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leading to an agenda for both practitioners and researchers concerned with
these issues.

Customer Care: The Neglected Domain
David Carson, University of Ulster B
Audrey Gilmore, Northern Ireland Electricity

Management is recognising increasingly that the role of marketing is not only
to create a customer, but also to initiate and develop a relationship with that
customer from the first stage of contact and often across a series of different
transactions. It is acknowledged that customer relationships have become
marketing assets to be cultivated and sustained. Customer care activities focus
on every stage of the exchange process, from design and production through to
delivery and service back-up. There are a number of major factors which have
influenced this current emphasis on customer care and many parameters of the
term “customer care” are being redefined currently. A model of customer care
is set out which analyses the dimensions or elements of the process. These fall
broadly into two categories: so-called instrumental or quantitative factors and
psychological or qualitative factors. The former includes the “hard” tangible
and relatively easy to measure dimensions such as packaging, speed of
delivery, technical support and so on. The latter covers the “soft” intangible
and more difficult to evaluate factors such as degree of courtesy experienced by
customer, competence and communication skills of staff dealing with
customers, the atmosphere of the contact situation and so on. The model
suggests that the instrumental hard dimensions are implemented mainly
through suitable company rules and procedures, whereas the psychological
soft dimensions of customer care are determined by an emphasis on the
perceptions, attitudes and behaviour of customer contact staff. It is in this latter
domain that marketing management needs most to improve.

The human factor is crucial in the process. The interpersonal skills and
behaviour of “front line” staff determine in many respects the initial quality of
the supplier-customer relationship. However, customer care extends beyond
this first interface or “moment of truth”. Every individual in the company,
irrespective of level or function, has an important role to play in the customer’s
perceptions of service and quality.

Companies can provide better balanced customer care in two ways. First, they
can improve the environment where the transaction takes place and, second,
apply marketing concepts internally, particularly amongst customer contact
personnel. However, instigating a concept such as internal marketing requires
careful attention, indeed a commitment in itself, to a comprehensive training
programme of customer care. The development of such a programme recently
in Northern Ireland Electricity, a large state-owned utility, is described. The
authors conclude that winning a customer care orientation may often be a
complex and gradual process requiring considerable change in organisation
structure and key personnel.

Retail Financial Services in Europe -

Banks Invade the Life Assurance Market
Colm Fagan, Lifetime Assurance Company

The reasons why banks have ventured into the life assurance market are

examined in this article as are the various strategies employed by banks
throughout Europe. Among the issues addressed are the profit dynamics of life
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assurance distribution and the way economies of distribution can be achieved
by reconfiguring the value chain.

Marrying the diverse cultures of banking and life assurance selling is not easy.

Branch banking is steeped in the traditions of balancing the cash each day, the

fear of the audit and the existence of a multitude of procedures and controls. In,
contrast, life assurance selling is saddled with the image of fast-talking

salesmen who have little regard for controls or procedures and who are heavily

incentivised in their remuneration. Unique challenges arise in trying to link

these very different traditions to produce an effective and efficient system for

distributing a wide range of financial services. The major issue is whether to

seek to meld both traditions to create a single homogeneous culture or to seek

to retain their separate cultural identities.

Some of the problems associated with the transformation of bank branches into
retail sales outlets are touched on briefly as are the advantages of combination
products which incorporate conventional banking and life assurance
technologies. On the thorny question of whether banks should provide
independent advice on all the life companies in the market or should link
exclusively to one supplier, the conclusion is reached that independence of
technology to solve customer problems may be more important than
independence of supplier for just one of the range of available technologies.

