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Social Entrepreneurship in an Emerging Economy:
A Focus on the Institutional Environment and
Social Entrepreneurial Self-Efficacy

Boris Urban

Consistent with the notion that the institutional environment affects en-
trepreneurial activity, this article interrogates how a person’s willingness
to pursue social entrepreneurship is connected with self-efficacy beliefs.
Hypotheses are formulated in terms of South Africa’s regulatory, nor-
mative, and cognitive institutional profiles relating to an individual’s so-
cial entrepreneurship self-efficacy. Findings indicate favourable percep-
tions of the regulatory and normative dimensions, which are associated
with higher levels of self-efficacy. Implications imply that although in-
stitutional support mechanisms are essential to increase social business
practices, ultimately social entrepreneurship can only spread by foster-
ing individual self-beliefs.

Key Words: institutions; self-efficacy; social entrepreneurship;

South Africa
JEL Classification: D8; J24

Introduction

As with any change-orientated activity, social business and social en-
trepreneurship have not evolved in a vacuum, but rather within a complex
framework of institutional, political, economic, and social changes occur-
ring at the global and local levels (Harding 2006; Johnson 2000; Kramer
2005). The institutional environment (the socio-economic and political
milieu in which an entrepreneur operates) influences people’s willing-
ness to engage in socially productive activity (Baumol 1990; Sustersic,
Wostner, and Vali¢ 2010). Research attests that the nature and quality of
institutions in a country determine whether individuals will pursue en-
trepreneurial activity (Naude 2007; Welter and Smallbone 2011).

In South Africa, social entrepreneurship has unequivocal application
where traditional government initiatives are unable to satisfy the entire
social deficit, where an effort on the reduction in dependency on so-
cial welfare/grants is currently being instituted, and where the survival

Dr Boris Urban is Chair in Entrepreneurship (Lamberti Foundation)
at the Graduate School of Business Administration, University of
Witwatersrand, South Africa.
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4 Boris Urban

of many non-governmental organizations (NGO’) is at stake. Such chal-
lenges are exacerbated by a social context characterized by massive in-
equalities in education, housing, the HIvV/AIDS pandemic, and high un-
employment and poverty rates (Rwigema, Urban, and Venter 2010). Un-
der these conditions, social entrepreneurs play the role of change agents
by adopting a mission to create and sustain social value by recognizing
and relentlessly pursuing new opportunities to serve that mission.

The entrepreneurial process is often conceptualized as the result of
a combination of various motivational and belief components where
environmental conditions also play a role (Shane, Locke, and Collins
2003). Being motivated is not only considered an integral aspect of the
entrepreneurial process but must be supplemented with the requisite
skills and competencies. Unless individuals perceive themselves as ca-
pable and willing to be entrepreneurial, their venture will remain un-
competitive and underperforming. The research finds those with higher
entrepreneurial self-efficacy as perceiving their environment as more op-
portunistic rather than fraught with risks, and they tend to believe in
their ability to influence the achievement of goals (Chen, Greene, and
Crick 1998; De Noble, Jung, and Ehrlich 1999).

Self-efficacy is based on tenets of social cognitive theory (scT), which
favours the concept of interaction where behaviour, personal factors, and
environmental influences all operate interactively as determinants of each
other (Bandura 1986; 1997; 2001). However, although motivation is im-
plied, or assumed, in papers on beliefs, intentions, and cognitions in
relation to entrepreneurial behaviours, it remains largely under the re-
searched despite its critical importance to predicting and explaining dif-
ferent types of entrepreneurial behaviors (Carsrud and Brannback 2011).

To address this gap, this study extends earlier research that suggests
that the setting up of new ventures by intending individuals is influ-
enced by individual beliefs (Busenitz and Lau 1996), and by broader en-
vironmental factors at both individual and national institutional levels
(Davidsson and Wiklund 1997; Dutta and Thornhill 2008). To the de-
gree, therefore, that a countries’ context and institutions may influence
the beliefs, behaviours, occupation patterns, and outcome effects of en-
trepreneurs, the research question of this paper then becomes: To what
extent is the institutional environment, in terms of the regulatory, nor-
mative and cognitive dimensions, linked to an individual’s self-belief to
engage in social entrepreneurial activity in an emerging market context?
This general label, self-belief provides little point of reference for the sci-
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Social Entrepreneurship in an Emerging Economy 5

entific study of social entrepreneurship, and for the purposes of this paper
is operationalized through the social entrepreneurial self-efficacy (SESE)
construct (Nga and Shamuganathan 2010).

The study has important implications, as there is a need to analyse how
contextual variables differs in emerging economies and to what degree
they shape social entrepreneurial goals, behaviors, and intentions. A the-
ory is more powerful if its applicability is established in different settings.
Emerging economies are unique environments that offer the ability to
obtain fresh insights, expand theory, and increase understanding by in-
corporating more contextualized considerations (Bruton, Ahlstrom, and
Obloj 2008). It is anticipated that this study will contribute to the litera-
ture on formal and informal institutions in terms of analyzing the regula-
tory, normative, and cognitive dimensions in an under-researched region
such as South Africa.

Based on recent calls for research in this area, this study is timely and as
noted by Manolova, Eunni, and Gyoshev (2008), a large part of research
on institutions and entrepreneurship have been either case-based, or pre-
dominantly examined the regulatory (formal) environment. The empiri-
cal research investigating the complex effect of the institutional environ-
ment for unlocking entrepreneurial phenomena in emerging economies
remains unexplored.

The rest of the article is structured as follows. First, relevant theoretical
foundations are accessed to provide a basis for the hypotheses, which are
formulated on existing theory. Next, the research approach is delineated
in terms of sampling, measures and analytical techniques employed. Re-
sults and implications follow, the study’s limitations are addressed and
avenues for future research are suggested.

Social Entrepreneurship

The language of social entrepreneurship (SE) may be new, but the phe-
nomenon is not. Peter Drucker (1979, 453) introduced the concept of so-
cial enterprise when he advocated that even the ‘most private of private
enterprise is an organ of society and serves a social function’ Increasingly,
researchers are looking beyond entrepreneurship as only having an eco-
nomic component or Schumpeterian purpose where entrepreneurs spur
innovation and speed up structural changes in an economy, but also rec-
ognize a social component which acknowledges that people pursue their
need for independence or have no alternative options for work and hence
engage in self-employment (Bosma, Wennekers, and Amoros 2011).
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6 Boris Urban

Based on established literature, the concept of SE remains poorly de-
fined and its boundaries to other fields remain fuzzy (Mair and Marti
2006). Conceptual differences are noticeable in definitions of social en-
trepreneurship (focus on process or behavior), social entrepreneurs (fo-
cus on founder of initiative), and social enterprise (focus on tangible out-
come of SE). In this paper, based on the Global Entrepreneurship Mon-
itor (GEM) reports, social entrepreneurship is defined as an attempt at
new social enterprise activity or new enterprise creation, such as self-
employment, a new enterprise, or the expansion of an existing social en-
terprise by an individual, teams of individuals, or an established social en-
terprise, with social or community goals as its base and where the profit is
invested in the activity or venture itself rather than returned to investors
(Harding 2006:5).

Reflecting on the st academic literature, a number of themes, preoc-
cupations and domains, have emerged (Weerawardena and Mort 2006).
Broadly, these include the following three: firstly, SE may be expressed
in a vast array of economic, educational, welfare, and social activities
reflecting such diverse activities (Bhowmick 2011). Secondly, s may be
conceptualized in a number of contexts, i.e. public sector, community,
and social action organizations (Peredo and Chrisman 2006); and thirdly
the role of innovativeness, proactiveness, and risk taking in S has been
emphasized in distinguishing SE from other forms of community work
(Rwigema, Urban, and Venter 2010).

Considering the research question of this article, the focus of this study
is based on the stream of literature on social entrepreneurship percep-
tions and behaviour (Mair and Marti 2006; Urban 2008).

Social Entrepreneurial Self-Efficacy

Several studies (e.g., Krueger and Brazeal 1994; Kruger and Dickson
1994) have focused on entrepreneurial motives, values, beliefs, and cogni-
tions. Self-efficacy is an important motivational construct that influences
individual choices, goals, emotional reactions, effort, coping, and persis-
tence (Stajkovic and Luthans 1998). It refers to individuals’ convictions
about their abilities, and consequently an important set of cognitions is
self-efficacy or beliefs about one’s capacity to perform at designated levels
(Bandura 1986; 1997; 2001). The self-efficacy construct has application to
entrepreneurship and the entrepreneurial self-efficacy (ESE) construct
has been proposed to predict the likelihood of the individual being an
entrepreneur. That is, entrepreneurial self-efficacy refers to the strengths

Managing Global Transitions



Social Entrepreneurship in an Emerging Economy 7

of a person’s belief that he/she is capable of successfully performing the
various roles and tasks of an entrepreneur (Chen, Greene, and Crick 1998;
Chen, Gully, and Eden 2001; De Noble, Jung, and Ehrlich 1999; Markman,
Balkin, and Baron 2002).

