than
forty percent of goods without coufirmed orders.

Although no data were collected on speculation in previous years,
comments from some executives indicated that speculation had decreased in
1982. A number of hanagers cited changing market conditions, especially
the unwillingness of retailers to carry inventory, as responsible for reduced
speculation., Some managers also indicated that they would continue producing
only to confirmed orders through 1983. Retail buyer approval was a major
criterion for product mix decisions in cases where speculation was reduced.
Reduced speculation by manufacturefs helped reduce risk in an unsteady economy,
but it also increased retail power while restricting innovations by manufac-

turers.

4.4.4 TFProduct Modification

During the planning stage and "booking" seasons, when retailers viewed
lines, product modification was continuous for most manufacturers. However,
gince many manufacturers were producing most of their goods for confirmed
orders only, product modification after booking was minimal. Some managers
of sample firms indicated that, in their views, product acceptance became
the retailers' responsibility after production began. - About 38% of manufac-
turers did no product modification after production began.

Retail buyer response governed the reactions of about 43% of firms.

These firms responded by substituting, adding, or dropping some items after
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orders were booked, according to retailers' reactions. 1In a few cases,
recutting was an option, as when size or fitting problems marred sales of
an otherwise acceptable item, Less than 3% of firms modified products
according to the flow of production. In such cases, styling decisions were
sometimes made in light of such considerations as plant engineering or
capacity, the goal being to produce goods with optimum efficiency.

About 16% of firms had monitoring or test marketing systems which their
managers felt gave a constant flow of reliable information for modification
purposes. These firms relied on computerized sales information or regular
test marketing when making modification decisions. Firms which used test
marketing were able to ﬁonitor new product acceptance and, to some degree,
reduce risk when introducing new lines or items. However, since many
firms used past sales information to plan new seasons, monitoring a product's
life-=cycle and especially its decline was also important for planning.
Firms using sales information systems to generate reports on a regular basis
were best able to determine the stage of life-cycle of an item, including
decline. Most firms, however, were oriented more toward seasonal planning

than to monitoring product life-cycles.

4.4.5 MNew Product Acceptance

Many manufacturers stressed that judging which products were especially
successful was more important than re-evaluating unsuccessful products.
Managers also claimed that they could not afford the time to examine why a
product was not accepted. While evaluating failures was not viewed as
necessary, there was some indication that new product acceptance was impor-
tant, as best sellers from one season often formed the basis of the next
season's lines.

About 41% of firms were able to judge the success of a product within



46

one to four weeks of delivefy to retailers, while about 14% were able to
appraise their successes within five to eight weeks. About 5% of firms
reserved judgment on the success of an item until a full season had passed.
Almost 25% of firms would not specify how quickly their successes or
failures became apparent. Some managers explained that produc£s which, in
the short run, appeared unsuccessful may have been introduced a few weeks
too early in a season. External influences such as the weather or economic
conditions may have influenced the sale rates of some products. For
example, a mild winter or reduced disposable income could affect éales of
cruisewear items. Also, retailers’' unwillingness to carfy inventory during
recessionary periods has been reflected in delayed introduction of each
season's goods, making early appraisal of successful items more difficult,
For example, cruisewear items usually introduced before Christmas might not
appear in stores until February, reducing the exposure time for new styles
and the reaction time for manufacturers. Apparel firms no longer had the
luxury of obtaining customer reaction before the season was fully under way.
About 16% of firms were in businesses based on custom-ordering or con=

tract work, where respounse time was less important than individual customer

response.

4.4.6 Manufacturers' Brands and Private Labels

About 5% of sample firms preferred not to brand their product, although
these firms occasionally produced some items for private labels. The regainm
ing 95% produced their own br;nds or some combination of their own brands
and private labels. Figure 4.2 shows the distribution of these firms accord-
ing to the percentage of goods sold under manufacturers’ brands.

Most firms concentrated on manufacturing goods under their own labels,

with 43% doing no private label work. About 51% of firms produced some pri-
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Figure 4.2 Frequency polygon showing percentages of manufacturers brands
produced by surveyed firms.
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vate label goods, ranging from five to eighty percent of total production.

4.4.7 Contracting for Private Labels

Product plans for private labels can be classified as jointly planned
between manufacturer and retailer, left up.to the manufacturer, or specified
by the retailer. Respondents were asked to indicate the frequency of
occurrence of each planning method. These responses were then classified
in general terms for frequency of use, resultiﬁg in the four categories
of "often'l, Ysometimes™, “seldom" and 'mever”, Table 4.7 illustrates the
percentage of firms and their frequency of use of each of the three product

planning methods.

TABLE 4.7

PERCENTAGE FREQUENCY OF FIRMS USING EACH
" OF THREE PRODUCT PLANNING METHODS

Product Pianning Method Percentage Frequency of Occurrence
Often Sometimes Seldom Never
Joint product planning 24.3 21.6 2.7 51.4
n = 37
Planning left to manufacturer 24.3 13.5 0.0 62.1
n = 37
Product specified by retailer 18.9 5.4 8.1 67.6
n = 37

Joint product planning and planning by the manufacturer were mentioned
by an equal percentage of firms as occurring "often', while planning by
retailers was mentioned as occﬁrring "often' by fewer firms.

Specification of products by retailers was mentionéd by the least number

of firms. Manufacturers may have, in some cases, borrowed retailers' ideas



for new products and reinterpreted them in their éwn lines. Responses to this
question, however, indicated a more symbiotic relationship between retailers
and manufacturers in the area of product planning. Retailers' influence may
have been more sttongly felt in the "booking" season, when their feedback was
very important in determining the product mix. Manufacturers often dropped

those items which were not well received producing only orders of optimum size.

4.4.8 Imports

About 30% of surveyed manufacturers imported some goods for sale under
their own brand names. Almost 19% of firms imported from one to fifteen
percent of total goods, while 11% imported from sixteen to thirty-five per-
cent of total goods.

Tablé 4.8 shows the percentage of firms which have been importing for
different periods of time.

Over half of imporging £irms have been bu?ing foreign goods for more
than five years. Although no data were collected on the age of firms,
several firms indicated that importing was a regular function of business
from the date of the firms' establishment. Many of these firms regularly
imported goods to complement domestic lines, and not as a reaction to the
economy or government policy. These firms imported certain goods which they
could not practically produce at home. About 14% of firms have.imported the
same percentage of goods each year since they began importing, with small fluc-
tuations governed by fashion cycles. For example, a firm might have imported
sweaters as an integral part of its lines, with slight increasesrin volume
imported in years when sweaters were more fagshionable than other items.

There was some indication during interview-schedule pretesting that

some firms were increasing imports as a reaction to a lack ¢f clear-cut
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TABLE 4.8

DISTRIBUTION OF FIRMS IMPORTING FOR
DIFFERENT TIME PERIODS

n = 37

Time Importing Percentage of Firms
1 Year or Less 5.4
2=5 Years 8.1
6-10 Years 5.4
11-15 Years 2.7
16=20 Years 2.7
21 Years or More 5.4

29.7
Do not import 70.3

100.0

government policy about industry protection. Although none of the surveyed
firms mentioned this, about 8% of firms had increased the amount of imported
goods over the last five years. Another 8% indicated that imports would
increase in the future. Some managers suggested that' government had not
been responsive to requests made by the industry for tightened control on
competing imports, despite perio&ic policy reviews conducted since 1977.
This lack of a firm commitment to protection of domestic. firms in the future
had led some firms to diffuse risk by increasing or making plans to increase

their own imports.
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4,4,9 Exports

Figure 4.3 shows the amounts of goods exported by firms pursuing export
markets. Almost 25% of firms exported less than 9% of their goods.
About half of sampled firms exported some goods, while about 10% had

plans to export in the future.

4.4,10 Planning Apparel Products - Summary

Surveyed firms. were predominantly small and privately owned with the
owner/manager alone responsible for decisions about products. They pro-
duced from one to seven product groups, the most frequent type being men's
and boy's wear, The most common category Was outerwear for both men's and
ladies'. .Manufacturers'usually limited their seasons to two per year.

In general, managers failed to exploit product life cycle theory or
develop brand awareness strategies. They preferred to lay blame or praise
for product planning on retailers and took a casual approach to promoting

their goods.,

4.5 CHANGES IN OPERATIONS OVER TIME

Data outlining changes in operations over time provided measures for
evaluating firm success, Combined with data on research practices, this
information also helped profile firms' oriéntations toward systematic and
intuitive decision-making.

Areas examined included employment dollar value of shipments, manage-

ment approach, and long-term plaanning,

4.5.1 Changes in Employment Over Time

Figure 4.4 shows the percentage change in employment between 1981 and
1982, using 1981 as a base. While most firms registered no change, indicating

no growth, almost 40% of firms lost some employees or reduced working hours
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in this period. Only about 25% of firms registered an increase in employ-
ment,

Figure 4.5 shows the percentage change in employment over the five-year
period from 1977 to 1982, using 1977 as a base. While most firms registered
increases of from one to fifty percent, a few firms more than doubled their
numbers of employees. Over 60% of firms showed employment growth, while
about 257 of firms decreased in size. About 20% of surveyed firms dia not
respond in specific terms to this question, but most firms indicated that
there was growth in number of employees from 1977 until about 1981, when
economic changes forced shutdowns, layoffs, or the introduction of work
sharing. Employees who participated in work-sharing programs worked part-
time, their salaries subsidized by government. Work-sharing programs were
often‘adopted in preference to layoffs.

Some firms which registered no change over the five-year period had
actually regressed to 1977 levels, after a period of steady growth in

employment in the late seventies.

4,5.2 Changes Over Time in Dollar Value of Shipments

While available jobs may have been reduced, in part, through autcomation
or attrition, the percentage change in real dollar value shipped over time

showed a similar pattern tO changes in employment over the same period.

Percentage changes in dollar value of shipments over the five=-year
period were recorded, and figures were adjusted, where necessary, to real
dollars, using Céﬁsumer Price Index figures for the period. This method
allowed for the effects of inflation on the value of the dollar (see Appendix
V).

Figure 4.6 shows the percentage change in dollar value of shipments from

1981 to 1982, using 1981 as a base. Almost 50% of firms showed percentage
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changes of between plus and minus ten percent. While about 13% of firms
registered real growth in dollar value of shipments, about 37% showed a
decrease of more than ten percent in real dollars. Taken in combinaticn
with employment changes, these changes reflected a poof year in terms of
growth for most surveyed firms. |

‘A few firms exhibited unusual growth during this period.. These firms
had little in common in terms of size, products ﬁade, location or structure.
They did, however, have several other charaéteristics in common. These
included the use of detailed computerized sales information systems and con-
sulting services. Managers also expressed their internal information in terms
of dollars rather than units. These firms also produced more than two seasons
per year and monitored product rather than seasonal life cycles.

Figure 4.7 shows the percentage change in real dollar value of ship-
ments over the five-year period from 1977 to 1982, using 1977 as a base.
Just under 40% of firms showed a decrease in dollar value shipped, while
about 50% showed an increase or no change.

These changes do not reflect growth which may have occurred between
1978 and 1981. However, they are similar to employment changes over the
same time period in that several firms showed decreases in both employment

and real dollar terms.

Reasons for Change in Value of Shipments

Since respondents were, in many cases, accounting for both growth and
decline in sﬁipments over a five-year period, they cited positive and nega-=
tive influences as responsible for these changes. Positive and negative
factors were cited with almost equal frequency.

In Figure 4.8, responses have been divided into positive and negative,

as well as internal and external factors. This figure shows that firms clearly
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refused to acknowledge the possibility of negative internal factors as res-
pousible for declines in business. Firms were willing to take credit for
positive growth, but blamed external factors almost entirely for negative
trends. The exception to this was an acknowledgement that, bec;use of exter-
nal economies, competition had dropped out in some areas, resulting in

increased business for remaining firms.

Factors Responsible for Negative Trends

Table 4.9 shows the categories of external or environmental factors

which firms cited as responsible for decreases in value of shipments.,
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TABLE 4.9

EXTERNAL FACTORS CONTRIBUTING TO NEGATIVE CHANGES
IN VALUE SHIPPED

n = 34
External Environment Percentage of Reéponses
Legal/Political Environment : 14.7
Economic Environment 73.6
Social Environment * 2.9
Competitive Environment 5.9
Other Envirommental Factors 2.9

100.0

Firms attributed responsibility for declines in value shipped to
‘economic factors in 74% of responses. The most common respouse in this
area was simply “the economy' followed by retail buyers' refusal to carry
inventory in 1981 and 1982,

A shrinking market fof apparel products was the result Qf chain and
specialty store policies of reducing inventories in the early 1980'3. High
interest rates and increased inflation led to rising costs for carrying
large inventories, and retailers responded by reducing order size. Stores
reduced costs by ordering smaller amounts of goods, later in each season,
so manufacturers could not count on the large orders they had previously
received, or early committments from large chains, Some managers of smaller
firms mentioned that the ability pf their firms to be flexible, or to
produce "hot'" items on short notice, was an important factor in their sur-

vival during this period, These firms were better able to respond to



retailers' modified buying patterns.

About 15% of responses cited goverament policy, or lack of governmental
commitment to the apparel ipdustry, as an important negative influence.
While some manufacturers felt that federal policy favored Quebec apparel
firms in particular, most managers mentioned federal polidy on imports as
their greatest concern in this area. Some Western manufacturers felt that
federal policy makers were unaware of the numbers and concerns of Western
apparel firms.

Others were afraid of committing extra resources to their firms because
of their dependence on continued protection from competing imports which

they felt had not been guaranteed.

Fagtors Responsible for Positive Trends

Since factors cited as positive influences on &ollar value‘of shipments
were overwhelmingly internal, these factors were classified in terms of
corporate and marketing changes. The percentage distribution of responses
about positive changes, both internal and external, is shown in Table 4.10.

Table 4.10 shows that corporate changes accounted for over 40% of
responses about factors which increased value shipped. Changes in organi-
zation and management included new, more aggressive managers, and ﬁew
approaches to overall strategies, such as increased goal orientation or
management by objectives. These changes indicated a shift on the part of
some firms to more systematic management. This shift, however, was not
necessarily reflected in their approach to product modification, the most
frequently mentioned change in the marketing area.

Some firms, while doing fairly steady business in their staple products,
monitored and researched changes in demand through their sales forces, and
began to explore new but related market niches. For example, a few firms

introduced the same product types at price points more in keeping with

Ry
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TABLE 4,10

EXTERNAL AND INTERNAL FACTORS CONTRIBUTING TO POSITIVE CHANGES
IN VALUE SHIPPED

N = 39
Categories Percentage of Responses
External
Industry Changes 2.6
Internal i
Corporate Changes
Organizational and Management Changes 15.4) il
0
Technological and Production Changes 25.6;
Marketing Changes
Approach to Markets ' : 12.8y
Product Mix 25.6)
Channels of Distribution 2.6)
56,4
Sales Organization 7.7)
Pricing Policy _ 5.1y
)
Promotion Strategy : 2.9)
160.0

economic trends. However, managers also described situations where product
mix alterations were forced upon them by declining sales of staple items.
These managers tended to maintain the status quo without regard to research-
ing market trends, and their belated responses resulted in substantial
losses in sales, For example, firms producing casual pants éuffered lost

gsales with the rise in popularity of designer jeans around 1980. These



63

firms also lost sales to active wear producers when demand for these items
for casual wear increased. While these managers may have perceived their
"wait-and-see” approach as a risk reduction tactic, thelr failure to monitor
trends efficiently resulted in declining sales, lost opportunities for

exploiting new market niches, and additional expenses incurred in changing

product groups.