There are no easy answers to the issues raised in this article. In any case, the
right answers depend very much on an individual bank’s objectives. For
example, the arguments in favour of distribution of life assurance policies by
banks depend very much on the central or fulcrum role of the branch in terms
of customer relationships. How important will branches be in the future,
especially with the trend towards automatic teller machine networks and
towards home banking? Thus, while battle is joined, the outcome is by no
means conclusive. In the end, victory will go to the enterprises, whether they be
banks, insurance companies or whatever, which respond creatively and in the
most cost effective manner to their customers’ needs.
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Out-of-Town Shopping Development:

A Case History in Retail Innovation
Stephen Brown, University of Ulster

Significant innovation in retailing usually takes place against a strong tide of
established trade custom and practice. The recent growth of out-af-town
shopping developments is a case in point. These new edge-of-town complexes
have been prompted by such factors as increasing congestion at high street
locations, the escalating cost of expanding such stores, the space extensive
requirements of new product offerings, and changing demographic patterns.
Since 1984, when Marks and Spencer, the doyen of high street shopping,
announced its intention to develop a new generation of stores in edge and out-
of-town locations, the retailing scene in the UK has been convulsed in what can
only be described as ‘shopping centre psychosis’.

This article examines one such out-of-town development, the planned
construction by Marks and Spencer of a £20 million, 240,000 sq. ft. shopping
complex at Sprucefield, on the outskirts of Belfast. This has stirred up
considerable controversy and provoked vigorous opposition from retailers
throughout the greater Belfast region. The results of a survey of shoppers and
retailers in Lisburn, the town nearest the proposed complex, are described.
Interestingly, both shopper and retailer see potential benefits to Lisburn from
the new facility, though it is recognised that in order to attract spin-off business
the town centre must become more marketing orientated. Indeed, the author
concludes that if the current boom in out-of-town shopping development
continues unabated, the marketing of geographical locations - town centres,
existing shopping districts and so on - may emerge as a major focus of
marketing activity in the next few years.

Dimensions of Product Planning in Retail Marketing
Gordon Greenley, University of Birmingham
David Shipley, University of Bradford

The objective of this paper is to contribute to the relatively sparse literature on
the marketing management practices of UK retailing organisations. The “retail
product offering” to consumers is in effect a composite of four ingredients: the
physical product offering; characteristics of the store; customer and product
services; and the shopping environment. The focus of this paper is on the first
of these four alone, the physical product as a component of the overall retail
product offering. Recent developments in this physical product component
include the proliferation of dealer brands and generics and an increasing
influence on the part of retailers over manufacturers. Retailers are no longer,
mere stockists of the physical product - they are demanding new brands
supported by heavy advertising and thereby inducing substantial product
innovation on the part of manufacturers. Not only do manufacturers have to
keep abreast of consumers’ complex purchasing motives, they now have to
address themselves thoroughly to retailers’ product strategies. This article
attempts to outline what this product strategy of UK retailers actually involves.

A structured questionnaire was mailed to 1,650 British retailing organisations
all of whom offer physical goods. The 17% of firms replying were then
classified in terms of turnover, number of outlets, type of store and type of
good retailed. Seven variables relevant to the physical product were then rated
by each respondent in terms of importance. Product quality and product range
emerged as the two most rated variables. These exceeded the rating given to
other physical variables such as labelling, trade marks and packaging.
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However, the findings take an added texture when cross-tabulated by store
type. For example, department stores and supermarkets rate quality as more
important than any other store type, while labelling, trade marks and
packaging are more crucial to supermarkets than other types of outlet.

The next topic to be probed was the factors influencing management product
strategy decisions. Surprisingly “management judgement” was a clear leader
even over “customer requests”. Manufacturer considerations such as
“manufacturers’ advertising” and “manufacturers’ representatives’
suggestions” fared poorly. This may constitute a jolt for manufacturers but it is
evidence of an increasing awareness among retailers of their input into new
product development and innovation. Several differences were noted here also
when results were cross-tabulated by outlet description; for example, “sales
assistants’ suggestions” were considered important by those outlets deemed
small in terms of turnover and number of stores yet not by other outlet type.