The research is coalescing that traits and perceptual variables may be
significant universal factors influencing entrepreneurial behavior (Vec-
chio 2003; Edelman et al. 2010). Recognizing the importance of per-
ceptual variables, this study is focused on four related aspects of social
entrepreneurship, as captured by Nga and Shamuganathan (2010) with
the SESE construct namely, social vision, sustainability, social network-
ing, innovativeness, and financial returns. Social vision encompasses the
sense of destiny. Social networks (formal and/or informal) form an in-
valuable resource to social entrepreneurs for advice, human resources,
innovative ideas/capabilities, financial, and emotional support. Social in-
novation unlocks value by creating a platform for sustainable solutions
through a synergistic combination of capabilities, products, processes,
and technology to create a social and strategic fit into underdeveloped,
unchartered markets. Sustainability and financial return cover the as-
pects of social value creation. Although social businesses are set up as for
profit ventures, they differ from commercial ventures in that they em-
phasize social returns as well as financial returns. Profits are reinvested
in the business to serve social policy initiatives.

The Institutional Environment and Entrepreneurship

Institutions can be described as relatively widely diffused practices, tech-
nologies, or rules of social interaction that have become entrenched in
the sense that it is costly to choose alternative practices, technologies, or
rules (North 1990; Welter and Smallbone 2011). The institutional frame-
work of a society comprises the fundamental political, social, and legal
ground rules that establish the basis for production and distribution, and
organizations must conform to it if they are to receive support and le-
gitimacy (DiMaggio and Powell 1983; North 1990). Thus, institutions are
seen as conducive to good policies, which in turn will facilitate accumu-
lation of capital and labor (Naudé 2007).

Acknowledging earlier work on institutions, where North (1990) and
Scott (1995) classified the formal and informal institutions that influence
organizations and organizational actors into regulatory, normative, and
cognitive categories, this study builds in this direction by investigating
how perceptions of institutional profiles may influence sEsE. Regulatory

Volume 11 - Number 1 - Spring 2013



8 Boris Urban

institutions refer to the formally codified, enacted, and enforced structure
of laws in a community, society, or nation. Less formal do professional
and trade associations, and business groups establish the normative in-
stitutions, which typically manifest in standards and commercial conven-
tions such as those. Cognitive institutions inform the axiomatic beliefs
about the expected standards of behaviour that are specific to a culture,
which are typically learned through social interactions by living or grow-
ing up in a community or society. Consistent with the notion that the
institutional environment does indeed affect entrepreneurship, the next
section further interrogates how a person’s willingness to pursue a certain
course of behaviour (in this case social entrepreneurship) is determined
by self-efficacy beliefs while taking cognizance of the institutional envi-
ronment.

Hypotheses Development

Despite the importance of social entrepreneurship, many individuals in
emerging economies may have the desire to pursue entrepreneurial ven-
tures but are not engaging because they are lacking in self-belief and
requisite entrepreneurial skills (Luthans, Stajkovic, and Ibrayeva 2000).
The research confirms this lack of ‘can-do’ attitude is prevalent in South
Africa, where there is a sense of entitlement and an expectation that big
business, government and others should create jobs, rather than that one
creating one’s own employment. Aspiring entrepreneurs also have low
levels of self-belief, experience, inadequate education, and lack of access
to finance and business-orientated networks (Herrington, Kew, and Kew
2010; Urban 2006). To elucidate further the nature of the institutional
environment and its potential influence on social entrepreneurship, the
regulatory, normative, and cognitive dimensions are unpacked in terms
of South Africa’s current socio-economic milieu.

REGULATORY ENVIRONMENT

Evidence is accumulating which suggests that improving the regulatory
environment may have positive benefits on the growth and survival of
new ventures in South Africa (Bosma, Wennekers, and Amoros 2011). In
2009, the average new firm prevalence rate for all efficiency-driven coun-
tries was more than double South Africa’s rate. The prevalence rates for
established business activity were even more disturbing, with the aver-
age for all efficiency driven countries being almost six times higher than
South Africa’s rate. The economic implications of these findings paint

Managing Global Transitions



Social Entrepreneurship in an Emerging Economy 9

a bleak picture of the South African SMME sector’s current potential to
contribute meaningfully to job creation and economic growth (Bosma
and Levie 2010).

Acknowledging the context of the regulatory environment and given
the definition of regulatory institutions, which refers to the formally cod-
ified, enacted, and enforced structure of laws in a community, society, or
nation (Busenitz, Gomez, and Spencer 2000), the first hypothesis predicts
that:

HYPOTHESIS 1 Positive perceptions of favorability of the regularity in-
stitutional environment are associated with higher levels of SESE.

NORMATIVE ENVIRONMENT

Not only does the macroeconomic environment together with the more
immediate business environment affect the levels of entrepreneurial ac-
tivity in a country, but also more specifically enduring national char-
acteristics have been predicted to have an impact on entrepreneurship
(Bygrave and Minniti 2000). Calls have been made for countries to re-
orientate their values and behaviors towards entrepreneurship. If en-
trepreneurship is not valued in the culture of a particular country, then
not only will it be associated with criminality and corruption but also
other forms of economic encouragement will prove ineffective (Baumol
1990). Recent work suggests that social entrepreneurs who are members
of a disadvantaged community seem to have incomparable insight into
that community’s needs. However, they may not always be able to procure
the resources required to launch a social venture intended to address the
needs, and are not always well prepared to manage and lead such a social
venture (Peredo and Chrisman 2006).

In line with the definition of the normative dimension of the institu-
tional environment, which determines the degree to which a country’s
residents admire entrepreneurial activity and value creative and innova-
tive thinking (Busenitz, Gomez, and Spencer 2000), the second hypoth-
esis predicts that:

HYPOTHESIS 2 Positive perceptions of favorability of the normative in-
stitutional environment are associated with higher levels of SESE.

COGNITIVE ENVIRONMENT

The central premise of the cognitive perspective is that entrepreneurial
behaviour emerges as a result of the entrepreneurs underlying cognitions.

Volume 11 - Number 1 - Spring 2013



10  Boris Urban

Essentially the entrepreneurial cognitions perspective allows researchers
to understand how entrepreneurs think and why they do some of the
things they do (Krueger 2000). Cognitive institutions are the axiomatic
beliefs about the expected standards of behaviour that are specific toa cul-
ture, which are typically learned through social interactions by living or
growing up in a community or society. Research suggests that while such
a cognitive task is difficult to achieve (Rozin 1976), it is positively related
to decision performance in contexts that can be characterized as complex,
dynamic, and inherently uncertain (Earley and Ang 2003; Kirzner 1979;
Starr-Glass 2011). The entrepreneurial context, particularly the country’s
institutional environment, exemplifies such a decision environment. In
South Africa, most entrepreneurs are restricted by their scarcity of skills,
business knowledge, and resources in their ability to grow and create em-
ployment (Urban, Van Vuuren, and Barreira 2008).

Recognizing that the cognitive dimension reflects the knowledge and
skills possessed by the people in a country pertaining to establishing and
operating a new business (Busenitz, Gomez, and Spencer 2000), it is hy-
pothesized that:

HYPOTHESIS 3 Positive perceptions of favorability of the cognitive in-
stitutional environment are associated with higher levels of SESE.

Methodology

It was deemed appropriate to closely approximate the characteristics of
the sample with those of earlier studies investigating institutional profiles
and entrepreneurship (Douglas and Shepherd 2002; Manolova, Eunni,
and Gyoshev 2008).

The initial sample included 250 students from random class selections
at different university faculties located in cities of two provinces (Gauteng
and Eastern Cape) in South Africa. Data was gathered over a four month
(one term) period from respondents attending a series of day and evening
classes during their studies. It was emphasized to the students that they
consider the questions in a social entrepreneurship context. The survey
was administered as a paper-and-pencil test, and as a matter of practi-
cality was distributed during a classroom setting allowing the researcher
to maintain control over the environment, and to ensure a high response
rate (65.5%), rendering a final sample of 165 complete surveys. Sample
parameters, which served as control variables, rendered a profile, which
emerges as: (a) gender (female = 51%; male = 49%), (b) age (mean age =

Managing Global Transitions



Social Entrepreneurship in an Emerging Economy 11

21.4 years), (c) education level (undergraduate student = 67%; postgrad-
uate student = 33%), (d) race/ethnic group (black = 83%; colored = 2%;
Indian = 2%, white = 13%), (e) family (41%), friends (48%) or relatives
(63%) who are or had been entrepreneurs.

MEASUREMENT VALIDITY AND RELIABILITY

Institutional dimensions: As Manolova, Eunni, and Gyoshev (2008) note
the Busenitz, Gomez, and Spencer (2000) scale is an appropriate instru-
ment to use in the context of emerging economies. Results from their
study employing confirmatory factor analysis suggest high reliability, in-
ternal consistency, and construct validity. For the present study all items
were measured with five-point Likert scales ranging from strongly agree
(5) to strongly disagree (1). The regulatory dimension was measured with
five items, the normative dimension with four items and the cognitive
dimension with four items.