The market approach sub-category encompassed about 13% of responses,
and included changing markets, building loyal followings in new market
niches, and.increasing firms' market contact,

Technological changes were more frequently mentioned, ;ccounting for

over 25% of responses. Changes included increased automation, refined

engineering, increased plant capacity and plant re-organization.

Expectaticns for 1981l and 1982

Respondents were asked if their expectations for dollar value of ship-
ments for 1981 and 1982 were met, and if not, by what percentages their
values were above or below forecast levels.

Figure 4.9 shows the distribution of firms in relation to the degree
to which their expectations were met. About 327% more firms met their
expectations in 1981 than 1982. While 40% of firms failed to meet expecta-
tions in 1982, only 8% were below forecasts in 198l. Ia 1981, 22% of firms
did better than expected, but omly half that percentage exceeded expecta-
tions in 1982.

Some firms were not included in Figure 4.9 because their responses were
not precise. However, while 17% of managers could not remember precise per-
centages for 1981, 11% of firms did not forecast at all for 1982, in contrast
to their 1981 practices. Many firms which did not forecast in 1982 saw busi-
ness declining and were more concerned with their survival in a bad year than

with forecasting. Retailers' changing inventory policies made it hard for
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these firms to predict business, based on past sales, with-any accuracy.
Firms were also asked about expectations in 1977, but almost 80%

could not remember or felt the comparison with 1982 would be unfair.

4.5.3 Changes in Management Approach

Table 4.11 illustrates the types of changes which managers had

introduced from 1977 to 1982. The two most common types of changes were

in the area of organizational strategy.
TABLE 4.11

: *
CHANGES IN MANAGEMENT APPROACH OVER THE LAST FIVE YEARS

N = &5
Changes Percentage of Response

Organizational Strategy

Management Changes 17.8

Organizatiohal Changes 22.2 bbb

Periodic Reassessment 4.4
Marketing Strategy

Overall Strategy 8.9

Product Strategy 15.6

28.9

Distribution ‘Strategy 2.2

Sales Organization 2.2
No Change 26.7

100.0
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Management Changes

In a few family-owned firms, management changes took place as a matter
of course, with management in transition from one generation to the next,
Young owner/managers had hired other new managers, and were combining old
approaches with new ones. In some cases, firms were represented by older
managers, while in others, younger managers were interviewed. There was a
general consensus that yoﬁnger managers brought increased emergy and aggress-
iveness, as well as new ideas, to these firms. Typical statements were
"We are not afraid to try new ideas now'" and "The firm is more in tcuch
with the marketpiace and more efficient because of new managers'. However,
no concrete examples were offered to support this premise. For firms in
transition, necessity.may have forced older and younger managers to take
similar approaches to problem solving, and younger managers groomed for
takeover may have absorbed many techniqués from the;r mentors.

There was no particular trend in changes in structure of management
teams for surveyed firmse‘ Some firms, perhaps in response to economic
trends, had reduced staff, while others, with a view to increasing profession~

alism, had expanded their management teams.

Organizational Changes

Organizational changes refer to changes in the structure or functions
of the firm, as opposed to changes in personnel,. These changes included the
centralization of decision-making powers and increased emphasis on managerial
goals and dbjectives, Some managers had, partly as a consequence o? growth,

delegated authority with increasing frequency, so the decision-making power

became gradually less centralized. Changes in labour's organization, such

as the introduction of work sharing, was also included in this category.
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Changes in Marketing Strategy

Marketing strategy changes accounted for about 9% of responses and
included increased attention to the marketing function, and movement into
new markets, including export markets. Other changes in the areas of pro=
duct mix, distribution and sales were usually made és specific reactions to
changing market conditions or special problems within the firm. Product
strategy changes, which accounted for about 16% of responses, often resulted
from extreme shifts in consumer demand, or personnel changes within the firm.

About 27% of firms indicated no change at all in management approach.
While most of these firms seemed satisfied with the status quo, a few indi-
cated that lack of a clear-cut government policy on future protection of
domestic firms inhibited plans for change.

Only 4% of firms indicated that short- and long-term goals were

periodically re-assessed as a matter of course.

4.6 LONG= AND SHORT-RANGE PLANNING

4.6.1 Short=Range Plans

Table 4.12 shows the areas in which firms had short-range plans for

change. About 427 of responses involved no specific planms other than
consolidation or growth. Some firms indicated that all future plans had

been put “on hold" because of economic conditions. While 19% of responses

involved specific plans for the marketing function, only 9% involved

one~to-five year marketing plans.

The most common type of plan, under the heading of organizaticnal

strategy, was that of changing plant operations or equipment.



TABLE 4,12

SHORT-RANGE PLANS

N= 46
Plans Percentage of Responses
QOrganizational Strategy
Management Changes | 6.5)
Organizational Changes ;
Managerial 4.3;
) 39.1
Labour-Related 2.2)
Operations ;
Plant ‘ 15.2%
Information Management : 2.2%
%inancial . 8,7§
Mafketing Strategy
Marketing Plans = 8.7)
Entering New Markets 2.2;
Product Strategy 2.2;
) 19.6
Distribution 2.2)
Sales Organization and Promotion 4.3;
No Plans 41.3

100.0
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4.6.2 Long-Range Plans

Table 4.13 shows the types of long-range plans mentioned by surveyed
firms. Over half of responses indicated no long-range plans, while abouﬁ
36% indicated plans for organizational changes. Of these, 19% were long-

range corporate plans..

TABLE 4,13

LONG=-RANGE PLANS

N = 42
Plans Percentage of Response
Qrganizational Strategy
Corporate Plans (3-10 yr.) 19.0)
)
Acquisition 2.4)
) 35.7
Reassessment ' 4.8)
: )
Technological Changes _ 9.5)
Marketing Strategy
Product Strategy 9.5)
‘ ) 11.9
New Markets 2.4)
No Plans 52.4 52.4

100.0

4,6.3 Management - Summary

Surveyed firms blamed economic factors for decreases in sales, refusing
to acknowledge any weakness in their own management approach. Generally,
their approach was unsystematic, and very few had future plans. Most pre=-

ferred: to maintain the status quo rather than exploit new markets, and their



attempts at rationalization most often centred on physical production or
corporate goals. They responded to recession by reducing rather than

increasing formal or systematic planning.
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CHAPTER V
RESULTS:

MARKETING RESEARCH
AND INFORMATION

5.1 INTRODUCTICN

The central aim of this study is to explore the research activities of
apparel firms and to relate these activities to other aspects of their
operations. Descriptive statistics profiling research activities are pre-

sented in this chapter, along with results of the testing of null hypotheses.

5.2 MARKETING INFORMATION

5.2.1 Information for Planning and Evaluating Products

More than twenty information sources were mentioned by managers as
aids in planning and evaluating products,. Some of these sources were cited
repeatedly in response to other questions about information for marketing
decigions. Information sources have been classified as internal or external
to the firm, and further categorized in light of contemporary marketing
theory (Segal, 1980). Table 5.1 shows the classification developed for
sources used by surveyed firms to gather marketing information.

Table 5.2 shows the percentage distribution of responses abolit sources
used for planning and evaluating products, as classified above.

Research for planning products was often done through other channel
members, most notably retailers. The second most common information source
in this category was sales agents, who in turn conveyed information from
retailers to manufacturers.

Mentioned with equal frequency was the category of auxilliary fashion
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TABLE 5.1

CLASSIFICATION OF INFORMATION SOURCES

Clasgsification Information Sources

I  Internal Information

1, Sales and Pricing Rate of Sale systems
Information Monitoring of Best Sellers
Firm pricing policies

2. Gut Reacticn #heel! or “Know" information

which managers described as
guiding decisions

II External Information

1, Other Channel Members Raw material suppliers:®
Sales Agents
Retailers
2. Auxilliary Fashion Fashion agencies, Colour ser-
Enterprises vices, Consulting firms, -

Trade shows, Fashion shows,
Trade journals, Magazines,

Advertising agencies, Sales
agencies, Merchandise Marts

3. Competition Casual Observation, Comparison
Shopping, Other Manufacturers,
Competitors' Best Sellers and
Promotional Material

4, Market Contact Test Marketing
Market Surveys
Travel to Markets
Travel to Fashion Centres
Trade Missioms
Information from Parent Compa-
nies or Licensing Agencies
Direct Contact with Ultimate
Consumers

5. Govermment Sources Information from Foreign or
Domestic Governments




TABLE 5.2

DISTRIBUTION OF RESPONSES FOR SIX INFORMATION CATEGORIES
USED IN PLANNING THE PRODUCT MIX

N= 117
Information Category Percentage of Responses
I Internal Informatiom
1, Sales and Pricing Information 12.0
*Price Points (5:9 %)
2. Gut Reaction 5.1
¥
I1 External Information
1. Other Channel Members 23.9
*Retailers (10.2 %)
2. Auxilliary Fashion Enterprises . 23.9

#Trade Journals and Magazines (10.2 %)

Competition . 8.5
#Promotional Material (2.5 %) '

Market Contact 26.6
#Travel to Fashion Centres (17.0 %)

100.0

%*
Most frequently mentiomned source in each category expressed in percentage

of total responses.
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enterprises, especially trade journals and magazines. Many manufacturers
subscribed to European magazines and used them to predict what would be in
vogue in local markets, Several firms mentionedrthat European styles were
often adapted for local markets, but that the Canadian market was from one
to two years behind Europe in adopting trends. Other important sources in
this category were information from colour services or fashion agencies,
usually foreign. These services and agenciés provided periodic reports on
major trends in colours and styles for coﬁing seasons, by monitoring market
activity, as well as social, artistic, and economi%_developments. Visits to
trade and fashion shows, often in the ﬁnited States, were also important in
this category.

Reliance on foreign sources of information was also evident in the
most commonly mentioned category of market contact, where travel to fashion
centres was the most frequent response. Many manufacturers travelied to
Europe and Hong Kong, while others scouted American markets for ideas,

Many manufacturers readily admitted that originality was not important
to them, describing their styling as "historical' or "cyclical”. Innova-
tive European styles were often modified for the "conservative" local market,
on the assumption that conservative styling reduced risk. This philosophy
made it less attractive for manufacturers to explore new market niches.

Some manufacturers were hesitant to try new colours or styles on the assump-
tion that market acceptance was unchanged over time. They viewed domestic
market research as less important than exploring foreign trends, because they

"knew'" what would be accepted locally, or had "defined markets".

5.2.2 General Market Information

Table 5.3 shows the responses for information categories used in moni-

toring general market trends. The most frequently mentioned category of



TABLE 5.3

DISTRIBUTION OF RESPONSES FOR SEVEN INFORMATION
CATEGORIES USED IN MONITORING THE MARKET

N =72

Information Category

Percentage of Responses

I Internal Information

1. Sales and Pricing Information 4.2
#Sales Information (&4.2%)

2, Gut Reaction * 6,9

I1 External Information

1, Other Channel Members 32.0
*Retailers (18.0%)

2. Auxilliary Fashion Enterprises 11.1
*Trade and Fashion Shows (5.5%)

3. Competition 2.8
*Comparison Shopping (1.4%)
Other Manufacturers (1.4%)

4. Market Contact 26.4
*#Direct Contact with Consumers (6.9%)

5. Govermment Sources 6.9
*Census Data (5.5%)

6. Not Interested 9.7

100,90

*
Most frequently mentioned source in each category,
of total responses.

expressed in percentage
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response was other channel members, especiall& retailers, followed by mar-
ket cohtact, most often direct contact with consumers. Because several firms
had their own retail ocutlets or factory outlets, consumer contact was impor-
tant in this category. Travel to fashion centres and trade and fashion

shows accounted for about 15% of respomses, with market surveys accounting
for only 3% of responses.

Probes for information about researching new ﬁarket potential revealed
that the usual approach of manufacturers was to focus on gecgraphical-
expansion strategies. Expaading the total market was usually perceived as
a process of physically opening up new territories, rather than using market-
penetration or new market approaches. Very few managers employed these

strategies to attract new users.

5.2.3 Information about Consumers

el

Manufacturers relied heavily on other channel members, most often
retailers, for information about the ultimate consumer. Table 5.4 shows the
responses for categories of information aboug the ultimate consumer, with
other channel members accounting for 50% of responses. While about 25% of
responses indicated that market contact was important, less than 5% of infor-
mation was obtained through market surveys. Some manufacturers explained
that thg Canadian market was too'small to warrant expensive market surveys
which some American companies conduct., Only one manufacturer suggested that

retail buyers might be fallible as information sources about consumer wants

<

and needs.

Figure 5.1 shows information sources about consumers classified as pri-
mary or secondary, and direct or indirect. Over Half of responses were in
the primary but indirect category. These responses reflected the power of

retailers in the marketing channel for firms which had no opportunity for



TABLE 5.4

DISTRIBUTION OF RESPONSES FOR SIX INFORMATION
CATEGORIES FOR DATA ABOUT ULTIMATE CONSUMERS

N = 48

Information Category

Percentage of Responses

I Internal Information

1. 8ales and Pricing Information 4.2
*#Sales Information (2.1%)
*Price ,Points (2.1%) .

2. Gut Reaction 8.3

IT External Information

1. Other Channel Members 50.0
*Retailers (35.4%)

2., Auxilliary Fashion Enterprises 10.4
#Fashion Agency Information (4.2%)
*Trade Journals and Magazines (4.2%)

3, Competition 2.1
*Comparison Shopping (2.1%)

4. Market Contact 25.0
*Direct Contact with Consumers (16.6%)

100.0

% , . .
Most frequently mentioned source in each category, in percentage of total
responses.

N/A =1
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direct consumer contact through their own retail outlets.

FIGURE 5.1

INFORMATION SOURCES ABOUT CONSUMERS

N= 48
DIRECT ‘ INDIRECT
(4.2) Test Marketing (35.3) Retailers
> (4.2) Market Surveys (12.5) Sales Agents
% (16.6) Direct Consumer - (2.1) Raw Goods Suppliers
. B Contact
(2.1) Comparison Shopping
25.0% 52.0%
4,2% 10.5%
o (2.1) Sales Information (4.2) Trade Journals
[ ’ ' Magazines
2
3 (4.2) Fashion Agencies
=3
@ (2.1) Trade Association
Shows
Gut Reaction
8.3%
N/A =1

5.2.4 Sales -Information

Surveyed firms monitored sales information in several ways. These
ranged from estimates based on intrinsic knowledge of the firm's production,
to sophisticated computer data bases which reléyed detailed retail sales
information to manufacturers on a regular basis. Sales information was cate-
gorized by product characteristics such as style, fabric, colour, size, or
commodity, or by sales division such as territory or store type. Some firms .

kept track of sales in terms of corporate or production goals, that is by
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units, dollar value, or the type of production used.

For some manufacturers, sales information was viewed only as a reflec-
tion of inventory or production processes. For example, a manufacturer
might monitor fabric used and sizes cut for physical inventory control and
ordering needs, rather than as product planning information. Order pro-
cessing or inventory control information was also used by managers who esti-
mated sales from their general knowledge of-plant operations. VFigure 5.2

shows the percentage of total responses for each sales information category.