The central finding of the research as a whole is that the concept of the
marketing mix, and specifically the role of the physical product within this mix,
is no less applicable to retailers than to manufacturers. The challenging feature
is that both groups appear to hold varying perspectives on what variables are
important in understanding the physical product.

The Emerging Internationalisation of Retailing;:

Present Status and Future Prospects
Alan Treadgold, Oxford Institute of Retail Management

Retailing has been slow to develop internationally. While international retailers
are by no means a new phenomenon, it is only recently that a significant
number of leading retailers have begun to commit themselves to developing an
international trading presence. This article contributes to the growing body of
literature which discusses, characteristically in either a descriptive or a
prescriptive way, the emerging internationalisation of retailing,.

The article has three main components. Section one reports on the present
status of international retailing, with particular reference to developments in
the European Community. It is suggested that, while an increasing number of
specinlist retailers are “international” in the sense that their trading presence
extends beyond their home markets, for many such retailers the scale of their
presence in Europe is, in fact, modest. Arguably more significant are the
international moves being made by large multiple retailers. Constrained by
mature home markets, leading European retailers are developing international
linkages by acquisition, strategic alliances and joint venture activity. Retailers
are also internationalising their trading presence beyond Europe. European
retailers continue to invest heavily in the US while a number of US speciality
retailers are developing operations in Europe. Japanese groups are also
beginning to expand their interests beyond the Pacific region.

Section two attempts a more formal presentation of the current status of
international retailing. It is suggested that three stages can be identified in the
development of many international retail businesses. With some notable and
well-known exceptions, retailing generally may be characterised as being in
stage two of the three-part schema proposed. That is, the scale of ambition of
many international retailers remains modest geographically.

Section three draws on the wider literature of international business
development to suggest a mode of organisation which may offer retailers the
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prospect of fully realising the benefits of an international trading presence.

This trans-national mode of operation seeks to reconcile the apparently
conflicting aims of local responsiveness and global efficiency. The trans-
national retailer is one which presents an offer tailored to the localised demand
characteristics of consumers but which is also leveraging the behind-the-scenes
efficiencies and benefits of being a global operator.

B

Retailing in the 1990s:
Differentiation through Customer Service?

Leigh Sparks, Institute for Retail Studies,
University of Stirling

For many years, retailers have been chanting the mantra that “the customer is
always right”. In reality, many customers leave many shops feeling that the last
thing they ever want to do is to revisit that store or company. Clearly, there is a
mismatch between service provision and service expectations, and although
this implies that opportunities exist for successful differentiation through
customer service, such objectives are not easily attained, nor are they suitable
for all retailers. This article examines briefly the changing nature of retailing
and its socioeconomic setting and describes the differences that these changes
have prompted in the provision of customer services. Despite the present
economic malaise, it is argued that service-based retailing propositions are
likely to prove successful in the 1990s.

Few retailers, however, have a service strategy in place, though elements of
service are present in many cases. Indeed, it is widely but erroneously believed
that customer service in retailing comprises a set of physical services or
facilities. A taxonomy of customer services is provided in the paper and a total
service approach is advocated. The total service retailer needs to take all
elements that make up the customer service offering and combine them into
the service strategy. The analogy of the value chain is useful in this context - as
is the so-called “gaps” model which focuses on the way information and
service is provided to customers and the way expectations and perceptions are
matched by the realities of service.

Such an approach is not easily achieved, although as a case study of
Nordstrom, a Seattle based chain of department stores, illustrates, it can be
done if appropriate to the retail offering. In the US when retail service is
mentioned Nordstrom is almost synonymous. The basis for its success is the
overwhelming focus on the customer and the willingness to back and reward
staff who put themselves out for their customers. Customer “heroics” are
celebrated as the pinnacle of salesmanship. Dedication is generated by a
complex reward and commission system that treats every element of the
company as responsible to its customers and rewards them on results - even
accountants have customer service targets to achieve!

Is There a Market for Teleshopping?