The social entrepreneurship self-efficacy (sEsE) measure (Nga and
Shamuganathan 2010) was adopted as the dependent variable using an
interval scale (1-5) starting on the left with the statement ‘not very true;
and ending on the right with the statement ‘very true’ A total of 14 items
were used to measure the SESE construct.

Exploratory factor analysis was used to identify the de facto under-
lying orthogonal dimensions of institutional profiles and the SESE con-
struct evident in the theory and data. The data was initially subjected to
Conventional Item and Test Analysis, where item to total correlation of
each item established that items were not highly correlated. Subsequently,
Varimax rotation was used to first establish the validity of the institutional
dimensions. The Kaiser-Meyer-Olkin (kM0) measure of sampling ade-
quacy was 0.817, with the Bartlett’s test of sphericity chi-squared value of
858.186 (df = 78, p = 0.00). A kMO value of 0.90 to 1.00 indicates a high
degree of common variance, indicating that the items are measuring a
common factor (Cooper and Emory 1995).

Using principal component analysis as the extraction method, three
factors emerged for the institutional dimensions, with loadings marked
as greater than or equal to 0.45 considered significant and eigenvalues
greater than 1 (based on scree tests and Kaisers stopping rule) (Cooper
and Emory 1995). Based on the rotated factor results (eigenvalue and per
cent of total variance explained are indicated in brackets next to each fac-
tor), the groupings of items reflect the previously established institutional
dimensions as: (Factor 1 = 4.345; 33.42%) regulatory dimension, (Factor
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12 Boris Urban

2 = 2.692; 20.71%) normative dimension, (Factor 3 = 1.409; 10.84%), and
cognitive dimension. These results support the notion that scale is an ap-
propriate instrument to use in the context of emerging economies, and
suggest high reliability, internal consistency, and construct validity as ob-
tained by Manolova, Eunni, and Gyoshev (2008) in their original study.

For the SESE construct after several iterations, a KMO measure of
0.943 emerged with the Bartlett’s test of sphericity showing a chi-squared
value 0f 1643.615 (df = 91, p = 0.00). Two factors emerged with eigenval-
ues above one (1) with a per cent of total variance explained of 72.68 per
cent. Examining the loadings in the rotated component matrix, it was evi-
dent that factor one (1) represented the social vision, financial return, and
innovation dimensions of the sESE construct, while factor two (2) rep-
resented the sustainability and social networks dimensions. These find-
ings, to some degree, support the validity of the SESE scale as established
previously by Nga and Shamuganathan (2010). Internal consistency was
tested and the Cronbach Alpha was calculated for each individual factor
by using the items selected in the sorted rotated factor-loading matrix.
Cronbach’s Alpha has the most utility for multi-scales at the interval level
of measurement (Cooper and Emory 1995). Item statistics were calcu-
lated for each factor and the Cronbach Alpha’s are displayed in table 1 all
of which are deemed satisfactory (Nunnally 1978).

Results and Interpretation

Diagnostics were carried out for data normality checks using the Lilliefors
and Shapiro-Wilk test. Results indicate that data is approximately nor-
mally distributed because the means, modes and medians for each ques-
tion are almost equal. The Q-Q plots also support the normality of the
data and the stem-and-leaf plots show a bell shape and all the signifi-
cant values for the items are less than 0.05 indicating that the data is nor-
mally distributed and parametric tests could be conducted on this data
set (Cooper and Emory 1995).

Mean scores, standard deviations and correlation coefficients are dis-
played in table 1 and table 2. By interpreting the standard deviations in ta-
ble 1, one can draw the conclusion that there is a relatively large amount of
dispersion, with several items exceeding a value of 1.0. The item-total cor-
relations have positive and greater values than o.30 indicating the items
are measuring the same underlying characteristic (Cooper and Emory

1995).
To evaluate the hypothesized relationships between the variables, cor-
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TABLE1 Descriptives for institutional and SESE variables

Variables (1) (2) (3) (1)
Regulatory variables 0.776
Government organizations assist individuals 3.47 1.01 0.625 0.774

starting their own businesses.

Government sets aside government contracts for 3.47 0.97 0.642 0.771
new and small businesses.

Local and national government have support for 3.48 1.05 0.692 0.753
individuals starting a new business.

Government sponsors organizations that help new 3.56 095 0.618 0.778
businesses develop.

Even after failing, government assists entrepreneurs 2.77 1.09 0.475 0.823
starting again.

Normative variables 0.772
Turning new ideas into businesses is admired in 3.79 1.05 0.690 0.769
this country.

In sa, innovative and creative thinking is viewed as 3.86 1.06 0.692 0.769
a route to success.

Entrepreneurs are admired in this country. 401 098 0.671 0.779
People in saA greatly admire those who start own 3.77 0.97 0.577 0.819
businesses.

Cognitive variables 0.791
Individuals know how to protect a new business 2.79 1.05 0.545 0.854
legally.

Those who start new businesses know how to deal 2.72 1.09 0.741 0.771
with risk.

Those who start new businesses know how to 2.74 1.09 0.784 0.752

manage risk.

Most people know where to find info about 2.73 1.09 0.646 0.813
markets for their products.

Continued on the next page

relational and regression analyses were performed. For the correlation
matrix, refer to table 2, the Pearson Correlation Coeflicients is shown
with levels of significance denoted. The interpretation of these correla-
tions and the corresponding levels of significance allowed for acceptance
or rejection of the hypotheses, as follows:

« Perceptions of favourability of the regularity institutional dimen-
sion were positively and significantly correlated with higher levels

Volume 11 - Number 1 - Spring 2013



14  Boris Urban

TABLE1 Continued from the previous page

Variables (1) (2) (3) (4)
Social entrepreneurship self-efficacy 0.956
Take a focused stand on social issues 3.79 091 0.657 0.958
Strongly committed to a social vision 3.85 0.97 0.737 0.957
Not distracted to pursue non-social issues 3.62 1.07 0.713  0.957
Clearly be able to identify social need 3.89 0.98 0.801 0.955
Create a social vision 3.86 0.93 0.798 0.955
Strongly motivated to defend a social need 3.93 0.97 0.834 0.954
Be an agent of social change 3.88 098 0.799 0.955
Be determined to meet social need 3.92 0.94 0.799 0.955
Improve quality of life in the long run 4.06 0.94 0.832 0.954
Create an environmental friendly business 4.14 0.95 0.773 0.956
Improve a long term social need 3.99 0.95 0.768 0.956
Promote a balance of economic, social and 4.06 0.98 0.809 0.955
environmental concerns

Promote a balance between social mission and 3.98 098 0.776 0.956
social value

Promote solutions that are ethical 4.18 0.94 0.743 0.956

NoTES Column headings are as follows: (1) mean, (2) standard deviation, (3) item -

total correlation, (4) alpha - if deleted.

TABLE 2 Correlation matrixes for institutional dimensions and SESE (n = 165)

Variable Regulatory Normative  Cognitive SESE
1. Regulatory dimension 1.0000

2. Normative dimension .5145%* 1.0000

3. Cognitive dimension 1244 .1033 1.0000

4. SESE 4462* 4453* .1062 1.0000

NoTEs * Correlation is significant at the 0.05 level (2-tailed).

of SESE (r = 0.4462, p = 0.031), leading to the acceptance of Hy-

pothesis 1.

« Perceptions of favourability of the normative institutional profile
were positively and significantly correlated with higher levels of
SESE (r = 0.4453, p = 0.025), leading to the acceptance of Hy-

pothesis 2.

« Perceptions of favourability of the cognitive institutional profile

Managing Global Transitions



Social Entrepreneurship in an Emerging Economy 15

TABLE3 Summary of stepwise regression, DV : SESE

Dimension (1) (2) (3) (4) (5)
Regulatory 1 0.446 0.199 0.199 o
Normative 2 0.512 0.262 0.063 0.000

NOTES (1) step, +in/out, (3) multiple R, (4) multiple R?, (5) Multiple R* change p-value.

Dimension (1) (2) (3) (4) (5) (6)
Intercept 1.920 0.269 7.131 o
Regulatory 0.295 0.078 0.290 0.077 3.752 0.000
Normative 0.293 0.078 0.267 0.071 3.728 0.000

NOTES (1) b*, (2) standard error of b*, (3) b, (4) standard error of b, (5) t(165), (6)
p-value.

were positively but not significantly correlated with higher levels
of SESE (r = 0.1062, p = 0.137), leading to the rejection of Hypoth-
esis 3.

A plausible explanation for this may be that individuals constrained in
their cognitive schemas and attitudes are less likely to engage in alterna-
tive strategies and are, therefore, less adaptable when the decision con-
text changes, or when the decision context is novel and uncertain (Earley
and Ang 2003), as is the case with social entrepreneurship which is in
essence a change orientated activity (Kramer 2005). Since the cognitive
dimension reflects the knowledge and skills possessed by the potential
entrepreneurs (Busenitz, Gomez and Spencer 2000), it is not surprising
that no links were discovered with SESE, as one of the biggest challenges
facing South Africa is the development and improvement of its knowl-
edge and skills base (Urban, Van Vuuren, and Barreira 2008).