5.2.5 Forecasting Sales

About 147 of firms did not forecast sales, but most firms used some
form of forecasting. The type of forecasting ranged from general forecasts
of total sales to very detailed forecasts based on computerized retail sales
tracking.

The most common type of forecast was a general forecast of total sales,
which was used by just under 46% of firms. The remaining 40% of firms did
some forecasting in specific areas.

Table 5.5 shows the categories used by the 40% of firms which employed
specific forecasts.

Table 5.5 excludes firms using no forecasts (1l4% of total) and firms
using general forecasts of total sales (46% of total).

Some firms indicated that 1982 was an unusual year in that sales goals
were secondary to concern about survival. Howaver; these firms have been

clagsified by their usual forecasting policies.

5.2.6 Information about Competitors' Activities

Information about competition was most often obtained through other
channel members, primarily retailers and manufacturers' agents. Many res-

pondents indicated that this type of information was obtained casually or
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TABLE 5.5

DISTRIBUTION OF CATEGORIES USED BY FIRMS FOR
SPECIFIC FORECASTING OF SALES

N = 15
Forecasting Categories Percentage of Firms”™
A Division of firm 25.0)
)
Territory 20.0) 60.0
) .
Store 15.0)
B Order Processing or Inventory 15.0
C Price Range 5.0)
) 10.0
Sales Potential (Best Sellers) 5.0)
D Rolling Data Base (Detailed.Forecasts) 15.0
160.0
*

Percentage of those firms using specific forecasts (40% of total).

that they knew through past experience, what competitors' policies were.

Figure 5.3 shows the information sources and methods used by surveyed firms.

5.2.7 Promotion and Promotion Information

Table 5.6 shows the types of promotion used by manufacturers. Almost
30% of responses concerned promotion of the physical product, such as brand-
ing, hang tags, éackaging, and logos. Close to 40% of responses centred on
some form of advertising, with print accounting for over half this category.
Although managers were not specifically asked about promoting sales to
retailers, about 8% of responses concerned cooperative advertising with

retailers, while about 2% cited volume discounts.
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n=3?

Qther Channel Members
33 %

Casual or Historical [nfermation
26 Y%

Comparison Shopping
18 %

Figure 5.3 Pie graph showing distribution of responses for information
agbout competition.



TABLE 5.6

PROMOTION CATEGORIES

N = 151
Categories Percentage of Responses
Product/Image:
Hang Tags (11.2%)
Labels and Logos (14.6%) 29,7

Packaging (3.9%)

Promotion:

Display (11.9%)
Special Promotions (5.9%)
22.3
Publicity (3.9%)
Personal Selling (.6%)
Advertising:
Electronic (9.2%)
Print (20.5%)
38.2
Cutdoor (1.3%)
Direct Mail (7.2%)
Place:
Cooperative Advertising 7.9

Price:
e

Volume Discounts 1.9

100.0
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Over half of the managers of firms using the various types of promotion
relied on their own staff and resources in planning promotional strategies.
The media mix for these firms was often established through trial and error.
Figure 5.4 shows the types of resources managers used in planning promotions.

Firms which relied on retailers, licensing agencies, or parent companies
for promotional decisions usually had corporate or contractual obligations
to these sources. quer these conditions, firms had little input into pro-

motion planning.

Motivation for Advertising

While about 30% of surveyed firms did no advertising, those firms which
advertised had definite target audiences in mind. 0f firms using advertising,
about 40% hoped to attract ultimate consumers, while 19% advertised solely
to attract retailers' attention. Another 27% of advertisers ﬁoped to
attract both retailers and consumers to varying degrees. Only about 8% of
these firms saw their advertising as institutional as well as consumer- or
retailer-oriented.

Since many firms did not have well defined promotion planms or adver=-
tising budgets, these responses reflect only the manufacturers' perceptions
of their advertising.

Many managers felt that determining the success of any advertising
strategy.in reaching the ﬁerceived audience was a difficult task. Some
managers felt that audience response to advertising could be measured only
in cases where cooperatife advertising of specific items at reduced cost was
used. -In these cases, the sales of specific items at specific costs for

finite periods of time could be compared to usual sale rates.

5.2.8 Information about Regional Differences Within Canada

Within Canada, regional differences were monitored most often through



Firm's Own Resources (Trial and Error Approach)
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Advertising Agencies
21 %

Figure 5.4 Pie graphs showing distribution of responses for

promotion information
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other channel members, primarily retailers. This accounted for 32% of res-
Vponses. About 24% of responses indicated that firms had "defined" markets
and were not interested in monitoring changes in regional acceptance. Another
24% distribﬁted their products locally and were not concerned with regional
acceptance., About 10% of responses indicated market contact as an information

source.

5.2.9 Information About Export Markets

Exporting firms obtained market information in much the same manner as
they did for domestic markets. Figure 5.5 shows the types of information
sources which firms used for export markets. About one-third of exporting
firms relied on retailers and salespeople familiar with markets they wished
to pursue. They often chose personal selling to retailers as their first

step to entry, building a clientele gradually through local salespeople.

5.3 MARKETING INFORMATION SYSTEMS

5.3.1 Information Systems

Responses about how firms obtain information for daily decisions were
varied. About 43% of managers mentioned that information was computerized.
About 19% of managers mentioned manual reports of unspecified content, while
about 14% specified manually prepared production and -inventory reports. About
8% of managers said they "knew" or were in touch with daily operations and did
not request information in a routine way. References were also made tc reports
from accountants or sales personnel and a few ﬁanagers indicated that computer-

ization of some aspects of their firms' operations was planned for the near

future.

5.3.2 Computerization

Close to 70% of firms had some aspect of office operations computerized.

While about 43% used computers for "housekeeping'', only 16% mentioned the

o
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existence of an “information system'. Scme firms used computers for order

!

Other Channel Members
34 %

Market Contact
28 %

Seme as Domestic Market
28 Y%

Figure 5.5 Pie graph showing distribution of information sources for
export markets.®

* Exporting firms only.
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processing and inventory purposes only.

Many managers indicated that “everything' about the operations of their
firms was computerized., More in-depth exploration revealed that most of
these managers were referring only to financial operations, chiefly accounts
receivable and payable. Responses indicated that economic necessity had
made scrutinizing accounts of paramount importance for many firms. Some
managers stre;sed the importance of Creditel, a computer system which gave
member‘firms_instant access to the credit ratings of potential customérs.

The economic slump of 1982 may have had the effect of shifting managers'
attention to financial operations at the expense of other functions. Mana-
gers mentioned with some frequency that priorities in 1982 were centred on
"gurvival'. However, managers who were more circumspect or less concerned
about.financial status also held fairly limited views on their firms:prior-
ities and their priorities as managers. The organization of information for

controlling financial operations generally took precedence over the systema-

tization of marketing information for product planning.

5.3.3 Marketing Information - Summary

Information for product planning was usually collected casually and
habitually, and firms placed emphasis on financial rather than marketing infor-
mation. This orientation was reflected in firms' handling of sales and pro-
duction information., Managers often perceived the uses of routinely collected
information as circumscribed, in that extermally generated data were not trans-
lated into terms useful for marketing decisions. Most firms relied heavily
on retailers for information, and had limited access to information from ulti-

mate comsumers. Few managers expressed interest in collecting more or better

information about consumers, viewing both target markets and product acceptance

as comstant over time. Narrow attitudes toward information use limited explor-

ation of new markets or alternate strategies for product mix development.
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5.4 HYPOTHESES TESTING

A 0.05 level of significénce was set for the testing of null hypo-
theses. The sample size and the predominantly qualitative nature of the
data suggested the division of variable values into two categories. Two
by two contingency tables were generated for each pair of variables to be
tested. The SAS Procedure Frequency was used to produce the two-way tables,
as well as continuity adjusted chi-square values and values for Fisher's
Exact Test (SAS Basic, 1982). The latter were generated in cases where

expected cell frequencies were less than 5 (Siegel, 1956),

5.5 VARIABLES USED IN TESTING HYPOTHESES

5.5.1 Success Criter;a

Data were collected about firms' long- and short-range growth, in both
dollar value of shipments and employment. Variables developed  from these

data were tested for association with facets of marketing research use.

These growth or ''success" variables were defined as follows:

1) Percentage increase or decrease in dollar value .of shipments over
the one year period from December, 1981 to December, 1982.

2) Percentage increase or decrease in dollar value of shipments over
the five year period prior to December, 1982 from base year 1977.

3) Percentage increase or decrease in number of employees engaged in
production over the one year period from December, 1981 to December, 1982.

4) Percentage increase or decrease in number of employees engaged in

production over the five year period prior to December, 1982 from base year

1977.
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5.5.2 Marketing Research Use

Interviews provided data, through both closed and open-ended questions,
which were indicative of the nature of marketing research used by surveyed-
firms. Several aspects of this use were examined, including formality of
approach, extent of use, and type of source used. Variable values were
generally grouped to contrast "more' use with "little" or no use. These
divisions were also appropriate in that they yielded optimum expected cell

values for most data.

Management Approach to Reseaxrch

Data were evaluated for factors which reflected a systematic approach
to the research function. Three variables were developed for the purpose

of defining the formality of research use, as follows:

A, Data from Open-Ended Questions - Responses to open-ended questions
about research for planning and evaluating products, monitoring market trends,
developing objectives, and delineating consumer characteristics were com-
bined, and those methods which could not be employed without systematic
planning were separated from more casual methods., Systematic methods of
gathering and using information included such approaches as computerized
rate of sale systems, consumer surveys, information systems, and the use of
well defined or long-term marketing plans and corporate goals. Fifms which
employed from one to five "formal" methods formed omne group, while firms
using no systematic methods formed another.

B. Data from Checklist Question - A similar approach was used in

classifying responses to a closed question with a checklist format, which
was completed by the managers themselves (see Appendix III). Again, those
methods or sources which required systematic planning were separated from

those which could be accomplished casually. Two categories were formed,
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dividing those firms which indicated use of from two to twelve systematic
methods from those using one or none.

C. Data from Closed Rating Question - Responses to another closed ques-

tion formed the basis of the third variable used to classify management
approaches to research. Respondents evaluated five factors for importance
in planning and evaluating product mix., These factors were creativity,
experience, use of secondary market information, feel for the market and
special purpose market studies. While this question solicited opinions about
the firms' activities rather than factual information, managers were requested
to focus on their firms' actual practices when responding. Rating of special
purpose market studies as highly important (1 or 2) resulted in the inclusion
of firms in one group, while ratings of less importance (3, 4 or 5) led to the
formation of a second group. (For additional information on treatment of
data from this question, see Sectiog 5.6, Hypothesis 6.)

Table 5.7 provides a summary of the divisions used in analyzing manage-
ment approach to research, These divisions were chosen to highlight the
differences between firms engaging in little or no formal research activity

and other more sophisticated firms.

Extent of Use of Marketing Research

Extent of use was defined, for purposes of hypotheses testing, as the
number of methods or sources used to gather information for product planning.
Extent of use was explored in five areas relating to product mix decisions.
Five variables representing these areas were formed from responses to open-

ended questions about product planning, market trends, consumers, sales infor-

mation and sales projections. For each area the number of methods used was

. o 2 13 f :
divided into two groups, representing "more” or "less” extensive use.

These divisions, presented in Table 5.8, are based on marketing research

classifications as well as actual activities of firms.
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TABLE 5.7

DIVISIONS FOR MANAGEMENT
APPROACH VARTABLES

Number of Methods

Variable ‘Less Formal' - "More Formal'

A. Data from Open-

Ended Questions 0 1-5
B. Data from Checklist 0-1 2=12
Low Rating High Rating

C. Data from Rating
Question 3-5 1-2

*For further information see Appendix III

A, Data from Q@ 5, 6, and 7.

B. Data from Q L1.

C. Data from Q 12, item {(e}. g

Types of Research

Several types of research activities were categorized, in light of common
TABLE 5.8

DIVISIONS FOR EXTENT OF RESEARCH VARIABLES

Number of Methods

Variable Less Extensive More Extensive
A. Product Planning 1-4 5-8
B, Market Trends 0=2 3-6
€. Consumers 0-1 2=4
D. Sales Information 0-1 2=6

E., Sales Projections 1-2 ' 3=4
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characteristics, from responses to open-ended qﬁestions. Firms indicating
no use of a particular research type were distinguisheﬁ from those indi-
cating use of that type in one or more instances. The exception in this
area was the method "market contact™, which, to obtain more adequate cell
values, was divided into those using less than two and those using two or

more methods. (For information on these variables, see Table 4.1.)

5.5.3 Characteristiecs of Firms

Several characteristics of firms were defined for hypotheses testing,
including degree of owner involvement in product mix decisions, product mix
diversity, size, and location factors. These variables were defined and
classified as follows:

A. Owner Role - Owner responsible firms were those in which the owmer
was the sole product planner or made decisions jointly with staff, Manager
responsible firms were those in which hired managers planned products or
where owner involvement extended only to line approval.

B. Product Diversity - Surveyed firms diversified by producing up to

seven product types. Firms producing from one to three distinct product
types were classified as '"less" diversified, while those making from four
to seven products were classified as "more' diversified,

C. Firm Size --Size of firm was determined using "worker hours per day"
calculated from employment data. ''Smaller' firms used 3000 or less worker
hours per day, with "large" firms using more than 3000 hours. (see Appendix
V).

D. Market and Plant Location -~ Divisions of "coast' and "prairie' were

chosen to discern possible variations which could have arisen from differing

economic climates, business practices, or provincial restrictions on plants.

Most firms, however, claimed national rather than local markets, so the
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influence of plant location was not pronounced. To explore market locationm,
firms which exported to or imported from foreign markets were tested for

evidence of differences in growth from firms dealing only in Canada.

5.6 NULL HYPOTHESES TESTS

Null Hypothesis l: There is no significant association between success

of firms and

a. a systematic approach to researching markets,

b. the extent of research used,

¢. the type of research used.

Table 5.9 shows the results of chi-square testing of null hypothesis
la. Where expected cell values were smaller than 5, Fisher's exact two-
tailed test was used.

The multi-trait, multi-method approach to data presentation is used to
illustrate patterns whichﬁemerge when a construct is measured by at least
two traits and two methods. Table 5.9 is a method-trait matrix of four
"guccess” traits measured by percentage changes, tabulated with three methods
of measuring ''systematic' approaches to research. Dollar value and employment
change figures offer a reflection of 1bng- and short-term growth traits,
while three independent methods of measuring the presence of systematic
management activity delineate research approach.

Table 5.9 shows that for the two dollar value variables; contingency
table distributions consistently exhibit the highest column percentages for
inéreases in dollar value of shipments where a systematic approach is employede
The pattern of cell values for the mometary variables also demonstrates conver-
gent validity, suggesting that a positive relationship between systematic

research methods and improved performance in dollar terms may exist (Payne
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and McMorris, 1967). However, the chi-square values for these variables are
not hiéh enough for rejection of null hypothesis la.