Jonathan Reynolds, Oxford Institute of Retail Management

The prospect of shopping from home using new technology has been an
enduring feature of anticipatory reviews of a changing retail sector. Indeed,
commentators have been sufficiently convincing to persuade investors to place
real money into real projects during the 1970s and 1980s in a number of
Western economies, notably the US, France and the UK. That many of these
projects subsequently failed completely, failed to meet their stated objectives -
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or, in some cases, achieved entirely different ones - has been the subject of
much discussion by practitioners and commentators. For many, the conclusion
was that the developments in the 19705 and 1980s were predominantly
technology-led; that they were “solutions in search of problems”; that they
failed to meet a genuine need in the marketplace and that the success some of ,,
them subsequently achieved was accidental rather than planned. This
contribution examines that assumption, in exploring the nature and
characteristics of a “market” for teleshopping services.

Specifically, in a largely retrospective discussion, the article first compares take-
up levels for, and the consumer attitudes and expectations towards, a
contrasting set of teleshopping and teleservice operations begun around the
world in the 1980s. In the UK teleshopping through videotex has had a
chequered history. In France phenomenal success has been achieved through
the Teletel programme. The other broad type of home shopping, the US home
shopping show phenomenon, is also examined. The author attempts to distill
the commonalities and contradictions in defining a market for goods and
services through what is, in reality, not just one but a diverse range of potential
delivery channels to the consumer, all of which involve varying degrees and
sophistication of technology.

The conclusions from this selective review are used to drive discussion of likely
future changes in consumers’ attitudes and expectations which may serve
either to facilitate or to obstruct the development of these new delivery
channels. Demand is likely to be influenced in three broad ways. Macro-
economic changes may affect the household’s propensity to purchase new
technologies in the home; such changes will also have significant effects on the
time budgets of working households. A number of social and behavioural traits
may strengthen the role of the home base in the purchasing of goods and
services. The physical and attitudinal barriers to the adoption of new
technology are likely to become less significant in the years ahead. Finally, four
key opportunities for teleshopping systems are presented which draw upon
this analysis in order to suggest a facilitating role for such systems in extending
consumer choice.

Retail Location Theory: Retrospect and Prospect
Stephen Brown, Institute for Retail Studies, University of Stirling

It has often been said that the three most Important properties of a retail store
are location, location and location. However, as with most of the industry’s
aphorisms, most notably “the customer is always right”, retailers are renowned
for their failure to practise what they preach. Despite statements to the
contrary, a cavalier attitude to locational decision taking has traditionally
prevailed.

Recent years, however, have seen the demise of intuitive approaches to site
selection. Thanks to the wider range of locational options now available, the
ever-increasing costs of failure, the development of sophisticated, user-friendly
analytical techniques and the growing professionalism and marketing
orientation of retail Mmanagement, a revolution in locational decision taking has
transpired.

Impressive though these technological and attitudinal advances undoubtedly
are, location decisions are skll taken within and ultimately determined by the
framework of town planning policy. Planning policy, however, is predicated
upon outdated assumptions concerning the nature of consumer behaviour and
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the retailing industry. This has led to several attempts to formulate alternative
models of retail location but these have not proved particularly successful. A
synthesis of the old and new is advocated and a dynamic theory of retail
location is proposed.

This “combination theory” of retailing evolution suggests that the spati%al cycle
starts with a single or small number of - often but not necessarily - cut price
outlets occupying accessible (i.e. low cost) sites previously unused for retailing
activity. Their success and evident customer appeal encourages other outlets to
locate in the vicinity, thereby broadening the overall range of goods on offer.
Through time, the facilities, appearance and standard of retailer gradually
improves as do the costs of locating therein (congestion, rentals, etc.). This, in
turn, creates an opportunity for the emergence of alternative low cost locations,
which gives rise to closures in the old-established agglomerations and thus
leaves a locational legacy of smaller, more specialised clusters of retailing
outlets.