For further trying to evaluate the relationship between the institutional
dimensions and SESE, stepwise regression was conducted (refer to table
3 for the full results). It is worth noting that although the coefficient of
determination (R-squared) does not exceed 30 per cent, the relationships
determined through the regression analysis, while they may be weak, are
nevertheless statistically significant. The first section in table 3 reveals a
multiple R-square of 0.199 for the regulatory dimension, which is inter-
preted that as a predictor of SESE, this institutional dimension explains
19.9 per cent of variance in the dependent variable (sEsE). When the nor-
mative dimension is added to the equation a multiple R-square of 0.262 is
achieved which means that 26.2 per cent of variance in SESE is explained
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TABLE 4 Summary of best sub-sets, DV : SESE

Item R® No. of effects  Regulatory dim. Normative dim. ~ Cognitive dim.
1 0.263 3 0.291 0.291 0.039
2 0.263 2 0.295 0.293

3 0.201 2 0.439 0.060
4 o0.201 2 0.439 0.051

5 0.199 1 0.446

6 0.198 1 0.445

7 0.011 1 0.106

in terms of these two institutional dimensions. In the second section of
table 3, the standard errors of beta are displayed where the constant coef-
ficients provide a t-value of 7.131 and 3.752 respectively for the regulatory
and normative dimensions, both of which are significant at the .oo1 level
(p < .001). Table 4 provides a summary of best sub-sets in terms of the
dependent variable, sESE. The R-square value and number of effects are
shown for each of the institutional dimensions. These results again pro-
vide support for hypothesis 1 and 2, but not for hypothesis 3 in terms of
the cognitive dimension.

It is important to elaborate on the relationships between the depen-
dent and independent variables in view of above findings. Although the
hypotheses were couched to imply causality and analyzed as such, it is
acknowledged that in fact the relationships between the proposed vari-
ables are reciprocally causal in nature and may be influenced by mediat-
ing or moderating effects. Because of the multiplicity of interacting in-
fluences as postulated in scT, the same factor might be part of differ-
ent blends of conditions, which have different effects (Bandura 1986).
Research suggests that the setting up of new firms by intending indi-
viduals is moderated and mediated by personal circumstances, such as
parental background and educational level, as well as cognitions of new
business opportunities (Busenitz and Lau 1996; Hao, Seibert, and Hills
2005).

Factors such as individual differences and purely situational influences
operate indirectly on intentions by changing the antecedents of inten-
tions, not by directly affecting intentions. In other words, intentions re-
flect a person’s willingness to pursue a certain course of behaviour, tak-
ing account of constraints imposed by the external environment or the
individual’s background/abilities. It is important to note that perceived
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self-efficacy would moderate the relationship between the development
of entrepreneurial intentions and the likelihood that these intentions will
result in entrepreneurial behaviour (Boyd and Vozikis 1994). In scT, so-
cial structural factors operate through psychological mechanisms of the
self-system to produce behavioural effects. The self is socially constituted
and by exercising self-influence human agents operates generatively and
proactively, not just reactively to shape the character of their social (in-
stitutional) systems (Bandura 1997; 2001).

Although social entrepreneurial intentions were not measured in this
paper, it is useful to recognize that intentions and actions are different
aspects of a functional relation separated in time. The capability for self-
motivation and purposive action is rooted in intention. The projected
future can be brought into the present through forethought, however. In
cognitive motivation, people motivate themselves and guide their actions
anticipatory through the exercise of forethought or intention (Bandura
1997). According to Bandura (2001) an intention is a representation of a
future course of action to be performed; it is not simply an expectation of
future actions but a proactive commitment to bringing them about. In-
tentions center on plans of actions. Consequently, as self-efficacy is clos-
est to action, and action intentionality, it can be used to predict and study
the entrepreneur’s behaviour choice and persistence, as was conducted in
this paper through the sesE construct.

The multiplicity of interacting influences in scT has relevance to so-
cial entrepreneurship. Social entrepreneurs, virtually by definition, are at-
tacking social problems caused by shortcomings in existing markets and
social welfare systems (Mair and Marti 2006). The institutions that com-
prise these markets and social welfare systems are part of the structure
that created those very social problems (Nicholls 2011). Consequently, as
argued in earlier in this paper it is important to understand the context
of the institutional environment when proposing linkages to SESE.

From another perspective, economists would argue that there is a
strong case to be made that entrepreneurship is itself a consequence of the
adoption and development of institutions that encourage entrepreneurial
behavior (Baumol 1990; Stiglitz 2006). Furthermore, the institutional
environment determines the process of gaining cognitive and socio-
political legitimacy, which is critical for entrepreneurial organizations
to overcome the liabilities of newness (Stinchcombe 1965), smallness
(Aldrich and Auster 1986), and increase their survival prospects (Free-
man, Carroll, and Hannan 1983).
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Conclusion

While political initiatives and international collaboration are essential to
raise awareness about entrepreneurship in general and more recently, so-
cial business practices, ultimately change can only come about through
changes in individual beliefs, attitudes and behaviours (Baker 2011).
Building on this notion of self in a social context, this paper addressed
the extent to which the institutional environment is linked to an individ-
ual’s self-belief to engage in social entrepreneurial activity in an emerging
market context.

Findings generally indicate relatively favourable perceptions of the reg-
ulatory and normative dimensions and positive associations with SESE.
This means that these two institutional profiles are significantly con-
nected with social entrepreneurship in terms of social impact, innovative-
ness, expandability and sustainability. This is relevant considering that
social new ventures offer the promise of empowering marginalized seg-
ments of the population in emerging economies. Social enterprises are
pivotal to the growth and development of the South African economy;,
and inextricably linked to economic empowerment, job creation, and em-
ployment within disadvantaged communities (Gauteng Provincial Gov-
ernment 2008).

The present study was based on a student sample - in line with past re-
search that finds student samples are very similar to actual entrepreneurs
provided that the sample has high entrepreneurial potential (Hemmasi
and Hoelscher 2005). As Dipboye and Flanagan (1979) argue, labora-
tory research that relies on mostly college students provides a solid ba-
sis for the generalization to the population of working people and adults,
whereas a research that relies on contextually grounded samples (man-
agers, entrepreneurs, team leaders) is exceedingly homogeneous (male,
professional, educated, etc.), and therefore potentially constrained in its
generalizability. Moreover, the research focused on social entrepreneur-
ship, indicates that respondents in this group possess the talent, inter-
est and energy to become the next generation of social and civic leaders
(ccsE 2001).

In the UK, some 5 per cent of the student populations are social en-
trepreneurs compared with 3.5% of those in full-time employment (Hard-
ing and Hoelscher 2005). This indicates that younger people are more
likely involved in social initiatives, with the highest social entrepreneur-
ship activity rate of 3.9 per cent in the 18-24 age group, compared to 2.7
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per cent in 25-34 age group, with significant differences between youngest
and oldest age groups.

This study has important implications for practice. By highlighting
the importance of self-efficacy in relation to social entrepreneurship, this
study conveys to practitioners and managers of various organizations the
value of beliefs and capabilities in formulating a social vision, aiming for
sustainability, engaging in social networking, demonstrating innovative-
ness and securing financial returns. Additionally, practitioners need to be
aware of the importance of the cognitive and normative institutional di-
mensions when considering that those who fund social entrepreneurs are
looking to invest in people with a demonstrated ability to create change,
and the factors that matter most are the financial, strategic, manage-
rial, and innovative abilities of social entrepreneurs (The Economist 2006;
Kramer 2005). In many instances, it is impossible to obtain start-up funds
without demonstrating proof of concept together with commensurate
abilities required to execute such an initiative (i. e., high levels of SESE).

Interpreting the findings in light of past literature reveals that idiosyn-
crasies in the institutional profiles of emerging economies contrast with
those of the developed market economies, generally characterized by a
well-established regulatory basis, a long tradition of management in a
market-based competition, along with societal acceptance and support
for entrepreneurship (Erk and Erk 2011; Manolova, Eunni, and Gyoshev
2008). The formation of entrepreneurial start-ups is often cited as the
most effective way to relocate labour and capital in a transitional econ-
omy, with research among European countries in transition emphasizing
the point that entrepreneurship exists in every country and this spirit can
be fostered with an appropriate institutional framework (Luthans, Sta-
jkovic, and Ibrayeva 2000). This challenge to foster social entrepreneur-
ship is exacerbated by South Africa’s low levels of entrepreneurial activity
in general, which are the results of personal as well as environmental fac-
tors. Improving the skills base and fostering positive entrepreneurial at-
titudes through the education system is critical. Additionally, in line with
the study’s thesis, a major prerequisite for a thriving social enterprise sec-
tor is the existence of an enabling environment, institutions, which render
political and economic stability, relative security, and market, based in-
centives, and access to resources needed to grow (Herrington, Kew and
Kew 2010; Manolova, Eunni, and, Gyoshev 2008).