Table 5.9 also illustrates the pattern of cell values for the three
methods of measuring approach to managing information with changes in employ-
ment. Changes in employment over one year are not demonstrably different
than expected by chance, and no significant values for chi-square were found.
However, changes in long-term employment relate significantly to how managers
perceive the importance of specialized, or "systematic' market studies (X2 =
3,60, p = 0.02). Therefore, hypothesis la is rejected for managers' percep-
tions about systematic market research and employment changes over five
years, |

Changes in employment do not demonstrate the same type of consistent
pattern as dollar value changes. One explanation for this phenomenon 1s
that a given percentage change in employment does not have the same effect
for all firm sizes. Accepted economic theory indicates that, while growth
rates have no relationship to firm size in terms of employment, variability
of growth rates is smaller for larger firms and they tend to experience more
stable growth, Managers of growing firms may have perceived an increased
need to systematize operation for increased control as firms grew. Check-
list responses may have shown a reverse trend because some of the systematic
‘ methods listed were used very little even by the largest firms surveved.
Techniques such as show and wear tests, attitude studies, and brand awareness
studies were very rare in Western Canada, primarily because managers felt
the market was too small to make such activities practical.

Table 5.10 shows the results of chi-square tests of null hypothesis 1b.



TABLE 5.9

CONTINGENCY TABLES SHOWING
ASSOCIATION BETWEEN MARKETING SUCCESS FACTORS AND USE OF SYSTEMATIC
MANAGEMENT OF INFORMATION
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SUCCESS SYSTEMATIC APPROACH CRITERIA
FACTORS )
——— Responses to Checklist Rating
Open Ended Questions Responses - Respenses
(n = 37) (n = 37) {(n = 35)
Change in
Dollar Value
Over 1 Year Not Not Not
(n = 37) Systematic Systematic Systematic Systematic Systematic Systematic
Increase 11 8 9 10 10 8
(50.0) (53.3) (50.0) (52.6) (40.0) (80.0)
Decreasge 11 7 9 9 15 2
{50.0) (46.7) (50.0) (47.4) (60.0) (20.0)
x¢ = 0.01 %2 = 0.02 x2 = 3.1
p = 0.8% p = 0.86 p = 0.06
Change in
Dollar Value
Over 5 Years
(n = 30}
Increase 7 10 [ 11 11 [
(41.2) (71.4) (42.9) (68.7) (50.0) (75.0)
Decrease 10 4 8 5 11 2
(58.8) (28.6) {57.1) (31.3) (50.8) (25.0)
x? = 2.51 x2 = 1.12 ¥? = 0.64
p = 0.11 p = 0.28 p = 0.40
Change, in
Employment
Qver 1 Year -
o= 36) 13 8 10 11 Ls 5
{59.1) (57.2) (58.8}) (57.9) (62.53) {(60.0)
Increase
' 9 6 7 8 G 4
(40.9) (&2.8) (41.2) (42.1) (37.5) {40.0)
Decrease x? = 0.05 x4 = 0.08 x2 = 0.06
p = 0.81 p = 0.77 p = 1.00
Change in
Employment
Over 5 Years =
=o=32)_ 15 9 12 12 12 10
(75.0) (75.0) (85.7) (66.7) (60.0) (100.0%Y
Increase
5 3 2 6 8 0
(25.0) (25.0) (14.3) {33.3) (40.0) (0.0}
Decrease 2 F
x2 = 0.17 %2 = 0.67 x% = 400
p = 1.00 p = 0.41 p = 0.02




TABLE 5.10

AnDn -

CONTINGENCY TABLES SHCWING
ASSOCIATION BETWEEN FIRM SUCCESS AND
EXTENT OF RESEARCH USE IN FIVE AREAS

57

Column Percentages shown in brackets.

SUCCESS EXATENT OF RESEARCH
FACTORS {Number of Methods/ Sources)
Planning and Information Sales Infor-
Evaluating General Market About Consumer mation and Sales
Product Mix Trends Research Characteristics QOrganization Projections
(n = 37) (n = 37) (n = 37) (o = 37) (n = 37)
Change in Dollar
Value Over 1 Year
(n_= 37) Less More Less More Less . Mote Less More Less Hore
Increase 15 4 13 8 8 11 5 14 12 7
(55.5) (40.0) (50.0) {54.5) (42.1) (61.1) (45.5) (53.8) {52.2) (50.0)
Decrease 12 6 13 5 11 7 6 12 11 7
(45.5) (60.0) {50.0) (45.5}) (57.9) (38.9) (54.5) (46.2) (47.8) (50.0)
X2 = p.22 x? = 0,01 %2 = 0,68 x2 = 0,01 %2 = 0,04
p = 0.47 p = 0.91 p = 0.40 p = 0.91 p = 0.83
Change in Dollar
value Over 5 Years
{n_=_30)
Increase 11 6 13 4 7 10 4 13 4 8
(52.4) (66.7) (65.0) (40.0) (43.7) (60.0) (50.0} (59.1) (50.0) (66.7)
Decrease 10 3 7 [} 9 & 4 9 0§ 4
(47.6) (33.3) (35.0) {60.0) (56.2) (40.0) (50.0) (40.9) (50.0) (33.3)
x2 = 0.10 x% = 0.83 2 =1.33 v2 = 0,00 52 = 0.27 -
p = 0.69 p = 0,25 p = 0,24 p = 0.69 p = 0.59
Change in Employ- N
- ment over 1 Year
Sn = 36!
Increase 15 6 15 5 1 11 3 18 12 9
(57.6) (60.0) (61.5) (30.0) {55.6) (61.2) (27.3) (72.0}) {55.3) (64.3)
Decrease 11 4 10 5 8 7 8 7 10 5
(42.3) (40.0} {38.5) (50.0) [CLRY] (38.8) (72.7) (28.0) (45.5) (35.7)
2 = 0.06 42 = 0.06 2 =2 0,00 42 = 4.58 2 & 0.05
p = 1.00 p = 0.70 p = L.00 p = 0,02 p = 0.81
Change in Employ=
ment over 5 Years
Sn = 32!
Increase
18 -] 20 4 11 13 8 16 14 1G
(81.8) (60.0) (86.9)  (44.5) (73.4) (76.5) (88.9)  (69.6) (77.8)  {71.4}
Decrease
4 4 3 5 4 4 L 7 4 3
(18.2) {40.0) (13.1)  (55.5} (26.63  (23.5) (11.1) (30.4) (22.2) {28.6)
i o= 0.77 w2 =417 2 a0.04 K 2= 0.46 2 = 0,00
p = 0.21 p = 0.02 p = 1.00 p = 0.38 p = 0.70
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The table is a variation of the multi-trait multi-method matrix used for
Table 5.9 but rather than showing values for one aspectrof firm activity
measured in several ways, the table shows values for several activities
measured in a similar manner. While Table 5.10 is not intended to show
convergent validity, it is interesting to note that the aréa‘of consumer
information is the single area where firms consistently experienced better
growth with the use of "more" information sources or methods.

Two significant associations can be noted in Table 5.10., They are posi-
tive changes in short-term employment related to use of more types of sales
information (X2 = 4.58, p = 0.02) and long-term employment increases related
to less general market trends research (xz = 4,17, p = 0.02). For these two
associations only, null hypothesis 1b is rejected,

Table 5.11 shows the results of chi-square tests of hypothesis lc.

If shows a significant association between short-term  employ-
ment changes and use of other marketing channel members for informaticn,
with increases in employment occurring most frequently with less use of

channel members (X% = 3.29, p = 0.03).

Null Hypothesis 2: There is no significant association between owner

involvement in product planning and

a. management approach to research,

b. extent of research used,

c. type of research used.
Table 5.12 shows the results of chi-square testing of hypotheses 2a, 2b, and
2¢c., No significant association was found. Therefore, null hypothesis 2 1is

not rejected.

Null Hypothesis 3: There is no significant association between firm

size, in worker hours per day, and

a., management approach to research,



TABLE 5,11

CONTINGERCY TABLES SHOWING
ASSOCIATION BETWEEN FIRM SUCCESS AND TYPE OF RESEARCH
(information Source)

9%

SYCCESS INFORMATION SOURCES
e e
FACTORS .
S Marketing Aduxilliary Market Competing Government
Channel Members Enterprises Contact Firms Sources
Change in Dollar (n = 37) (n = 37) (n = 37) (n = 37} (a = 37)
Value over 1 Year
{n = 37} Net Used Used Not Used Used Less More Not Used Used Not Used Used
Increase 5 14 4 15 9 10 i2 7 15 4
{83.3) (45.2) (40.0) (55.5} {60.0) {45.5) {50.0) (53.8) (48.4) (66.7)
Decrease 1 17 4] 12 6 12 12 ] 18 2
{16.7) (54.8) (60.0) (45.5) (40.0) (54.5) {50.0) (46.2) {51.6}) (33.3)
x2 = 1.60 x2 = 0.22 v2 = 0,28 xZ = 0.15 2 = 0,14
p = 1.17 p = 0,63 p = 0,59 p = 0.90 p = 0.653
Change in Dollar
VYalue over 5 Years
(n = 30)
Iacrease 2 15 2 15 5 12 10 7 13 4
(50.0) (57.7) (28.6) (65.2) (50.0)  {60.0) (52.6) (63.6) (54.2) (66.7)
Decrease 2 11 5 8 ) 5 8 9 4 11 2
(50.0)  (42.3) (71.4)  (34.8) 7 (50.0)  (40.0) (47.4)  (36.4) (45.8)  (33.3)
w2 = 0,06 ¥ = 1.63 w2 = 0.01 &= 0.04 2 = 0.0l
p = 1.00 p = 0.18 p = 0,70 p = 0.70 B o= 0.67
Change in Employ-
ment over 1 Year
(n = 36}
Increase [} 15 18 9
12 13 8 ig 3
(100.0)  {50.0) (33.3) 7(66,?) (60.0)  (57.1) (54.2) (66.7) {60.0) (50.9)
Decrease ¢ 15 [} 9 6
9 11 4 12 3
(00.0) (50.0) (66,7} (33.3) (40.0}  (42.9) (45.8) (33.4) (40.0) (50.0)
2 . 2 = ;
® n g-gz X 1.86 %2 = 0,02 W2 = 0.12 2 = 0.00
P . p =0,12 p = 0.86 p = 0,71 p = 0.57
Change in Employe
ment over 5§ Years
(o = 32}
Increase 5 19 7 17
11 13 18 6 21
100. . 3
(100.0)  (70.4) (87.5)  (70.8)  (78.6) (72.2) (78.3)  (66.7) 7.8)  (60.0)
Decrease 1] 8 1 Ty
3 5 5 3 13
0. . 2
(0 cz}) (29.6) (1253) (29.2) (21.4) (27.8) (21.7) (33.3) (22.2) (40.0)
%2 = 0,71 x% = 0,22 x2 = 0.00 2 2
- . x© = 0.05 x* = 0,07
P 0.29 p = 0.64 p = 1.00 p = 0.64 p = 0,57

Column Percemtages shown in brackets.
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TABLE 5.12

CONTINGENCY TABLES SHOWING ASSOCIATION BETWEEN OWNER INVOLVEMENT
AND THREE ASPECTS OF RESEARCH USE

SYSTEMATIC INFORMATION MANAGEMENT

Responses to

Cpen Questions Checklist Responses Rating Responses

(n = 37) {n = 37) (n = 35
Quner
Involvement Not Not Not
in Product Systematic Systematic Systematic Systematic Systematic Systematic
Planning
(o= 3?!
Hired 11 5 [ 10 10 5
{40.8) (50.0) (33.3) (52.6) (40,0) (50.0)
Ouner 16 5 12 9 15 5
{59.3) {50.0) (66.7) (47.4) (60.0) (50.0)
%% = 0.00 x2 = 0,22 x2 = 0,02
p = 0.99 p = 0.63 B
EXTENT OF RESEARCH
Ouner
Involvement Planning and Information Sales Infor-
in Product Evaluating General Market about Consumer mation and Sales
Planning Product Mix Trend Research Characteristics Organization Projections
(n = 37) {n = 37) {n = 37} {(n = 37) (n =37) {(n = 37)
Less More Legs More Less Hore Less More Liuss More
Hired 1t 5 10 6 t0 [ 2 14 3 8
(50.8) (50,0} 38.5 (54.5) (52.6} (33.3) (13.2) {53.8) (34.8) (57.2)
Owner 16 5 16 5 9 12 9 12 15 6
(59.3) (50.0) (61.5) (45,5} (47.3) {66.7) (81.9) (66.2) (65.2) (42.8)
%2 = 0,01 x2 = 0.81 x? = 0,72 X2 = 2.68 229,97
p = 0.71 p = 0.3 p o= 0.39 p = 0.07 p = 0.32
TYPE OF RESEARCH
ow Marketing Channel auxilliary Market Competing Government
Inszivemenc Members Enterprises Contact Firms Sources
in Product (n = 37) (n = 37) {n = 37) (n = 37) (n = 37)
Planning *
{n = 37) Not Used Used Not Used Used Less More Not Used Used Not Used Used
Hired T 15 5 11 :} 8 4 5 14 2
(16.6) (48.4) (50.0) {40.8) (53.3) (36.4) (45.9) (38.5) (45.2) {33.3}
Owner 5 16 5 15 7 14 i3 8 17 &
' (83.8) (51.6) (50.0) (59.2) {46.7) (63.6) (54.1) (61.5) (54.8) (66.7)
% = 0,97 ¥ = 0.01 x2 = 0.46 2 = 0.00 %2 = 6.00
p = 0,20 p =0.71 p = 0.49 p =0.93 p = 0.67

Column Percentages shown in brackets.
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b. extent of research used,

¢. type of research used.
Table 5.13 shows the results of chi-square testing of hypotheses 3a, 3b, ané
3¢, The results indicate a relationship between high perceived importance
of systematic market studies and increased firm size (XZ = 4,82, p = 0.01).
Therefore, for this case only, null hypothesis 3a is rejected.

Null Hypothesis 4: There is no significant association between product

mix diversity and

a, management approach to research,

b. extent of research activities,

c. type of research used. |

Table 5.14 shows the results of chi-square tests of hypotheses.4a, 4b,
and 4c. No significant assoclations were found through chi-square testing.
Therefore, null hypothesis 4 is not rejected. |

Null Hypothesis 5: There 1s no gignificant association between geo-

graphic location and

a. management approach to research,

b. extent of research activities,

c. type of research used.

Table 5.15 shows results of chi-square testing of null hypotheses 5a,
5b, and 5c.  No significant associations were found, so null hypothesis 5 is
not rejected.

Null Hypothesis 6: There is no significant association between firm

success and
a. casual information use,
b. use of intuition in product planning.