Retail Environments: Into the 1990s
A.]. Parker, Centre for Retail Studies, University College Dublin

Change in the domain of retailing is taking place at an increasingly
geometrical, rather than arithmetic, rate of progression. Drawing examples
particularly from the Republic of Ireland, this paper identifies several
“environments” of change. Some of these environments are external to retailing
and thus cannot be influenced by retail management. Others can be exploited
by retail organisations and at least one, the in-store environment, is completely
under retailer control.

Change should not be seen as a threat but as an opportunity and six retailing
environments offering both challenges and opportunities are examined: the
overall business environment; the demographic environment, the consumer
environment; the retail environment; the technological environment and the
future environment. Two examples may serve to illustrate briefly. Shopping
developments are increasing in size. In Britain three regional scale centres of
over a million square feet are already in operation. In Ireland a 700,000 square
feet scheme, The Square, in Tallaght is likely to have a radical impact upon
shopping patterns within Dublin, particularly with the development of the new
orbital motorway. Second, the changing nature of consumer demand and retail
environments has been paralleled by a shift in market power with the growth
of multiple chains. Yet there has been evidence lately of a fight-back on the part
of the independent sector.

Although perhaps the most difficult to predict, the future environment will be
characterised by retailers’ growing demand for quality, up-to-date data on
consumers and their behaviour, increased adoption of more scientific methods
of store assessment, and additional diversification into new products and
international markets. Success in the 1990s will depend upon retailers gaining
the competitive edge through the pursuit of quality, of service and of matching
their consumers’ needs to their product offer.
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Consultancy Revisited
Ivor Kenny, Chancellor, International Academy of Management

Most enterprises at some stage in their development falter in their sense of
direction and find themselves out of balance with their markets, customers or
technology. Something is wrong and a reassessment is needed. Yet doing this'
successfully is often hindered by what the author calls “a no-disclosure
disease”. This manifests itself in managers who withhold from one another
what they think and feel about what really goes on in an organisation.
Organisations create dependency relationships which can inhibit learning and
truth. This no disclosure disease is the major contributor to organisations not
knowing where they stand. To overcome it outside help is needed.

The shortcomings of conventional management consultancy in this regard are
outlined. Conventional consultants often become creatures of their training and
repeat themselves from case to case. Also, as outsiders they to not take
responsibility for their recommendations when they are put into practice.

The author advocates an action research approach which has three distinct
phases. In the first phase the external adviser or consultant has lengthy
interviews on a one-to-one basis with key personnel. Out of this analysis comes
a picture of the enterprise which the organisation itself has drawn. The second,
more focused phase, edges slowly towards the solution stage, but again the
recommendations come from the organisation itself. The adviser’s third and
withdrawal phase is to help set up processes which will permit those managers
who have helped define the problems to participate in their solutions. The
author describes the circumstances in which this type of external interventon is
most likely to be successful and profiles desirable qualities in the adviser.

Marketing and the Small Business -

A Case History of Education Development
William M. Clarke and David J. Carson, University of Ulster

In recent years, governments have paid increasing attention to the
development of the small business sector. At the same time universities and
other third level institutions have been exhorted to become more responsive to
the needs of industry. This paper evaluates various attempts by staff of the
Faculty of Business and Management of the University of Ulster to assist
owner-managers of small businesses to develop their marketing expertise. The
shortcomings of conventional short courses for this purpose are noted, in
particular the problem of ensuring that the material presented to participants is
perceived as being relevant to their needs and is subsequently transferred into
positive action within the firm.

The principles of action learning are discussed in terms of their potential value
as solutions to this problem. An attempt to design and implement a small
business export development programme incorporating some features of action
learning is described and evaluated. It is concluded that the action learning
approach offers valuable insights which can lead to significant improvements
in the effectiveness of small business marketing development programmes
though at a substantially greater cost in resources than conventional short
courses.
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