For practioners, it is recommended that they need to be aware of the
less than favourable conditions for social entrepreneurship in emerg-
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ing markets, and of the numerous and often conflicting institutional
pressures and constraints facing potential entrants. Like business en-
trepreneurs, social entrepreneurs initiate and implement innovative pro-
grams, even though they are differently motivated, the challenges they
face during start-ups are similar to those faced by business entrepreneurs
(Sharir and Lerner 2006). The commercial entrepreneur thrives on inno-
vation, competition and profit, whereas the social entrepreneur prospers
on innovation and inclusiveness to change the systems and patterns of
societies (Jeffs 2006). This entrepreneurial mind-set invokes the need
for openness in the construction of meaning within the complex busi-
ness environment involving the internal deliberation of personal val-
ues/beliefs and social concerns while making business sense (Nga and
Shamuganathan 2010; Shane, Locke, and Collins 2003).

This study also has important policy implications, where, public policy
makers need to enhance the institutional framework in order to sup-
port social entrepreneurship by developing a country-specific mix of
entrepreneur-friendly legislation, and promoting positive entrepreneurial
role models to influence social attitudes and aspirations towards social
entrepreneurship. Although innovative management and efficient opera-
tions may ensure financial sustainability, they in themselves do not drive
social change, and it is this potential to achieve a new or more just so-
cial equilibrium, which has led to the current interest in social business
(Bhowmick 2011; Nicholls 2011). Social entrepreneurship is gaining pop-
ularity under these shifting conditions and is increasingly portrayed as
an alternative process that catalyzes social change and varies according
to the socioeconomic, cultural and institutional environments (Mair and
Marti 2006).

In terms of academic relevance, this study is a starting point in filling
the gap in the entrepreneurship literature, which has largely neglected
economic transformation, structural change, and inequality. In addition,
it is not only the absence of good institutions that may result in the inap-
propriate allocation of entrepreneurial ability, but generally the ‘qualita-
tive’ requirements (in this case SESE) that need to accompany growth for
it to be development consistent (Naudé 2009).

A limitation of the study is that a cross-sectional study loses the dy-
namic aspects of social entrepreneurial activity, which may well change
over time. As with previous studies, using aggregate measures of the in-
stitutional environment and SESE may mask subtle and persistent differ-
ences, and less readily observable influences such as legal and cultural
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traditions, or social norms and values (Manolova, Eunni, and Gyoshev
2008).

Few studies focus on social entrepreneurship that incorporates an im-
pact assessment of their social ventures. This rapidly expanding sector of
the economy is evolving without effective evaluation tools that can pro-
vide reliable measurement and impact assessment. Consequently future
studies could examine the potential links between institutional profiles,
sESE and the social impact of the venture.
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The Impact of Social Responsibility
Vision and Strategy on Successful
Corporate Operations
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The aim of our research was to study the impact of social responsi-
bility vision and strategy on successful corporate operations by taking
into consideration the completeness and co-independence of socially
responsible conduct, as well as following the principles and components
of social responsibility on an organization’s sustainable development.
Familiarization with an organization’s strategy allows us to fulfil the
company’s vision and achieve its goals. The data and information were
gathered using the quantitative research method, by means of a ques-
tionnaire, which was distributed among 759 large and medium-sized or-
ganisations in the market services sector in the Republic of Slovenia. We
have identified that there is a direct impact of fulfilling the vision, strat-
egy, and co-independence between social responsibility factors on suc-
cessful corporate operations, in particular on the revenue (p = 0.017),
profit (p = 0.003), and operational economy (p = 0.019). Research
results provide theoretical as well as practical benefits for everyone in-
volved with the planning, implementation and control of sustainable
development, as well as socially responsible conduct within the organi-
zation.
Key Words: social responsibility; operational success; sustainable
development; market services
JEL Classification: L80; Qo1; M11; M14

Background

Organisations that include the vision and strategy of socially responsi-
ble conduct into their business plans run a successful business. However,
the fulfilment of the organization’s goals also singificantly improves the
experience of customers, employees, and other stakeholders in a social
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environment. An implemented vision and strategy of excellence in or-
ganizational management, as well as of socially responsible conduct, can
serve as the foundation of an organizations long-term development and
growth. According to historical data, every society fails when social re-
sponsibility as the crucial element of ethical attitude disappears, since
it prevents narrow-minded and short-lived selfishness (Mulej and Hrast
2012). The paradigm of social responsibility in general is gaining popular-
ity within the global social environment (Avolio and Gardner 2005). The
focus is shifting towards the organization’s management of employee mo-
tivation and constant adaptation to market demands (McAlister, Ferrell,
and Ferrell 2005; Amabile and Kramer 2007; Daft 2010; Yukl 2010), to-
wards new technological advances, innovativeness, sustainable develop-
ment of the organization (Wilson 2010), and generally towards the knowl-
edge management of the organization’s workforce (Hron 2004; Ortenblad
2004; Nohria, Groysberg, and Lee 2008; Dimovski et al. 2010; Gomezelj
Omerzel and Ellemose Gulev 2011). In addition, the demands and expec-
tations of consumers are constantly changing. They require employees of
these organizations to constantly adapt to the social environment, they
demand an approach to the operational development as well as the cre-
ation of added value that is increasingly innovative (Schwarz and Carroll
2003; Kottler and Lee 2004; Kaplan and Norton 2006; Jeston and Nelis
2008; Markic et al. 2012).

In the current economic situation in the European Union, it is being
explicitly emphasized that socially responsible conduct by organizations
is no longer an isolated or a self-sufficient initiative to change the busi-
ness environment. It is rather a suitable tool for resolving critical socially
economic issues in the society (Mulej and Hrast 2012). The principles and
guidelines of social responsibility are outlined in the most recent release
of the 150 26000 standard, which links the principles of management
with the business excellence model ErQm (Commission of the European
Communities 2001; 1S0 26000 2010). The latter is especially important
in the service industry, since services are provided by suitably qualified
and motivated employees. That is why mutual trust, personal and busi-
ness reputation, as well as ethical operations of an organization and its
employees, are the basic conditions that need to be fulfilled in order to en-
sure a successful cooperation with consumers in the long-term (Celinsek
and Markic 2008; Bavec 2012).

Social responsibility is defined in 150 26000 (2010, clause 2.18) as the
responsibility of an organization for the impacts of its decisions and ac-
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tivities on society and the environment through transparent and ethical
behaviour that:

« contributes to sustainable development;
« takes into account the expectations of stakeholders;

« is in compliance with applicable laws and consistent with interna-
tional norms of behaviour;

. and is integrated throughout the organization and practised in its
relationships.

An organization’s sustainable growth, according to 150 26000 stan-
dard (2010, clause 2.23), is development that meets the needs of the
present without compromising the ability of future generations to meet
their own needs. Sustainable development is about integrating the goals
of a high quality of life, health and prosperity with social justice and main-
taining the earth’s capacity to support life in all its diversity. However, it
is also important to be engaged in ethical conduct in accordance with ac-
cepted principles of fair and qualitative performance in certain circum-
stances, and in accordance with international norms of behaviour. These
are the starting points for an organization’s long-term success and busi-
ness excellence, which are achieved through team operation and man-
agement of employees, creativity and employee motivation, interpersonal
co-operation and trust, personal responsibility and excellency of each in-
dividual in the organization (Windsor 2006; Nohria, Groysberg, and Lee
2008).

Successful organizations propel the development of business excel-
lence and social responsibility models for a comprehensive improvement
of the competitiveness of a state. The EFQM business excellence model
can serve as an example of integration and as a system for the improve-
ment of an organizations operational success on the basis of the inte-
gration of models and leadership standards (Bukovec and Markic¢ 2008;
Rusjan and Castka 2010). Numerous studies worldwide and in Slove-
nia confirm that the connection between social responsibility and eco-
nomic success has been identified (Kern Pipan 2010). Bakker states that
127 empirical studies were reviewed in 2003. Mostly, they confirmed the
positive link between individual key components of social responsibil-
ity and the financial success of an organization (Bakker 2008). Interna-
tional studies on the meaning of social responsibility and its impact on
the operational success of companies have also been conducted. They in-
cluded organizations in the Republic of Slovenia (kPMG 2008) that firstly
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demonstrated very limited awareness and generally seriously inadequate
reporting on the crucial meaning of social responsibility principles and
their consideration in their business environment. What is more, orga-
nizations merely acknowledged socially responsible conduct as highly
limited forms of sponsorships and donations to non-governmental orga-
nizations and associations. They were mostly unfamiliar with environ-
mental aspects, sustainable development, excellence, and the improve-
ment of operations. Bodlaj also identified the direct connection between
the market focus of an organization in the social environment, innova-
tions, and business excellence. Integrated standards of managing an or-
ganization have been established as the starting point of this link (Bodlaj
2009).