Table 5.16 shows results of chi-square testing of null hypotheses pa and



TABLE 5.13

CONTINGENCY TABLES SHOWING ASSOCIATIéN BETWEEN FIRM SIZE AND THREE
ASPECTS OF RESEARCH

SYSTEMATIC INFORMATION MANAGEMENT
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Response
: Open Questions Checklist Responses Rating Responses
) Si
(éﬁ:kerzioura (n = 37) {n = 37) (n = 35)
Per Day) Not Not Not
L‘l—;—iﬂm Systematic _ Systematic Systematic  Systematic Systematic _Systematic
Small 22 12 18 16 25 7
{100.0) (8C.0) {100.0) (84.2) (10C.0} (70.6)
Big o 3 0 3 0 3
(00.0) (20.0) {C0.0) (15.8) €00.0) (30.0)
%2 = 2.48 ¥ = 1,33 2 = 4,82
p = 90,05 p = 0.22 p = 0.01
EXTENT OF RESEARCH
Planning and Information Sales Infor-
Evaluating General Market about Consumer mation and Sales
Firm Size Product Mix Trend Research Characteristics Organization Projections
(Worker Hours {n = 37) (n = 37) {n = 37) (n = 37} {n = 37)
Per Day)
{(an = 37} Less More Less More Less More Less More Less More
Small 24 10 . 25 9 19 15 11 23 22 iz
(88.9) (100.0) (96.2) {81.8) (100.0} (83.3) (100.0} {88.5) (95.7) {85.7)
Big 3 0 1 2 0 3 0 3 1 2
(11.1) {00.0) (3.8) (18.2) {00.0) (16.7) (06.0) (11.5) (4.3) (14.3)
x2 = 0.17 X2 = 0.84 xZ = 1,57 xZ = 0.26 ¥2 = 0,20
p = 0,54 p = 0.20 p = 0,10 p = 0.53 p = 0.54
TYPE OF RESEARCH
Marketing Channel Auxilliary Market Competing Government
Members Enterprises Contact Fiems Sources
Firm Size
(Worker Hours (n = 37) {n = 37) (o= 37) (n = 37) (n = 3N
Per Day)
{n = 37} Not Used Used Not Used Used Less More Not Used Used Not Used Used
Small [} 28 10 24 15 19 21 13 29 5
{100,0) (90.3) (100.0) (88.9) (100.0) (86.4) {87.5) (100.0) (93,5} (83.3
Big o 3 Q 3 0 .3 3 0 2 1
{00.0}) (9.7) (00.0) (11.1) (00,0} (13.6) {12.5) (00.0) {6.5) (16.7)
x2 = 0.00 2 = 0.17 W = 0,77 K = 0.48 2 = 0.00
p = 1,00 p = 0.5 p = 0.25 p = 0.53 p = 0.42

Column Percentages shown 1n brackets.
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CONTINGENCY TABLES SHCWING ASSOCIATION BETWEEN PRODUCT MIX DIVERSITY

Responses o
Open Questions

AND THREE ASPECTS OF RESEARCH USE

SYSTEMATIC INFORMATION MANAGEMENT

Checklist Responses

Rating Responses

Product (= 37) (n = 37 (n = 35)
Mix -
: Not ot . S
Dgrixvir;iy Sys?g;atic Systematic Systematic  Systematie Syatematic Systematic -
More g 10 7 ' 12 14 5
(40.9) (66.7) (38.9) (63.2) (56.0) (50.0)
Less 13 5 11 7 11 5
(59.1) (33.3) (36.8) (36.8) (44.0) {50.0)
x2 = 1.45 %2 =1.31 52 =000
p = 0.22 p = 0.25 p = 1.00
EXTENT OF RESEARCH
Planning and Information Sales Infor-
Evaluating General Market about Consumer maticn and Sales
Product Product Mix Trend Research Characteristics Organization Brojections
Mix (n = 37) {n = 37} {n = 37) {n = 37} (n = 37)
Diversity
Sn = 3?! Less More Less More Less Hore Less Hore Less More
More 14 5 13 6 8 . 11 4 15 10 9
(51.8) (50.0) (5C.0) (54.5) (42,2} {6l.1) (36.4) {57.7) (43.5) (64,3}
Less 13 5 13 5 11 7 7 il 13
(48.2) (50.0) {50.0) (45.5) {57.9) {38.9) (63.6) {42,3) (56.5)  (35.7)
xZ = 0,07 «% = 0.01 x2 = 0.68 xZ = 0.79 x2 = 0.68
p = 1.00 p = 1.00 p = 0,40 p = 0.37 p = 0,40
TYPE OF RESEARCH
Marketing Channel Auxilliary Markee Competing Government
Product Members Enterprises Contact Firms Sources
Mix (n = 37) {n = 37) (n = 37) (n = 37) {n = 37)
Diversity
(o= 37; Not Used Used Hot Used Used Less More Not Used Used Not Used Used
More 4 15 3 16 6 13 11 8 £5 4
(66.7) (48.4) (30.0) (59.3) (40.0) (59.1) {45.8) {61.5}) {48.4) (86.7)
Less 2 16 7 11 9 9 13 5 i 2
(33.3) {51.6) (70.0) 40.7) (60.0) (40.9) (54.2) £38.5) (51.8) (33.3)
%% = 0,14 2 = L.4b W2 = 0.64 W = 0,32 W2 o= 0,16
p = 0.65 p = 0.22 p = 0,42 p = 0,57 p = 0.65

Column Percentages shown in brackets.
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CONTINCENCY TABLES SHOWING ASSCCIATION BETWEEN GEOGRAPHIC LOCATION
AND THREE ASPECTS OF RESEARCH USE

Responses to
~Open Questions

SYSTEMATIC INFORMATION MANAGEMENT

Checklist Responses
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Rating Responses

Ceographic (o = 37} {n = 37) (n = 35)
Location Not Not ) Not
gn = 37! Systematlic  Systematic Systematic Systematic Systematic Systematic
Coast 8 4 5 7 9 2 .
(36.4) (26.7) (27.8) {36.8) (36.0) (20.9)
Prairie 14 11 13 12 16 8
(63.6) (73.3) (72.2) (63.2) (64,0} (80.0)
X2 = 0.06 & = 0,05 & = 0.26
p = 0.72 p = 0.381 p = 0.44
EXTENT OF RESPARCH
Planning and Information Sales Infor-
Evaluating General Market about Consumer mation and Sales
N Product Mix Trend Research Characteristics Organization Projections
Gecgraphic (n = 37) - {n =37 (n = 37) {n = 37) (n = 37)
Location
{n = 37! Less More Less More Less More Less Hore Less Meore
Coast 8 & 9 3 & 8 2 1C¢ . & [
(29.6)  (40.0) (34.6) (27.3) (21.1) (44.4) {18.2) (38.5) (26.1) (42.9)
Prairie 19 <] 17 8 15 T 10 9 1% L7 8
{76.4) (60.0) (65.4) (72.7) {78.9) (55.6) (81.8) (61.5) (73.9) (57.1)
@ = 0,06 2 = 0.00 x? = 1.36 K2 = 0,67 W2 = 0.48
p = 0,69 p = 1.00 p = 0.24 p = 0.27 p = 0.47
TYPE OF RESEARCH
Marketing Channel Auxilliary Market Competing Government
Members Enterprises Contact Firms Sources
Geographic (n = 37) {n = 37) {(n = 37) {n = 37) (n = 37}
Location
{(n = 37) Nor Used Used Not Used Used Less More Not Used Used Not Used Used
Coast 2 10 3 9 7 5 10 2 10 2
(33.3) {32.3) (30.0) (33.3) {31.8) (33.3) L. (15.4) (32.3) (33.3)
Prairie 4 21 7 18 15 10 L4 il 21 4
(66.7) {67.1) {70.0) (66.7) (68.2) (66.7) (58.3) (B4.6) (67.7) {66.7}
X2 = 0.18 x2 = 0,04 x% = 0.06 x2 = 1.59 X% = 0.18
p = .00 p = 1.00 p = 1.00 p =0.14 p = 1.00

Column Percentages shown in brackets.




TABLE 5.16

CASUAL INFCRMATION CATEGORIES
b ——————— o ——————— ————
(Number Mentioned)

CONTINGENCY TABLES SHOWING ASSOCIATION BETWEEN CASUAL
INFORMATION USE AND FIRM SUCCESS
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SUCCESS
- FACTORS Sales Estimates Casual Rating of Rating of
and Pricing Research Secondary Intuitive Gut
Chinwe 1n Policies . Methods Information Factors Feeling
I;nlll:;r value {n = 37} (= 17} {a =31 {n = 37) (n = 37
over 1 Year
(n = 37) Lesy Mure Lusy More Loy More Lush More Less Mure
Increase 12 7 9 10 10 8 7 12 7 12
(57.2} {43.8) (47.4) {52.6) (43.5) (66.7) (63.7) (46.2) (33.3) (75.0)
Decrease 9 9 10 8 13 4 4 14 14 4
(42.8) {56.3) (55.6) {&4.,4) {56.3) (33.3) {36.3) (53.8) (66.7) (25.0)
K = 0.22 2 = 0.02 2 = 0.89 = 0,37 ¥ = 6,75
= 0. = 0,86 = 0.34 = (.54 = 0.02
Change in r 0.63 P 8 p P * P
Dollar Value
over 5 Years
{n = 30)
Increase 10 7 6 11 12 5 4 13 11 6
{62.5) (50.0) (53.9 (64.7) (57.2}) {55.6) (57.2) {56.5) (61.1) (50.0)
Decrease <] 7 7 6 9 4 3 10 ? 6
{37.5) (50,0} {46.1) (35.3) (42.8) (44.4) {42.8) (43.5) (38.9) (50.0)
x% = 0.10 x2 = 0.415 x2 = 0.10 W2 = 0.16 W2 = 1,44
p = 0.74 p = 0.3519 p = 1.00 p = 1.00 p = 0,23
Change in
Employment
Over 1 Year
Sn = 36! i
Increase 15 ] 12 9 14 7 7 14 10 11
_{(75.0) (37.5) (66.7) (50.0) (60.8) (63.7) (63.7) (56.0) (47.6) {73.3)
Decrease 5 10 6 9 9 4 [ 1t 11 4
(25.0) (62.5) {33.3) (50.0) (39.2) (36.3) {36.3) (40.0) {52.4} (26.7)
2% =3t %2 = 0.45 x* = 0.04 x2 = 0.00 2 = 0.05
p = 0,05 p = 0,49 p = 1.00 p = 0.72 p = 0,71
Change in
Employment
Over 5 Years
(n = 32)
Increase 14 Lo 13 11 14 8 8 16 i3 11
{717.8) (71.5) {81.3) (68.7) (70.0) (80.0) (80.0) (72.7) (72.3) (78.06)
Decrease 4 5 3 5 2 2 2 & 5 3
(22.8) (28.5) {18.7) (31.3) (30.0) (20.0) {20.0}) (27.3) (27.8) (21.4)
x? = 0,00 x2 = 0.16 x2 = 0,02 x2 = 0.00 xZ = 0,00
p = 0,70 p = 0,68 p = 0.68 p = 1.00 p = 1.00
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6b. The number of mentions of reliance on gut feeling was significantly
associated with short-term dollar value (X2 = 4,75, p = 0.02) with higher than

expected values for use of gut feeling associated with increased dollar value.

5.7 ADDITIONAL OBSERVATIONS

To further explore specific questions which arose from examination of
results, some additional hypotheses were developed. These hypotheses pro-
vide supplementary information about the firms' product planning activities
and managerial orientations, as well és the relationship of characteristics
to success. A summary of the results of chi-square testing of these hypo-

theses is presented here.

Null Hypothesis 7: There is no significant association between firm

success and
a.  export activify,
b. import activity.
Tabie 5.17 shows results of chi;square tests of hypotheées 7a and 7b.

Significant associations were found between both export and import activity

and short-term employment changes.

The association between increased export activity and increased short-
term employment was significant (xz = 3,42, p.= 0.04), suggesting that export-
ing firms were not affected as dramatically as firms with no export policy
by the shrinking market of 1982, Lack of import activity was significantly

associated with decreased short-term dollar value (x? = 4,87, p = 0.02),

suggesting that importing activity diffused the effects of recessionary economic

conditions. Perhaps some firms import goods which they camnnot produce compe-

titively at home, lowering overall costs. Resulting stability of profit margins

may have fostered steadier growth than for firms with no import divisions.



Export
Activity

(n = 37)

Some

None

Tmport
Activity

(n=37)

Some

None

Column percentages shown in brackets,

TABLE 5.17

CONTINGENCY TABLES SHOWING ASSOCIATION

BETWEEN SUCCESS OF FIRMS AND IMPORT/EXPORT ACTIVITY

Change In

SUCCESS FACTORS

Change In Change In Change In
Dollar Value Dollar Value Employment Employment
Over 1 Year Over 5 Years Over 1 Year Over 5 Years
(n = 37) (n = 30) (n = 36) (n = 32)
Decrease Increase Decrease Increase Decrease Increase Decrease Increase
12 11 8 11 6 16 5 15
(66.7) (57.9) (61.5) (64.7) (40.0) (76.2) (62.5) (62.5)
6 8 5 6 9 5 3 9
(33.3) (42.1) (38.5) (35.3) (60.0) (23.8) (37.5) (37.5)
2 = 0.04 2 = 0.04 2 = 3.42 2 = 0.17
p = 0.83 p = 1.00 p = 0.04 p = 1.00
1 8 2 6 3 6 0 8
(¢ 5.5) (42.1) (15.4) (35.3) (20.0) (28.6) ( 0.0) (33.3)
17 11 11 11 12 5 8 16
(94.5) (57.9) (84.6) (64.7) (80.0) (71.4) (100.0) (66.7)
¥ = 4.87 X2 = 0.65 2 = 0,03 w2 = 2,00
p = 0.02 p = 0.41 p = 0.70 p = 0.08

40T
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The following hypothesis was developed to aid in examining the associa-
tions between descriptive or ''physical' characteristics and success.,

Null Hypothesis 8: There is no significant association between firm

success and

.a. product mix diversity,

b. owner involvement in product planning,

c. firm size in worker hours per day,

d. geographic location.

Table 5.18 shows the results of chi-square testing of hypotheses 9a,
" 9b, 9c¢, and 9d. Chi-square tests for association between product mix diver-
sity and short-term employment changes showed a significant result (x2 =

4,11, p = 0.04), Further examination of data revealed that this association

was high in terms of the relationship between increases in dollar value and

©

'"more’

diversity.
To further examine the relationship of formal or systematic planning to

firms' success, the following hypothesis was tested:

Null Hypothesis 9: There is no significant association between firm

success and

a. number of changes in management approach over a 5 year period,

b. number of short-range plans,

¢c. number of long-range plans.

Table 5.19 shows the results of chi-square testing of hypotheses 9a,
9b, and 9c. No significant associations were found, so null hypothesis 9 is

not rejected.