In Slovenia, a formal quality and excellence strategy until 2015 has
already been developed (SFBE 2011). In addition, a national strategy of
social responsibility according to the international standard 150 26000
(2010) has been drawn up as an upgrade of excellence models, which
significantly supports the resolution of the global social and economic
crisis under the current circumstances. But in fact, no real effect has
been observed in business practices, especially in terms of understanding
the meaning and benefits of sustainable reporting on socially responsible
conduct, whereas this is the most evident in the service sector (Fink Babi¢
and Biloslavo 2012). The latter can even be the key to economic develop-
ment and the growth of the entire society, especially under these criti-
cal economic circumstances. Innovations and a revamp of business pro-
cesses, suitable employee motivation, on-going upskilling of managers
and the whole workforce, development and research, as well as creating
higher added value in the operations of an organization are inevitable
in order to enable the organization’s long-term development and growth
(Kottler and Lee 2004; Visagie, Linde, and Havenga 2011; Verle, Markic,
and Kodri¢ 2012).

As part of the study of the impact of a social responsibility vision and
strategy, we created the following hypothesis H1: ‘Organizations which
incorporate social responsibility principles into their strategies have more
successful operations’

Therefore the purpose of this article is to research the impact of the
vision and strategy of socially responsible conduct, and the meaning of
management completeness and co-independence on the operational suc-
cess of medium-sized and large organizations within the market services
sector in the Republic of Slovenia.
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Methodology, Research Questions and Research Context

The research methodology is a quantitative methodology as described by
Easterby-Smith, Thorpe, and Jackson (2008). For this research, we com-
piled a questionnaire based on the existing measurement tools and stud-
ies, the Horus award (Mulej and Hrast 2012), and the impact of constant
improvements and human capital on the business excellence of an orga-
nization (Kern Pipan 2010). In order to measure business excellence, we
used the indicators obtained from the questionnaire-based data (realized
sales, profit, growth, number of employees) and specialist literature to cal-
culate the productivity and economy of the company. The questionnaire
was electronically implemented in the Fluid Surveys software environ-
ment.

In all developed economies, services in general represent the biggest
and growing economic sector from the perspective of employment, social
capital, and added value. That is why the competitiveness of services is
the key determining factor of growth and welfare in modern economies.
Furthermore, services that are directly linked to products or production
also play an important role in ensuring the competitiveness of the in-
dustrial sector. The employment potential of the services sector has been
changing significantly over the last 50 years. According to Eurostat data
for 2011 (http://epp.eurostat.ec.europa.eu), the employment share in the
services sector in Slovenia is 67.26%, whereas the average number in the
EU member states is as high as 76.98% (in 2008, the average was 75.79%)
— this figure is highest in the most well developed EU member states. A
very important role of social capital in the global economy plays the field
of ‘market services’ as defined by the Panorama of European Business. For
EU member states, the share of ‘market services’ in the total capital raised
in 2011 was 48.09%, whereas it was 43.45% for Slovenia, which represents
an increase from 42.29% in 2008.

According to the official data of the Agency of the Republic of Slove-
nia for Public Legal Records and Related Services (AJPES), there were a
total of 759 registered companies under the ‘market services’ designation
(according to the 2008 Standard Industrial Classification of the Repub-
lic of Slovenia under the codes D through N) in the Republic of Slove-
nia on 31 March 2012 - 635 medium-sized (50-249 employees) and 124
large (more than 250 employees). When sampling the organizations for
the study, we examined the crucial impact of market services or services
as sources of income provided by medium-sized and large companies on
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the social product creation, their immediate influence on socially respon-
sible conduct, and their fundamental focus on the expertise and certifica-
tion of quality standards as well as the EFQM business excellence model.
There are virtually no micro or small organizations in the field of ‘mar-
ket services” (with less than 50 employees) whose conduct and reporting
on socially responsible conduct would have a significant impact, or that
have obtained quality certificates or other excellence models in Slovenia.
Nor do they boast of awards from the Republic of Slovenia for Business
Excellence. By sampling the organizations in the study in this way, we
could more reliably confirm the impact of the vision, strategy and co-
independence of socially responsible conduct in the field of market ser-
vices that have the strongest impact on the social environment.

Within the poll that was carried out in September 2012, we distributed
the questionnaire among 759 organizations registered in the ‘market ser-
vices’ sector. The questionnaire was in general addressed to senior ex-
ecutives (members of the management board, executive officers) as the
representatives of management, who also carry the greatest responsibil-
ity, while also in possession of the most power and resources for tak-
ing the principles of social responsibility into consideration, and for the
operational success of their organization. The purpose of the question-
naire was a written assessment of the impact of social responsibility vi-
sion and strategy on successful corporate operations and the sustainable
development of an organization. On completion of the poll, the data were
exported from the ‘FluidSurveys.si’ environment and imported into the
sPss software suite. All gathered primary data were statistically analysed
using suitable descriptive and inferential statistics. We used a normality
test (the Kolmogorov-Smirnov Test and the Shapiro-Wilk Test) to exam-
ine the distribution of the gathered data and to determine the statistical
characteristic in most cases (one-way ¢-test). Using the Spearman’s rank
correlation coeflicient, we examined the connection between the aspects
of the vision and strategy of socially responsible conduct within the orga-
nization and in the social environment. Using the independent samples
nonparametric test (Kruskal-Wallis), we examined the existence of char-
acteristic differences with regard to the activity sector, size, productivity,
efficiency, and ownership of the organization.

Results

136 participants across all fields of ‘market services’ activities in the Re-
public of Slovenia completed the full questionnaire. The highest number
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TABLE1 Share of organizations participating in the research

Field of activity Share (%)
Commerce (G) 14.0
Finance and insurance (K) 14.0
Other various business activities (N) 14.0
Transport and storage (H) 10.3
Professional, scientific and technical activities (M) 10.3
Electricity, gas and steam supply (D) 8.1
Water supply, sewage treatment (E) 8.1
Construction (F) 8.1
Hospitality (I) 6.6
Information technology and communication (J) 3.7
Real estate (L) 2.2
Declined to respond 0.7

(19 each) were executives from the fields of commerce, banking and in-
surance, as well as various other fields of economic activity (14% of all
participants each). 41 questionnaires (31.2%) were filled out by represen-
tatives of large organizations (more than 250 employees), 67.7% of par-
ticipants were members of top management, 69.1% of participants held
at least a bachelor’s degree or an equivalent level of tertiary education.
The average age was 44 years and the average years of employment in the
company they run was 14 years. The number of participants (136) out of
a total 759 invited organizations equates to 17.9% uptake, which is accept-
able for the integrity of the statistical analysis of data from this research.
The structure of the participating organizations in% by field of activity is
shown in table 1.

Using descriptive statistics, we wanted to assess how the goals of an
implemented social responsibility vision and strategy impact on the suc-
cess of corporate operations and the sustainable development of an or-
ganization in the opinion of the participants, how they fulfil the needs of
consumers and other stakeholders, environmental protection and energy
consumption reduction, the importance of the know-how of employees,
and especially the values, culture and ethics of business cooperation in
a social environment - shown in table 2. With the one-way ¢-test, we as-
sessed whether all dimensions of the ‘Vision’ index had been assessed sta-
tistically normally.
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TABLE2 Descriptive statistics — social responsibility vision and strategy

Vision, strategy

(1) (2 3)

(4)

(5)

The developed social responsibility strategy is directed
towards the financial success of the operations and the
sustainable development of the organization.

136

4.4

5.0

0.640

The organization’s management strategy is based on the
satisfaction of consumers and other stakeholders.

136

43

0.700

Our organization’s vision and strategy include require-
ments for energy consumption reduction and environmen-
tal protection.

136

4.0

0.842

The business strategy for all employees in the organization
includes the vCEN principles (values, culture, ethics, and
norms).

4.1

4.0

0.935

Our organization’s management strategy emphasizes the
meaning of intellectual capital, i. e. employee knowledge,
competences and skills.

136

0.826

The vision and strategy of our organization’s operations
include the principles of social responsibility as the key
factor of successful operations.

136

3.9

0.846

The organization’s management strategy is directed to-
wards the integration of quality standards and the business
excellence model.

136

3.8

4.0

0.899

The organization’s management strategy provides compre-
hensive reporting on the achievements of socially responsi-
ble conduct to the employees and the external public.

136

3.7

1.039

The management has presented the strategies and goals to
all employees, who also understand and implement them
in daily practice.

136

3.6

4.0

0.832

The strategy of our organization’s operations systemati-
cally supports cooperation in the form of sponsorship and
donations to organizations and associations in the social
environment.

136

3.4

3.0

1.024

NOoTES Column headings are as follows: (1) N, (2) mean, (3) median, (4) mode, (5)

standard deviation.

Using the Spearman’s rank correlation coeflicient, we examined wheth-
er the orientation of the organization’s vision and strategy is linked to the
features of the company (revenue, profit, growth, number of employees,

economy) - shown in table 3.

With the Kruskal-Wallis test, we also assessed if there are any differ-
ences between individual activity sectors and with regard to the owner-
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TABLE3 Spearman’s rank correlation coeflicient - vision and characteristics of

companies
(1) (2) (3) (4) (5) (6) (7)
r 0.214 0.272 0.166 0.076 0.168 0.220
)4 0.017 0.003 0.065 0.382 0.064 0.019
N 123 114 124 134 122 113

NOTES Column headings are as follows: (1) vision, (2) revenue, (3) profit, (4) opera-
tional growth, (5) number of employees, (6) productivity, (7) economy.

TABLE 4 Descriptive statistics — completeness and co-independence of social

responsibility
N Min. Max. Mean Std. dev.
135 3 5 4.27 0.637

TABLE5 Spearman’s rank correlation coefficient - the importance of completeness and
co-independence of social responsibility for the characteristics of companies

(1) (2) (3) (4) (5) (6) ()

r 0.208 0.211 0.102 0.203 -0.011 0.092
p 0.021 0.024 0.260 0.019 0.904 0.332
N 123 114 124 133 122 113

NoTES Column headings are as follows: (1) completeness and co-independence, (2)
revenue, (3) profit, (4) operational growth, (5) number of employees, (6) productivity,
(7) economy.

ship of the company. Both tests have shown that there are no statistically
normal differences with regard to the activity sector (p = 0.375) and the
ownership (p = 0.059).

During the further course of the research, we also wanted to assess the
impact of the completeness and co-independence of social responsibility
on promoting innovations, affecting successful corporate operations, and
an organization’s sustainable development - the results of the descriptive
statistics are shown in table 4.

Using the Spearman’s rank correlation coefficient, we wanted to as-
sess whether the factor of completeness and co-independence of social
responsibility is in any way connected with the characteristics of com-
panies — with a company’s revenue (p = 0.021), profit (p = 0.024), and
number of employees (p = 0.019). We therefore sought to determine if
acknowledging the importance of completeness and co-independence of
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TABLE 6 Spearman’s rank correlation coefficient: The correlation between the ‘vision’
index (incorporation of social responsibility into the company’s strategy and
vision) and financial indicators

(1) (2) (3) (4) (5) (6)
r 0.214 0.272 0.166 0.168 0.220
p 0.017 0.003 0.065 0.064 0.019
N 123 114 124 122 113

NOoTES Column headings are as follows: (1) vision, (2) revenue, (3) profit, (4) opera-
tional growth, (5) productivity, (6) economy.

TABLE7 Spearman’s rank correlation coefficient: The correlation between the
‘principles’ index (following the principles of social responsibility in
accordance with 150 26000) and financial indicators

(1) (2) (3) (4) (5) (6)
r 0.284 0.392 0.240 0.159 0.284
p 0.001 0.000 0.007 0.080 0.002
N 123 114 124 122 113

NoTES Column headings are as follows: (1) vision, (2) revenue, (3) profit, (4) opera-
tional growth, (5) productivity, (6) economy.

social responsibility in large ‘market services’ companies impacts the op-
erational results, which was demonstrated using the Spearman’s rank cor-
relation coefficient in table s.

With the Spearman’s rank correlation coefficient, we also assessed
the hypothesis H1: ‘Organizations which incorporate social responsibil-
ity principles into their strategies have more successful operations! We
wanted to find out if adopting the principles of social responsibility in
accordance with 150 26000 (2010) and the introduction of social re-
sponsibility into the organization’s strategy and vision correlate with the
financial operational indicators — revenue, profit, operational growth,
productivity, and economy, which is shown in tables 6 and 7.

Discussion

The study results have confirmed the findings of the survey respondents
that they have a well-developed operational vision and strategy in their
organization, which are directed into the implementation of socially re-
sponsible conduct. All the items in the research that evaluate the “Vision’
dimension were rated very highly. What is more, the participants often
believe that the social responsibility strategy of their organization is ac-
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tually oriented towards its financial success and sustainable development.
An organization’s financial performance is a long-term implementation
of its strategy and vision, and continuous improvement in the efficiency
of business processes in order to meet the fixed objectives.

The survey respondents also believe that their organization’s manage-
ment strategy is based on the satisfaction of consumers and other stake-
holders, and that it already includes the requirements to reduce energy
consumption and aim towards environmental protection. The strategy it-
self to a large extent includes the VCEN principles (values, culture, ethics,
and norms). For operational success, the organization’s intellectual cap-
ital also plays a key role in achieving the objectives, i. e. the know-how,
skills and experience. The one-way ¢-test, which was actually statistically
normal for all items (p = 0.000) as well as yielding a positive ¢ value, tells
us that all the items received an above-average rating.

General perceptions of the impact of the completeness and co-inde-
pendence of social responsibility on promoting inventions and innova-
tions, as well as the influence on the company’s successful corporate op-
erations, are very positive, e. g. almost 9o% of all participants either ‘agree’
or ‘strongly agree’ with the statement. When analysing the research results
with regard to the characteristics of the company and financial indica-
tors, we ascertained that the companies with higher revenue, profits and
a larger workforce to a larger extent believe that the completeness and
co-independence of social responsibility factors promote inventions and
innovations, as well as positively impacting on the operational success of
the organization.

Results from our research are mostly in line with the findings from
other studies, especially those that included organizations from Slovenia
(kPMG 2008; Kern Pipan 2010; Mulej and Hrast 2012). The results state
that the management in numerous organizations has developed the vi-
sion and strategy of socially responsible conduct, and respects the com-
pleteness and co-independence of management in practice, which di-
rectly impacts on better operational results. The results of the research
also confirm the findings that the implementation of principles and com-
ponents of socially responsible conduct in accordance with 150 26000
are actually linked to the size and success of an organization with regard
to its revenue, profit and operational growth.

When assessing hypothesis H1 we were able to use the Spearman’s rank
correlation coeflicient of the correlation between the ‘Vision” index (in-
corporation of social responsibility into the company’s strategy and vi-
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sion) and financial indicators to confirm the statistical normality of the
indicators Revenue (p = 0.017), Profit (p = 0.003) and Economy (p =
0.019). We have also confirmed the second hypothesis, which states that
the organizations which adopt social responsibility principles in practice
to a larger extent also achieve better results — they have higher revenue
(p = o.001), record operational growth (p = 0.007), are economical
(p = 0.002), and in particular generally (p = 0.000) record higher profits.
The improvement and enhancement of the effects of adopting the vi-
sion and strategy of socially responsible conduct, which are presented
in this research, can be directed towards improving communication be-
tween employees and consumers in the given social environment, into
even higher investments into the know-how and qualifications of em-
ployees, as well as into the use and integration of existing management
standards and models of excellence. Through proper planning and im-
plementation of the strategy, as well as through completeness and co-
independence of social responsibility, an organization’s management can
improve operational results and ensure long-term sustainable develop-
ment, which is of the utmost importance during an economic crisis.
However, the research is limited by the inclusion of only the responsi-
ble persons from larger organizations from the field of market services,
as well as the fact that mainly only members of the management partici-
pated, who are also responsible for the implementation of the strategy in
their organizations. Opportunities for further research in other fields or
activities can be found in the ‘real sector’ and smaller organizations.
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The objective of this exploratory study was to determine whether there
are any differences in the use of conflict-handling (management) styles
between men and women among entrepreneurs of small businesses in
South Africa, and to compare the results against the conflict-handling
styles used by male and female executives in organisations in Nigeria.
The empirical research was done by applying the Rahim Organizational
Inventory (Roc 11) model. The results revealed that, although slight, a
variance in conflict-handling styles exists between males and females,
respectively. In South Africa, females tend to make use of the integrat-
ing style on a more frequent basis than males do to manage conflict
with subordinates. Males registered a strong negative correlation be-
tween integrating, dominating and compromising styles. The study also
compared results of a similar study done on executives in Nigeria. The
results of the Nigerian sample are similar to that of the South African
sample, in that both males and females tend to use the integrating style
more frequently. Also, there is a slight indication that Nigerians have
marginally lower concern for self than South Africans do.
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Introduction

In developing countries, small business has evolved to become the pana-
cea to socio-economic challenges and plights (Klapper and Parker, 2011;
Sherifat 2013). Considered as a panegyric surge to larger industries, un-
employment and the broader community, the significance of the small
business is internationally recognised as a prolific contributor to develop-
ment. However, despite acclaim received, the rate of failure for small busi-
nesses escalates comparatively higher in developing than in developed
countries (Sherifat 2013). In specific, the micro-environment of the busi-
ness has (among other factors) attracted attention as a source of organi-
sational demise. Ndubisi (2013) profters that a cognitive structure based
on gender and relational demographics can impact processes of an inter-
personal and organisational nature, including efficiency goals evident in
communication, cooperation, satisfaction and performance.

Being the most populous African country and the eighth largest ex-
porter of petroleum in the world, Nigeria is considered a force to be reck-
oned with. Besides South Africa, it is one of few African countries with
a mature business environment and a stable government. Despite the ge-
ographical distance between the two countries, global players view both
countries as access points into Africa. Invariably, international renown
is bestowed as a result of a coalescence of human rights based on an in-
creased awareness of equalitarian rights and discrimination practices.
With due regard to the competitive environment in which businesses
have to profitably operate, researchers have furthered investigation into
the influences of gender and cultural differences on organisational per-
formance and competence (Francis 2004; Davis, Capobianco, and Kraus
2010; Kark, Wiasmel-Manor, and Shamir 2012; Ramadoss and Rajad-
hyaksha 2012). Subsequently, the ascertaining of gender dynamics in
workplace conflict bears plausible apperception, especially when tak-
ing into account the ostensible consequence response behaviour, role
expectations and decision-making implications present with concerned
role-players and the organisation (Davis, Capobianco, and Kraus 2010).