TABLE 5.18

CONTINGENCY TABLES SHOWING ASSOCIATION BETWEEN
FIRM SUCCESS AND FOUR FIRM CHARACTERISTICS

CESS FIRM CHARACTERISTICS
FACTORS PR R s
E- —— ]
Product Hix Cwner Lavolvement Size in Worker Geographic
Change in Diversity In Product Planning Hours Per Day Location
Dollar Value (n = 37) {(n = 37} (n = 37) (n = 37)
Over 1 Year
(n = 37) Less Hore Less Morc €3000 WHD 3000 WHD Prairle Coast
Increasc 9 LG 8 It 17 2 13 [}
(50.0) (52.6) (50.0) (52.4) (50.0) (66.7) (52.0) {50.0)
Decrease 9 9 8 10 17 1 32 6
(50.0) (47.4) {50.0) (47.6) {50.0) (33.3) {48.0} (50,0}
¥ = 0.03 2 = 0,03 22 = 0.01 L= 0.06
p = 0.86 p = 0.85 p = 1.00 p = 1.00
Change in
Dollar Value
Over 5 Years
{o = 32)
Increase 5 12 [ 11 14 3 il ]
{35.7) (75.0) (46.2) (64.7) {51.9) (100.0) {52.4) (66.7)
Decrease 9 & 7 6 13 ) 10 3
(66.3) (25.0) (53.8) (35.3) (48.1) (0.00) {47.6) (23.1)
& = 3.23 2 = 0.41 2 = 0.96 2 = 0.10
p = 0.07 p = 0.52 p = 0.24 p = 0,69
Change in
Employment
Over 1 Year
Sn = 36}
Increase 7 14 8 13 1% 2 11 &
(38.9) (77.8) (53.3}) (61.9) (57.6) (66.7) {52.4) (66.7)
Decrease 11 4 ? 8 l& 1 10 3
(61.1) (22.2) {46.7) (18.1) (42,4} {33.3) (47.8) (33.3)
@ = 4.l & = 0.03 2 = 0.09 2 = 0.10
p = 0.04 p = 0.86 p = 1.00 p = 0.69
Change in
Employment
Over 5 Years
{n = 30}
Increase 15 9 10 14 21 3 17 7
(88.3) .{60.0) (71.4) (11.8) {72.4) (100.0) {B5.0} (58.3)
Decrease 2 6 & 4 8 0 3 5
(L1.7) (40.0) (28.9) (22.2) (27.6) (0.0) (15.0) (41.71)
@ = 2,05 2 = 0,00 2 = 0,12 2 = 1.60
p = 0.1l p = 0.70 p = 0.55 p = 0.12

Column percentages shown in brackets.
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TABLE 5.19

CONTINGENCY TABLES SHOWING ASSOCIATION BETWEER
FIRM SUCCESS AND MANAGEMENT CHANGES/GOALS

SUCCESS MANAGEMENT CHANGES/PLANS
FACTORS e
SErCERT
Number of Changes Number of Concrate Number of Concrete
In Management Short Term Goals Long-Term Goals
Change in Approach (1977-82) (1-5 Years) (3-10 Years)
Dollar Value (n = 37) (n = 37} (n = 37)
Over 1 Year
(n = 37) No Goals i-2 Goals No Goals 1-3 Goals No Goals 1-3 Goals
Increase 6 13 9 10 9 10
(46.1) (54.2) (60.0) {45.5) (42.9) (62.5)
Decrease 7 11 6 12 L2 6
(53.9) (45.8) (40.0) (54.5) (57.1) (37.5)
X2 = 0.01 2 = 0,28 x2 = 0.73
p = 0.90 p = 0.53 p = 0.39
Change in
Dollar Value
Over 5 Years
(n = 30)
Increase 5 12 4 . 13 7 10
(50.0) (60.0) (36.4) (68.4) (43.7) (71.4)
Decrease 5 - 8 7 6 . g 4
{50.0) (40.0) (63.6) (31.6) (56.3) (28.6)
= 0,02 2= 1.76 2 = 1.34
p = 0.70 p = 0.13 p = 0.25
Change in
Employment
Over 1 Year
{n = 36) -
Increase 7 14 9 12 12 9
(53.8) (60.0) - (60.0) {57.1) (57.1) (60.0)
Decrease 6 9 6 9 9 6
(46.2) (40.0) (40.0) (42.9) {42.9) {40.0)
x? = 0.03 ¥ = 0.03 % = 0.03
p = 0.95 p = 0.86 p = 0.86
Change in
Employment
Over 5 Years
(n = 32)
Increase 12 12 11 13 14 10
(92.3) (63.2) (78,6} (72.2) (77.8) (71.4)
Decrease 1 7 3 5 & 4
(7.7 (36.8) (2l.4) (27.8) (22.2) (28.6)
o= 2.12 K% = 0.00 x2 = 0.00
p = 0.10 p = 1.00 p =0.70

Column percentages shown in brackets.
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CHAPTER VI

DISCUSSION OF RESULTS

6.1 INTRODUCTION

In this chapter, research findings are reviewed with reference to study

objectives and related literature.

6.2 MARKETING RESEARCH FOR APPAREL PRODUCT PLANNING

The first objective of the study was to determine the extent to which
apparel manufacturers used marketing research and information systems for
planning products.

This was measured by the number of methods or sources they used to
gather information. Results showed little indication of systematic varia-
tions with firm performance or characteristics. However, significant asso-
ciations were found between short-term employment and the extent of use of
sales information, and long-term employment and the extent of use of general
market information.

Larger than expected cell values indicated,_in the first case, that
those firms employing more types of sales information had grown in employ-
ment, while the second case indicated less use of market info;mation associa-
ted with gains in employment. It was noted that those firms using more
information sourcessébout ultimate consumers consistently exhibited higher
than expected frequencies for growth.

Results suggested that the importance of extent of research, defined
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as the number éf methods or sources used to research products and markets,
varied with the area being researched. Just as strategies and priorities

of firms vary with product, industry concentration, economic conditioms, firm
size and other factors (Buzzell et al. 1975), so may the importance or use-
fulness of different types of research. Results suggest:

1) An association between increased use of information about consumers
and growth.

2) An association between increased use of sales information classi-
fication and growth.

3) General market information about such areas as new market niches,
market share and market potential are of less importance to apparel firm
growth than other types of research, such as monitoring product life cycles
through sales information systems, or consumer-oriented new product accept-

ance research.

6.3 RESEARCH ACTIVITIES IN APPAREL MANUFACTURING

While survey results were inconclusive in defining the total effect of
variations in extent of use, a profile of the general pattern of research
activity by surveyed firms deserves review. . It was useful to compare the
original classification of research methods, used as a framework for imstru-
ment formulation, with actual research activities (see Appendix ). A
profile of activities emerged with differentiated apparel firm activity from

that of other industries and delineated those areas which manufacturers

emphasized.
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6.3.1 Research Activities Profiled

A. Product Research - the most common approach to delineating pro-

duct.characteristics in apparel firms was the "think tank" approach, where
designers, sales staff, production staff, and management pooled expertise
and information gathered in several ways. Procedures for gathering informa-
tion included travel to fashion centres, consultations with retail buyers,
and review of trade and fashion journals. These»procedures were largely
informal and habitual rather than systematic. While managers of large firms
oécaéionally mentioned testing fabriecs for performance characteristics,

very few mentions Wwere made of systematic concept testing, competitive
product studies, new product testing, or packaging research.

B. Sales and Market Research - Retail buyers proved the most frequently

used information source for monitoring general market trends,,ﬁgllowed by
/
market contact, including direct contact with consumers,” The type of infor-
/
. /
mation obtained from retailers often reflected new pi?duct atceptance or
! /

competitors' activities. Very few mentions were mad¢ of mgéket share analy-

sis, sales forecasting, test markeﬁ%ng, or promotion tr éLing. A similar
\ .

-rged'}n respons§>kq\inquiries about con-

1

g
tatlfqn was very rare.

A

~ Most firms deél;ﬂthrough”retailers eriffittle access to infor-
T T e

mation gaﬁhéfed directly frqpféonsumers.

-

X

o /s
to meet with consumers. Other firms were,"however, content with sales infor-
mation and the estimates of new market potential which retail buyers supplied.

Information also flowed from suppliers, who communicated fabrication trends

and colour information directly, or through limited offerings of fabric types
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or colours brought about by their needs for scale economies,

C. Corporate Research - While questions about corporate research were

included in interviews with the intention of supplementing product research
information only, some patterns did emerge. Corporate research activity
tended to mirror other research activities in terms of approach. For example,
exporting firms duplicated their approaches to researching domestic markets
when investigating foreign trade. Location, diversification, distribution,
and pricing information were researched in the same manner as other areas.

In other words, the individual firm's approach to researéh was generally
consistent through all research areas, whether the approach was formal or
informal,

To summarize, surveyed firms were primarily concerned with new product
acceptance and sales estimates when researching markets. Their approach was
usually informal and they exhibited high dependence on retailers as informa-
tion sources. Such areas as package testing, market share analysis, and

international studies, often emphasized in marketing literature, were seldom

mentioned.

6.4 SPECJAL PROBLEMS FOR APPAREL MARKETERS

Before further identifying the types of research used by apparel firms,
examination of some special problems which arise when evaluating
firms may be enlightening. As Sproles (1981) suggested, some apparel indgstry
insiders tend to dismiss systematic product planning frameworks as inapplicable
to fashion marketing. Special problems also arise in describing industry
dynamics using marketing models not strictly suited to. apparel products.

For instance, the inadequacy of fashion diffusion and fashion cycle
theory when applied to prodﬁct mix decisions is compounded because successful

product planning seems to depend, in large part, on individual managers’
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abilities to predict fashion trends. These managers, dependent on ''feel'
for the ma;ket, are hampered by long lead times., In addition, some manu-
facturers see their business as industrial, in that they are primarily con-
cerned with satisfying retail customers rather than ultimate consumers. In-
dustrial marketers supplying goods to customers for resale necessarily have
different priorities regarding final consumers. However, the increased
importance to consumers»of apparel branding and the example of firms success-
fully exploiting this trend, suggest that valuable information can be gained
through increased contact with consumers. Small and mid-size firms, however,
are limited by their resources in the methods of research they employ, and
their priorities are naturally to please retail customers first. Many feel
their responsibilities end with confirmed orders, though they likely share
blame with buyers for mark-downs occurring because of misread markets,

Though marketing literature recognizes that the dichetomy of industrial
versus consumer marketing is inadequate in describing some products, avail-
able information on strategies for handling specialhpréducfséis scarce
{(Walters, 1974). It appears that many apparel manufacturers are industriél
marketers who may reduce risk and ultimately improve performance by shifting
emphasis to a consumér orientation. However, most Western Canadian apparel
firms relinquished control over product plamning to their retail customers
because they had neither the resources nor the market power needed to generate
their own information.

Related problems of clagsification for delineating strategies come from
the inadequacy of common systems for describing apparel products, For instance,
markets like that for pantyhose are characterized by fragmented buyer con-

centration, low cost and perceived low risk, high purchasing frequency,



116

and high industry concentration. Firms exploiting this type of market must
necessarily employ different strategies from those marketing goods such as
down coats, which are closer to consumer durables in cost, purchasing fre-
quency, and buyer concentration. Apparel products which may be purchésed in
much the same manner as a bar of soap, or with as much deliberation and com-
parison as a major appliance, cannot logically be grouped together when con-
sidering appropriate marketing strategies. This problem is compounded by
marketers' limited knowledge about fashion cycles and the process of fashion
diffusion asg it applies to business decisions.

Fashion cycle theory and applications of the product life cycle con-~
cept are, as described by Sproles (1981), limited in manufacturing. The
inadequacy of fashion cycle theory in helping managers predict adoption,
diffusion and rejection rates is partly responsible for this state. As
Sproles suggests, managers bring past experience of fashion cycles to their
product mix decisions, applying theory intuitively. Rare cases of monitor-
ing sales within the framework of produc£ life cycles emerged in the survey,
and firms employing this technique were more aware of product life cycle
stages, from adoption to decline. This risk reduction tactic was not adopted
by most firms, confined as they were to an industrial approach, coupled with
a seasénal planning routine.

Difficulty in classifying apparel firms and their products within
traditional marketing parameters, coupled with limited knowledge about prac-
tical applications of fashion cycle theory, make judging the usefulness of
different types of research to apparel firms difficult. The Western Canadian
manufacturer may also have differing research needs from their Eastern counter-

parts because they are physically removed from the hub of Canadian retail
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buying activity.

These considerations may make the decision of how to invest scarce
research dollars difficult for firms wishing to adopt new techniques or
shift marketing emphasis. The types of research with the most potential
usefulness to apparel firms are not easily identified when manufacturers
see many factors differentiating their industry from those industries
usually discussed in marketing literature.

With these factors in mind, some comments about surveyed firms'

characteristics and behavior follow,

6.4.1 Apparel Manufacturing and the Marketing Concept

Since William Lazer (1956) produced his in-depth analysis of marketing
in Western Canadian apparel manufacture in the early 1950's, many changes
have taken place. These changes are reflected both in the manufacturers'
activities and in the climate in which apparel products are marketed,

Lazer found very little evidence of use of information for product
planning. Most firms were production-oriented and reliant on past sales for
planning products.

Many examples of what Lazer termed “marketing-motivated" companies can
be found in the Western Canadian manufacturing sector of the eighties.
Generally, surveyed apparel firms used many more information sources, albeit
casually, than in the.fifties, While the variety of information sources‘used
by manufacturers has expanded substantially, survey data suggested that manu-

. o _ Coi S e
facturer orientation in the eighties lies somewhere between production and mar-
keting priorities. More than one manufacturer described the consumer's role in
determining market offerings as confined to acceptance or rejection of pro-
ducts. This orientation is similar to that described by Beckman (1982) as

Yproduct-oriented”, in that the makers' responsibility was solely to produce
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a qualicy prodﬁct for which the selling process was incidental.

The majority of firms based their planning on some aspect of past
sales, and a number of ﬁanagers spoke of "defined markets'. These factors
indicated that firms wére, like the British firms surveyed by Saddik and
Wills (1973), "présent-mix“ oriented. However, several firms could be des-
cribed as ”innovationioriented" in that they relied on imitation when
planning products. These firms borrowed ideas from competition during
trade shows or travel.

Generalizations about firm orientation are difficult to make, however,
because of the wide variety of firm structures. Firms in Western Canada
included those with retail outlets, custom order houses, divisions of multi-
nationals, vertically integrated firms, firms with foreign production faci~
lities, franchise operations, and éontractors for private licences. This
diversity, along with sﬁch factors as degree of importfexport activity,
affect firm orientationm to the point where a common vocabulary and common
priorities were difficult to pinpoint.

In defining orientation, other‘problems arose. In ghe late‘seventies, the
Federal Government encouraged modernization in plants and equipment, and
several Western firms had improved production capabilities. While this topic
was not specifically covered in interviews, several managers mentioned this
type of ratiomalization. As with financial operations, this aspect of
change seemed to take priority with some managers, since it represented a
significant cash outlay in firms' bids to be competitive. This emphasis made
firms appear production=-oriented, where in fact their management may have been
marketing oriented to some degree. Managers were actively involved in pro-
cessing information for marketing decisions in many areas, though their
information was generally casual, and sparse in the area of consumer charac-

-

teristics.
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In summary, apparel firms have broadened information gathering activi-
ties over the last twenty years, and a marketing orientation is evident in
some firms' activities. However, management's approach to marketing may have
been overshadowed by concern with production modifications. Information about
- consumers, albeit informal and indirect, had some priority but was usually
treated as an extension of retailer demand.

In general, well defined comprehensive strategies for marketing apparel
products were rare among surveyed firmé, and managers often cited small mar~
ket or firm size as limiting the affordability and usefulness of complex
marketing research or promotion campaigns. Most firms did not have set adver-
tising budgets or branding policies, and their volume precluded the employ-
ment of strategies like those described by Lippert (1981), where brand aware-
ness of ready-to-wear lines was cultivated through massive advertising cam~
paigns.

Another useful categorization of research activities outlined by Emory
(1976) described business research as a means of solving recorrent or non-
recurrent problems, using primary or secondary data sources, involving inter-
nal or external information and employing survey, observation, experimentation,
and simulation research designs. Research by surveyed firms was largely done
to solve recurrent problems such as those arising with product planning for
each new season. Most managers' research methods were habitual, and special
purpose studies were comparatively rare and perceived as unimportant by the
majority of managers. While these managers used both primary and secondary
sources, and incorporated internal and extefnal information, the method of
choice was observation. Survey and simulation, whether formal or informal,
were rarely employed. Both informal experimentation and casual observation

were central to product planning, but these methods could not generally be

described as gystematic.
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Further to the description of research outlined by Emory, occasional
use of auxilliary agencies and consultants for research about non-
recurrent problems occurred with larger firms. Other regularly purchased
services provided such data as pooled sales information from a number of
retail outlets. While special studies cannot be fairly.evaluated without
detailed descriptions of methodology, their use by some f;rms does
suggest higher than usual employment of a systematic approach, in that these
firms must weigh the costs of these services against their usefulness, It
igs therefore doubtful that decisions to eméloy these agencies would be made

lightly, especially under shrinking market conditions.

6.4.2 The Canadian Market and Marketing Research

Generally, such techniques as lifestyle segmentation; attitude, aware-
ness and usage studies; use of psychographié and demographic studies; show
and wear tests; and the developﬁent of research based information sysfems,
as described by Richards and Rachman (1978), were conspi;uously absent from
Western Canadian firms' research. Both large and small firms claimed that
these techniques were inapplicable under Canadian market conditions. A num~
ber of manufacturers, especially those with American parents or foreign
licences, were aware of these sophisticated techniques, but dismissed them
summarily. The occasional manager mentioned using census data to estimate
market shipments in the import market, but even these managers expressed

skepticism about the value of these statistics.

6.5 TYPES OF RESEARCH
The second objective was to determine which types of research were used
| by apparel firms. Since research activities did not fit well into the frame-

work of Drake and Millar's classification, research types were classified
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according to common characteristics (see Table 4.1).

Channel Members and Channel Power

In general, the most commonly used information source was that of
other channel members, primarily retailers. Manufacturers relied on retail
buyers for many types of information. This dependencé suggested that channel
power rested heavily with retailers, especially those with central buying
authority and capacity for large volume orders. During the 1982 recession,
many manufacturers increased their reliance on retailers, who cut inventories
dramatically in response to inflated costs. This led to shrinking markets
for apparel firms. Many firms previously engaged in product speculation
were limited to producing only those styles which retailers ordered in
amounts large enough to meet manufacturers' requirements,in terms of econo-
mies of scale., Firms were nb longer willing to produce small orders because
production adjustments could be costly and firms were becoming cautious about
extending credit to small retail outlets.

By the late seventies, central buying policies had become the rule
rather than the exception for Canadian retailers, so major department stores
and other chains tended to deal with thosgse firms having the resources to
produce large runs of standardized products for national sales. Scme manu-
facturers, in response to this trend, sloﬁly merged or consolidated, reducing
the numbers of mid-size firms. While the Canadian apparel industry is still
highly fragmented, with a large number of small producers, concentration
inevitably increased as consumers became brand loyal to apparel products, and
large firms developed the economies of scale needed to compete with lower cost
imports. Small firms survived this trend primarily because their size allowed
them the flexibility to produce '"hot'" items quickly. However, mid-size firms,

with neither the production economies of scale of larger firms nor the quick
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reaction time of smaller firms, inevitably dwindled in number or were
absorbed (Woodside et al. 1978).

Retailers were identified as channel leaders for apparel goods because
they held power in several ways, the most obviéus of which was econcmic,

Few, if any, independent Canadian apparel firms could.match the buying power
of a national department or specialty store.

Along with the shift to central buying, the trend in Canadian retail-
ing was to concentration, an example of which was the Bay-Sears consolida-
tion of 1981. These factors combined to give retail customers the economic
power, in terms of order size, which enabled them to influence product mix.
Just as a manufacturer might have forced modification of an order from an
independent specialty store because its size was insignificant, so a major

_retail chain could dictate product modifications to a producer dependent on
that chain for much of its 5usiness. This reliance on retailers may have
evolved naturally out of the needs of channel members, but as concentration
increased in the retail sector, so did retail power, in that their manufac-
turer's ability to find alternate sources or replacements for the channel
leader was reduced (Woodside et al. 1978). Limited exploitation of market
niches and fewer introductions of new product lines were the result.

Central to this discussion, and perhaps the most important source of
power for the retailer in apparel distribution, was information. The retailer
had the power to both divulge and withhold the information upon which apparel
firms were so heavily dependent. Several managers méntioned, in the course
of interviews, that if a favorable relationship with a buyer was established,
information was forthcoming which might give the firm a leading edge over
competition., Only one manager mentioned trying to push certain types of goods

to retailers because the manufacturer's information about the consumer was

more detailed than that of the retailer.
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While Western Canadian firms had a disadvantage in that most head offices
were located away from the eastern hub of buying activity, this was less a
physical problem than a problem of information flows. Larger firms had sales
offices in most major centres, leaving mid-size and smaller firms at a dis-
advantage, With the advantages of both financial and informational power,
retailers were also able to exercise the option of importing cheaper goods
labelled with house brands; in the right mix for consumers, bypassing
domestic firms with 1imited»resources and brand loyalty,

The channel power of retailers increased as manufacturers reduced
speculation, and the manufacturer wishing to explore new market niches or

introduce new lines did so only if the retailer wished to take that risk too.

6.5.1 Other Research Types

Other research methods classified in theuchannel member category were,
in fact, information from retailers obtained in different ways. For example,
sales people often brought information together from several retail buyers.

Examination of other tyvpes of research led to the conclusion that secon-
dary information was extremely important to apparel firms. Travel to fashion
centers involved, for many Western Canadian firms, a look at what was selling
in Europe, Hong Kong, or the United States, Firms also relied on auxilliary
agencies such as colour services or fashion agencies to interpret what was
selling in other parts of the world. Competitive promotional material also
supplied ideas for product planning.

To summarize, apparel firms used other channel members, auxilliary enter=
prises, competition and market contact, especially foreign travel, to gather
information about products. Government sources were also used on occasioﬁ.
The ability of retailers to supply other channel members' economic and

information needs generally established these retailers as marketing
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channel leaders.

The profile of research activities which emerge in the survey parallels

that described by Fisher and Blass (Advertising Age, 1981y,

in its description of the roles of retailers and consumers. It does not agree
with the model presented by Lefkowitz (1978) detailing continuous communication
between manufacturer aﬁd final consumer.

Only one significant result was obtained from chi-square testing of
type of research and success criteria. There was a significant association
between short-term employment and use of channel members as sources with
nigher than expected values for increased employment with less channel mem~
ber use. This association may be notable for what it indicates about firms
which relied less on channel members. Presumably, these firms used other
types of information which were less customary, ‘cultivating alternatives to
retail feedback.

One pattern emerged, showing higher than expected values for short-term
dollar increases evident for 'more' use of all research types. However, few
conclusions can be drawn from this as the usefulness of the information can-
not be jgdged. Increases may only indicate that firms increased their
chances of collecting the right information by increasing the volume of

information gathered.

6.6 MARKETING INFORMATION SYSTEMS

The third objective was to describe the characteristics of marketing
information systems used by apparel firms. .

A wide variety of product mixes, sizes and operating procedures were
incorporated in the sample of firms. While the phrase "marketing information

system'" was not included in the interview schedule, several respondents

described their organization of information for routine decisions in this
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way. While the use of this phrase suggested a deliberate systematization
of marketing information, surprisingly few managers described their infor-
mation flow in terms of marketing objectives or decisions. A dichotomy
appegred to exist in managers' minds between financial and marketing infor-
mation., Sales information, inventory control figures, sales projections,
and other "financial information were collected primarily to ensure the
smooth operaﬁioﬁ of the plant and the meeting of corporate goals. About
seventy percent of manufacturers. had some informétion on computers and more
were planning tﬁe addition of computerized systems., In probing for informa-
tion about the kinds of data incorporated in these systems, the researcher
found very little emphasis on the types of information most usefﬁl to mar-
keters for product planning. Financial aspects of the firms' operations
were often set down in great detail, but relevant information was not
usually ofganized for marketing purposes.n

Some examples will illustrate this point more graphically. A manufac-
turer might have an expanding computerized system for financial planning,
including every aspect of the firm's corporate finances, but be hesitant to
enter sales information because, for accounting purposes, the information
was kept efficiently encugh by hand. Another manager might track inventory
with a systematic computerized approach but use the figures only to supple-
ment production flow information generated in the sewing room,

These managers perceive the uses of routinely collected information as
finite. Emphasis is placed, in the first case, on finmancial operations and
in the second bn production control. Information which is directly related
to product planning can be used by firms wishing to increase market power,
lessen dependence on retailers, and reduce risk. The advent of computers is
especially important to manufacturers wishing to strengthen the marketing

function, because it enables firms to keep track of a large volume of detailed
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purchase pattern information, and to have access to market trend information
immediately.

The most common description of an information system was that of the
financially detailed corporate system. However, a few firms did fulfill
marketing objectives by re-organizing incoming information and periodically
reconsidering how it was used. |

Apparel firms must usually plan far in advance of actual production
and managers often plan in terms of seasonal cycles. However, seasonal
divisions have become blurred because of shifts in retaiiers’-policies and
increased travel. Many manufacturers used estimates or computations of past
sales to project future sales, and while their lines for a season were often
based on last season's best sellers, a slight re-organization of priorities
in information organization could reduce guesswork in this procedﬁre. Sales
and inventory figures, computerized and updated regularly through communica;

. tion with retailers, the sales force, and internal sources, then become valu-
able tools for product planning. Manufacturers with detailed sales information
systems obtained updated information on sales of style, fabric, colours, and
sizes, as well as composite figures for lines and divisionms. Geographic
differences could be monitored, as could differences in product acceptance

in export markets. Taking into account regional,climate‘differences, a given
product could be monitored from its introduction through its peak and its decline.
Since timing the introduction and withdrawal of given styles was so important
to reducing risk, apparel firms adopting some variation of this system would,
according to their-sizes and product mixes, increase control over product
planning.

Perhaps the most important gain to be made using the product life cycle,
sales-monitoring approach would be the authority which comes from having
ion

reliable information. Product mix decisions supported by empirical informat
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would increase manufacturers' channel power and help firms identify unexploi-
ted market niches. Systematic test marketing might be a natural extension
of the system, enabling firms to explore market potential with less depen-
dence on retailers,

Most manufacturers did not appear to have integrated marketing func-
tions with other business functions. Their information systems were not
adapted for marketing use., This phenomenon helps to explain why managers
who claimed faultless "marketing" techniques were troubled by corporate
"over-extension" or "economic dowatrends"., The view of marketing informa-
tion and research as something of a "luxury" item only distantly related to
corporate goals or financing was reflected in the common view that in a
recession, planning stops and priorities are shifted to financial operations,
especially accounts receivable.

Very few surveyed‘firms used research to plan information systems as
described by Richards and Rachman (1978) and the handling of information
for daily decision making in a large majority of firms did not approach the
system for handling marketing information described by Brien and Stafford

(1968).

6.7 - MANAGEMENT DECISIONS PROCESSES

The fourth objective was to determine what role, if any, intuitive
decisions had in determining products. “Intuition' encompassed several types
of decisions, including those based on experience, creativity, and feel for
the market. “Intuition' also included the informal estimation of sales
reliance on internal pricing policies or casual information, and references

to gut feeling or "knowing' information in response to open-ended questions.

2

Contingency tables indicated that several managers who integrated "out feeling'

=

into the product planning process experienced increases in dollar value to
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shipments over a one year peried.

Several of the marketing research use factors were measured through aggre-~
gate data from three questions; planning products,.monitoring markets, and
consumer information.

Responses rating secondary information as a source of information were
included with intuitive factors because of the overwbelmingly casual approach
most managers. took to the collection of secondary information in general.

No significant results were obtained in Chi-square testing of impoz-
tance ratings of secondary information, market feel, creativity or experience.
The most interesting observation about the use of casual information was that
those managers rating ''gut feeling'" as very important to product planning
were, in many cases, also using several systematic methods of gaining infor-
mation.

Research provides managers with t?e information they need to develop an
"instinct" for business decision making, and while most marketing research
literature emphasizes systematic methods, the role of intuition cannot be
easily dismissed. As Buckley et al (1964) observed, research cannot hasten
the process of intellectual growth and seasoning which increases decision
making skill. A research orientation can, however, improve managers long
term success in '"‘playing hunches' by supporting each decision with a factual
framework. Studies conducted by the Newark College of Engineering support the
view that the best decision makers are highly intuitive. During extensive
tests of managers as sole decision makers in-small business, high correlations
were discovered between "intuition™ scores and high firm growth (Raudsepp,
1981).

Dr. J.S. Brener of Harvard University has described intuitive thinking as

a process by which a manager,because of a thorough knowledge of a domain and
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its structure, is able to perceive the whole problem without benefit of
analytical steps. The intuitive decision maker is able to skip or reverse
steps in the analytical process. The intuitive approach draws on comprehen-
sive knowledge of the domain through research as well as experience and a
creative component. This érocess, though difficult to describe, caﬂ result in
superior decisions, though good intuitive thinking also involves subjective
evaluation by the individual of its wvalidity.

Rating- special purpose market studies as important was significantly
associlated with positive changes in long~term employment. One explanation
for the duality of approach of successful managers is that well informed
managers who use systematic methods are better able to develop sensitivity
to market trends, or market feel. While the components of feel for the
market cannot be delineated from survey information, it is important to ncte
that one approach does not preclude the other. Whether gut feeling in
fashion marketing is more important than in other industries remains a ques-
tion for further fesearch.

The use of a systematic approach to research was significantly associated
with large firm size in terms of employment. This was not surprising, since
the effect of substantial growth on a firm is usually the decentralization of
management, necessitating control through systematization. Where one manager
may have collected and disseminated information when the firm was small, a

large firm needed to co-ordinate its efforts and its information to opti-

mize efficiency.

6,7.1 Causal Attribution in Management Decisions

Managers attributed responsibility for the success of their decisions
to factors within their control, while blaming failures on enviromnmental

factors outside their control. Their unwillingness to take responsibility
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for declines in growth is not surprising in light of psychological attribution
research. |
According to Brandstatter and Kelley (1982) individuals and groups often
mistakenly attribute results of interactions to other situations or indivi-
duals, perceiving their own involvement as minimal. This is especially true
in cases where a win/lose result exists. If managers are aware of this pro-
cess they may he better able to evaluate and thus correct internal behavior

which is detrimental to the firm.

6.8 CONCLUSION

The problems arising from classifying many aspects of apparel production
in terms of classic marketing frameworks may have contributed to manufacturers
slow adoption of the marketing concept. Results indicate, however, that
apparel producers can usercertain types of research to advantage, while
intégrating a sense of market dynamics or "feel for the market' into their

product mix decisions.
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' CHAPTER VIIL

CONCLUSION

7.1 INTRODUCTION

Any evaluation of the survey results must take into consideration
limitations imposed by the research design. However, several aspects of the
survey results deserve further consideration in terms of suggestions for
related research and recommendations to manufacturers. In this chapter,
the limitations of the study are reviewed and the imﬁlications of the results

for managers and researchers are discussed.

7.2 LIMITATIONS

P

The research design places limitations on interpreting the results of
statistical analyses and must also be considered when evaluating topics
for further research. Factors affecting analysis are:

A, The Sample Size - The response rate was, at thirty percent, adequate

in terms of average response rates for surveys. However, the effects of
small cell values, especially zeros, on significance must be congidered when
interpreting chi-square values, as well as the fact that refusal by indivi-
duals to participate interfered with sample randomness. It is also possible
that the surveyed firms were not entirely répresentative of Western Canadian
firms in general because a number of firms with their own retail outlets‘were

participants. Verification of the proportion of retailing manufacturers to

others is difficult because these firms are classified in various ways in

secondary sources.
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B. Statistical Tests - Chi-square test results must be viewed as proving

-association rather than causation.

C. Respondents and Firms - Accuracy of results depends heavily on how

candid respondents were in answering questions. Their ability to recall and
estimate past performance and their knowledge of firm dynamics also influences

the accuracy of results,

7.3 IMPLICATIONS FOR FURTHER RESEARCH

The survey results indicate several aspects of marketing by apparel
producers which deserve further examination. Suggestions for further research
include thé following:

A, An evaluation of apparel versus other manufacturers of similar size
and character should determine real differences in usefulness of various
research procedures for apparel product planning.

B, A comparison of profit levels or growth over time between firms
employing highly developed marketing strategies or long-term planning and
those which do not plan ahead would be useful. Case studies of the compon=-
ents of strategies and research used by high growth firms may help to further
define important variables.

C. An examination of apparel firms using a less diversified sample in
terms of firm characteristics may help to define practical applications of
research techniques suitable for firms with specific resource levels. Com-
parisons between Eastern and Western Canadian firms, foreign and domestic
firms, or firms with different markets may also reveal factors which influence
the usefulness of research practices.

D. Comparative examination of components of "intuitive"” decision pro-
cesses and their importance to product planning in apparel and other manu-

facturing may help to highlight similarities or real differences between
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apparel and other firms. This type of study could contribute to a better
understanding of executive decision making processes in general, and help to
determine whether apparel product planning is really different from planning
for other types of products.-

E. The survey results suggest several specific types of research which
may have great potential usefulness for apparel firms. In-depth examination
of the areas of sales information systems, consumer-oriented research, and
marketing channel information flows may help delineate research areas which

are especially imﬁortant tc apparel firms.

7.4 RECOMMENDATIONS FOR MAMUFACTURERS

Manufacturers must examine their own needs and resources before deter-
mining where to spend research dollars. The findings of this study suggest
that managers should reevaluate their procedures in the following areas:

A, Sales Information -~ Careful monitoring of sales through computerized

rate of sale systems would help managers monitor trends, because information
flows quickly and regularly through these systems. Theée data also reflect
purchase behavior of ultimate consumers, giving managers the twofold benefit
of access to consumer informatioﬁ and a way to track sales.

B. Planning - Managers should systematize planning by establishing long-
and shprt-term marketing objectives, developing strategies and reevaluating
their ﬁ¥ogress on a regular basis., A systematized approéch to handling
internal and external information would help managers aveoid being unprepared
for sudden shifts in demand. Conceptually, managers should replace seasﬁnal
product reviews with planning around product life cycles. Since most firms
make “staple”™ products or classically styled goods and avoid extreme fads,
classifying goods in terms of product life cycles would reduce the risk involved

in timing entry into and withdrawal from the market of a given cycle. Better
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classification systems for adoption and decline factors would follow.

C. Strategies - Managers should reevaluate their conceptions of their
markets and explore alternative marketing strategies. Managers' assumptions
about 'defined markets" and stagnant demand puts limitations on their strategy
options., Managers should consider alternatives to geographic expansion
strategies to improve profitability or diffuse risk, by diversifying in terms
of new markets as well as new product groups. The "status quo' approach
prevents firms from anticipating economic and market trend shifts, and

decreases opportunities for exploiting potentially profitable markets.
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APPENDIX 1
CLASSIFICATION OF RESEARCH

AREAS AND TYPES



APPENDIX I

CLASSIFICATION OF RESEARCH AREAS
With Examples of Formal and Informal Methods

Product Research

Formal

Informal

New Product/Concept Testing - Tests for acceptance, awareness, etc.

Consumer Panel Data

Sales Meeting

Competitive Product Studies - Surveillance of competition's products, pricing,
promotions, etc.

System to monitor ccmpetitor's
activities

Cagsual periodic checks

Product Testing - Tests for actual product characteristics

Show and wear tests

Casual information from retail buyers

Packaging/Desipgn Research - Test for effectiveness of packaging, size, etc.

Eyetracking, consumer panels

Sales and Market Research

Formal

Market Share Analygis

company saleg in units/dollars
industry sales

Market Potential

Studies of characteristics
new markets

Market Sepmentation

Surveys of demographic socio-=econcmic
or psychographic characteristics of
consumers

Casual information from sales people

Informal

Estimates based on experience

Competitor's apparent success

Casual information from retail buyers

Saleg Analysis/Forecasting - long and short range

By product, customer, territory,
sales rep., geographic area using
trend analysis techniques

Test Marketing/Store Audits
Professional audits and controlled
test marketing

Rough estimates of future sales
from past sales

Standard test marketing (i.e.: testing
with no control of variables)

Special Promotion Studies (premiums, coupons, samples)

Quantification of resulting
difference in sales

Corporate Research
Formal

Location Studies

Analysis of various sites

Diversification Studies

Estimate of difference in sales

Informal

General economic indicators of prime
sites, proximity

Analysis of costs of mergers, expansion,|Casual investigation of new potential

new product development - benefits

Export/International Studies

Analysis of market potential in foreign {Word of mouth from exporters, government

markets using primary and secondary
sources

Distribution Channel and Cost Studies

Sales comparisons by chanmnel
- cost comparisons - profit analysis

Computer Simulation

perscnnel, etc.

Word of mouth about different channels

142

- of product characteristics, pricing, distribution, promotion, and strategies.
Linear Programming, PERT studies, CPM, operational studies may be part of an MIS,
depending upon whether the studies are to solve specific problems or to provide
information on an ongoing basis. They are marketing research techniques if they
%re pa{E of a fpecif@c problem solving schedule., These types of studies cannot
e duplicated in an informal way. Adapted from "A Survey of Market Research"
AMA 1963
as shown in Drake & Miller,{1969)
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APPENDIX II

THE POPULATION



MANUFACTURERS OF
MENS', WOMENS', AND
CHILDRENS' APPAREL
(INCLUDES LEATHERS
AND KNITS):

200

MANUFACTURERS 1IN
“"REMOTE" AREAS:

31

——c———

POPULATION OF APPAREL

MANUFACTURERS
IN
WESTERN CANADA:

285

144

POPULATION FOR WHICH
NO SECONDARY DATA
IS AVAILABLE:

51

ot

MANUFACTURERS OF
ACCESSORIES, FURS AND
SPECTALTY GOODS

34

FIRMS WITH LESS THAN
10 EMPLOYEES
(ENGAGED IN PRODUCTION) :

39

crmmsaacoromsn

MANUFACTURERS IN

METROPOLITAN AREAS
(POPULATION OF 3 OR
MORE FIRMS):

169

FIRMS WITH 10 OR
MORE EMPLOYEES
(ENGAGED IN PRODUCTION):

130

SAMPLE POPULATION:

130

SUBGROUPS OF BASE POPULATION OF APPAREL FIRMS IN WESTERN CANADA,
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The Interview Schedule

I. Introductory Statement (warm-up period)

The general purpose of this study is to gather information about the
business practices and concerns of Western Canadian apparel manufactqrers,
I would like to ask you a series of questions about product planning, as
well as some more general questions about your business. Please feel free
to answer any question at length, as your cooperation will ensure an accur-
ate portrayal of the concerns and practices of Western apparel manufacturers,
Your answers will be used for statistical purposes cnly, since the aim of the
study is to get a general picture of marketing practices, rather than to
single out the practices of any one manufacturef. Company and individual
identities will be held in strictest confidence.
Do you have any queétions?
Explaﬁation and Presentation of Consent Form
II. I would like to begin by getting some background information about
your product, : :
1. a) Would you describe what you make?

b) How far in advance of actual production do you start planning
thinking about) new products?

c) TFor which seasons do you produce major (basic) lines?
d) Do you medify these lines throughout the year? How often?

e) How long does it take, from delivery, to discover which products
are unsuccessful? (How do you respond to this, in terms of
product modification?)}

2. Excluding sample production, what % of your goods do you produce
1) before actual orders are taken

2) to fill confirmed orders
3) in addition to confirmed orders
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3. What % of goods do you sell under

1) your own brand names
2) private labels
3) other, please specify

IF 2) or 3)

What % of the time does the contracting agency
1} specify what to make
2} leave product planning up to you

3) participate in joint decision-making

4, What % of goods, if any, do you import for sale (under your own brand
names)?

When did you begin importing?
(How has the amount your firm imports changed over the last 5 years?)
III. I would like to ask you a few questions about how your firm decides
what to produce,
5. Would you explain how you go about planning (and evaluating) your product?
Probes: Concept Testing
Tests of Product Characteristics
Role of Price Points
6. How do you obtain information about the market in general?
Probes: Market Niches/New Market Potential
Market Share
Market Trends

7. How do you obtain information about the consumer?

Probes: Test Marketing -
Market Segmentation/Consumer Profiles

8., How do you monitor sales?

9. How does sales information contribute to product decisions?
Probe for Sales Forecasting/Analysis

10. How do you monitor the activities of your competitors?

11. What types of promotion do you use?

Probes: Labelling, Hang Tags, Packaging, Hanger Appeal
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(a)
(b)
(c)

(d)
(e)

iv,

13.

14,
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Role in In-Store Display and Point-of-Sale Promotion
Advertising Media Used

How do you decide on the type of promotion? The details (of those
used)?

If firm advertises,
What % of your advertising is directed at

1) retailers
2) consumers
3) both

Would you please rate the following factors for importance in contri-
buting to successful product planning as applied to your firm., CHECK
THE APPROPRIATE BOX, from 1 to 5, where 1 indicates very important,
while 5 indicates no importance. (Response card)

VERY - NOT
IMPORTANT IMPORTANT
] commmmn— 2 memomm- 3 cmwco- fH emmm=a 5

CREATIVITY

EXPERIENCE 1 ! I ‘

USE OF SECONDARY
MARKET INFORMATION

FEEL FOR THE MARKET - | “

SPECIAL PURPOSE
MARKET STUDIES

T would like to ask you a few questions‘about the recent history of your
firm.

a) As of December, 1982, how many employees were working here in
production?

How many hours a week did they work?

b) How do these figures (# of employees/hours worked) compare to
December of the previous year? (Can you elaborate, give % change?)

¢) How do the 1982 figures compare to the same time 5 years ago (1977)7
(Would you explain, give % change?)

a) By what % did your value of shipments change from 1981 to 19827

How do 1982 figures compare with those of 5 years ago?



15.

16,

179

18.

19.

149

What internal or extermal factors were responsible for these changes?

b) How did actual value of shipments compare to your expectations in
1982 (in 7%)7?7 19817 5 years ago (1977)7

When vou need information for daily decisions, how do you go about
obtaining it?

Do you use computers? IF S0, for what purpose?

Have you changed your approach to management .in the last 5 years?

Would you explain?

Are you planning any modifications in your management approach in the
near future?

What about long-range plans? (Can you elaborate?)
&®
What % of your goods, if any, do you export?

IF EXPORTING, how do you determine what will be accepted in an export
market?

Within Canada, are there regional differences in product acceptance?
How do you determine what will sell in different regions?

What is the form of ownership of this firm?
What is the owner's role in product decisions?

What role do hired managers play in produce decisions?
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The following is a list of alternative ways in which some firms go about

gathering information to aid in decision making,

Please CHECK those

methods or sources which you have used in the last 5 years. (Verbal Instr.)

AR RARR

census data

consumeyr panels

trade journals, magazines
eyetracking

show tests

test marketing

motivation studies

business journals, newspapers
segmentation studies
information from retail buyers
travel to fashion centres
attitude studies

management summaries
government publications
information from fashion agencies
travel to potential markets

LT T T

surveys

checking details of products
in stores

information from sales staff
conferring with other
manufacturers

simulation

street (observation)
estimating best sellers from
past sales

promotion tracking

personal communication with
government sources
competitorg' best sellers
awareness studies
information from trade
associations

trade shows, fashion shows
estimation of market shipments
information from retail sales
people

Are there any other ways in which your company gathers-information for

decision making?
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The following items are areas about which firms may gather information
to aid in decision making. Some items may not be applicable to your
firm, and may be ignored. ZPlease place applicable items in rank order,
beginning with "1" to indicate the area on which most management time
is spent. (Verbal Instr.)

Consumer acceptance of new lines, concepts

Competitors' activities

Consumer reactfion to actual product characteristics

Market share

New market potential

Characteristics of consumers (including market segmentation)
Sales forecasting or analysis

Test marketing and store audits

Hanger appeal, packaging, labelling, hang tags

Special promotion, display, in-store location

Other, please specify

LT
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Location of plants, warehousing
Diversification

International markets, exporting
Distribution channels, retail outlets
Costing

Computers, automation

[T
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APPENDIX IV

CLASSIFICATICN OF APPAREL PRODUCTS

Product Group

Product Type

Outerwear

Sportswear

Active Sportswear
Suits

Shirts and Sweaters

Casual Pants

Workwear
Lingerie

Miscellaneous Products

Light Outerwear (woven)

Winter Quterwear (knit, woven) -
Light or Winter Outerwear
(leather, suede)

Coordinated Separates
jackets, skirts, dress pants,
dress uniforms, functional
uniforms (woven)

Sports Apparel (knit, woven)
Ski Wear, Swim Wear

Ready-to-Wear Suits
Made-to-Measure Suits

Sweaters (includes knit suits,

"light outerwear)

Shirts (knit, woven)
T~-Shirts

Jeans, Casual Pants
(woven)

Light and Winter
(women's wear only)

Slippers
Mitts
Dusters
Linen
Cloth
Headwear
Furs



154

APPENDIX V

CONVERSICN FORMULAE



155

APPENDIX V
CONVERSION FORMULAE
A, Conversion of Dollar Percentage Change to Real Dollar Percentage Change
(correction for inflation using Consumer Price Index):
I. Over one year (l98i te 1982):
Percentage change over 1 year in dollar value shipped

CPI for 1981/82 (10.8)

II. Over five years (1977 to 1982):

*Average CPI for 1982 262.5
*Average CPI for 1977 160,8

101.7 Conversion factor

Conversion Factor
+

Percentége Change

B. Conversion of Employment Data to Worker Hours per Day;:

Number of Employees in Production X Average Number of Hours Worked per Week
T

*
Base year 1971 = 100
**rssumes a 5 day work week

Source: Statistics Canada,
Winnipeg.
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APPENDIX VI

ADDITIONAL DEFINITIONS

Chains - Stores which are centrally owned and managed and handle the same
line of products. They may be department, discount, specialty stores, or

supermarkets.

Independents - Stores which are owned and operated privately and managed

independently.

Department Stores - Stores which carry a broad, deep assortment of goods,

including ciothing, linens and dry goods, home furnishings and appliances,
in separate departments. These firms offer many services to customers.
M;jor départment stores are chains which have sales volumes placing them
iamong the ten largest enterprises in Canadian retailing.

Specialty Stores - Stores which cafry only a part of a single line of products,

this narrow line being stocked in depth. These stores are often independent.

Beckman (19 82