This article takes a look at the influence of gender on conflict man-
agement styles in the business environment in South Africa and reports
the differences with which genders handle conflict situations in the work-
place. Furthermore, the conflict management styles of the South African
and Nigerian workforce are compared to establish whether there are sim-
ilarities in conflict management styles of the labour force in the two most
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prominent African countries within the business scenario. The purpose
of this article is to uncover similarities (if any) between the two nations.

A Theoretical Analysis

A tangible inter-related relationship between the ‘macro-’ (industry and
societal) and ‘micro-’ (organisational) levels is observed and perceived
precarious when threatened by intra-organisational conflict (Ndubisi
2013). Therefore, conflict management has innately been applauded as
an indispensable managerial skill that simultaneously facilitates preven-
tion on the one hand, while enhancing efficiency and customer service
on the other (Manyak and Kantono 2010; Ndubisi 2013).

Over the years, interest has grown in the determination of the influ-
ence of workplace conflict on the organisation. A variety of studies have
been conducted on conflict and justice (Ohbuchi, Suzuki and Hayashi
2001), conflict of interests and objectives (Vilaseca 2002), and managing
constructive (functional) and destructive (dysfunctional) conflict (Jehn
1995; Pelled, Eisenhardt, and Xin 1999), styles of handling interpersonal
conflict (Jehn, Northcraft, and Neale 1999), resolution strategies in con-
flict situations (Van De Vliert and Euwema 1994), as well as theories of
conflict management (Rahim 2002). It appears from previous literature
that conflict management (strategies and techniques) has been studied at
length (Havenga 2005).

Key to conflict management is the realisation that the managers spend
approximately 20% of their time resolving conflict (Applebaum, Abdal-
lah, and Shapiro 1999). This contributes to the ascertaining of positive
correlations between the two dimensions, which in turn explains that
when substantive conflict inflicts an impediment, increased affective con-
flict can also be noticed (Rahim 2002). It is of utmost importance to de-
termine, not only the type of conflict, but also the dimensions of work-
place conflict. Value can extend from the determination of the type of
conflict to the various organisational levels in order to execute differ-
ent types of conflict handling styles (Rahim 1986). In apposition, Bren-
ner, Tomkiewics, and Shein (1989) suggest that the possibility of gender
differences be duly considered when deliberating the ability to manage
conflict. Management must determine whether conflict has a negative
or positive effect, not only on the organisational performance, but also
on the individuals (Rahim 2002). Dimensions of conflict that are useful
for conflict management include, among others: task and emotional con-
flict (Ross and Ross 1989), cognitive and affective conflict (Amason 1996),
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and task and relationship conflicts (Jehn 1997). Affective and substantive
conflict accounts for differential effects in organisations and also affects
the management of interpersonal conflict within the work environment
(Jehn 1995; Pearson, Ensley, and Amason 2002).

Challenged by accelerating levels of unemployment, poverty and low
skill levels, policymakers in developing countries have noted the benefit
of encouraging women to participate in the growth and development of
an economy (Nwoye 2007; Klapper and Parker 2011). Carrieri et al. (2013)
assert that once women have entered the labour market, upward immo-
bility denigrates impartial empowerment of women, thereby rendering
gender studies a prerogative. The pursuant significance of noting gender
differences in the workplace is therefore nestled in the yielded inferences
displayed in specific conflict behaviour, and whether such inferences are
gender specific. Brewer, Mitchell, and Weber’s (2002) research extends
to topics such as gender role conflict, organisational status, and conflict
handling styles. They highlight two theoretical perspectives to explain
conflict handling within different genders. These perspectives focus on
the influence of gender role orientation on the one hand, while the other
emphasises organisational status. Notably, Sherifati (2013) contend that
empirical data on factors influencing gender differences as experienced in
small businesses has escaped the focus and attention of social researchers.
Similarly, studies on gender differences in conflict resolution strategies in
Africa appear to be non-existent (Manyak and Kantono 2010). As such,
Ehigie and Umoren (2003) have collated research from various Nigerian
cultures, such as the Yoruba, Ibo, Hausa and Bini, where women have
had to engage in a ‘non-career occupations’ like that of the small business
entrepreneur. Invariably, the skill of managing a business effectively and
efficiently is crucial to attain entrepreneurial success. Although an en-
trepreneur is said to possess specific traits, women are generally regarded
as incompetent on account of irrational, emotional and even tempera-
mental behaviour.

The inherent differences between men and women and the different
conflict handling styles should not be lightly dismissed. Different ex-
pectations conveyed elicit diverse reactions from key role-players in the
workplace. This seemingly has contributed to the perpetuation of gender
stereotyping in an already deemed masculine work environment. Subse-
quently, women are described as being sensitive and empathetic towards
subordinates and peers thereby promoting collective inter-personal rela-
tionships. They are said to favour collaborating and compromising con-
flict styles, while mediating with transformative and process-focused in-
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FIGURE1 Conflict-management styles (adapted from Thomas and Kilmann 1974)

terventions. In comparison, men are regarded as self-centred and career
orientated, thereby portraying themselves as agentic and destructive. An
expression of anger by men denotes competence, while in women it sym-
bolises emotional instability. Men endorse conflict-managing styles of
avoidance and competition, and apply a more rights-based mediation ap-
proach.

However, substantial evidence does acknowledge men and women en-
trepreneurs to be psychologically on par with one another, in some in-
stances even elevating the female counterpart as effectively superior in
managerial skills and competence (Ehigie and Umoren 2003). Notwith-
standing, previous research has recorded that the survival, growth and
profit of women-owned small business are handicapped by external lim-
itations, for instance female subordinates significantly challenge and ex-
hibit behaviour of displeasure towards female managers (Nwoye 2007;
Davis, Capobianco, and Kraus 2010; Klapper and Parker 2011; Ramadoss
and Rajadhyaksha 2012). Comparatively, researchers such as Braidford,
Stone, and Tesfaye (2013) and Booysen and Nkomo (2010) confirm that
the ‘think manager-think male’ mantra continues to serve as a means by
which women have adapted themselves to managerial strategies of ‘trans-
formational leadership’ or ‘participatory management’

Kark, Wiasmel-Manor, and Shamir (2012) juxtapose the above-men-
tioned with contemporary perceptions that preferably attach feminine
and masculine characteristics rather than biological traits to a position.
Androgyny describes the degree to which a focal role perceives him- or
herself as an entity with blended instrumental (independent, assertive,
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logical, competitive and task-driven) and expressive (emotional, sensitive
and caring) traits. This is clearly evident within the upper levels of the
organisational hierarchy where a convergence of male and female con-
flict styles is to be noted (Davis, Capobianco, and Kraus 2010). A causal
nexus is accordingly detected between the transformational leadership
style and leadership effectiveness (Kark, Wiasmel-Manor, and Shamir
2012). Nevertheless, Davis, Capobianco, and Kraus (2010) maintain that
in the long run gender roles impact behaviour, even small gender differ-
ences as sensed by peers, subordinates and senior colleagues are consid-
ered to have extensive effects.

Invariably, conflict has the potential to negatively affect productivity,
work performance and job satisfaction. Conflict can be an obstacle to up-
holding interpersonal relationships and job satisfaction. These negative
effects show the importance of empirical studies on conflict. Studies need
to focus on different facets of conflict, including appearance, causes, emo-
tional effects, cognitive motivation and behavioural aspects (Nauta and
Kluwer 2004).

The objective of this study was to firstly, through a thorough theoretical
analysis, do a literature review on the current research and viewpoints on
the underlying variables of the study in order to provide sufficient back-
ground and knowledge of the fundamentals of the topic. In the second
phase in order to meet the primary objective a cross-comparison was
done using secondary data obtained by one of the authors in a study done
on gender differences within an small business in South Africa (Havenga
2005) and data obtained from a study done by Osisioma in Nigeria one
year later, using the same instrument and methodology to obtain the data
on which the this study’s comparison was done. The research method of
the study done by Havenga has been re-visited in the section below as
well as Osisioma’s study on the partial re-visit of methodology.

A sub-objective would be to compliment or reject previous studies’ re-
sults that concluded that within the work-environment females are more
inclined to use the cooperative, obliging and avoiding styles, while males
are dominating.

Research Design and Methodology
RESEARCH PROPOSAL

In a study done by one of the authors in 2008, in which quantitative ap-
proach was followed, the data generated was used to provide results on
the gender differences in conflict-handling styles within a South African
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small business. Participants were surveyed by means of a standardised
instrument of which the results were presented using descriptive group
statistics and correlations. The comparative analysis was done using
the results of the Nigerian study conducted in 2009. The methodology
utilised is explained in the sections below.

PARTICIPANTS

The population in the survey consisted of 56 Caucasian entrepreneurs.
Randomly, from a total of 102 small businesses, a sample of 68 was taken
from a geographical area of South Africa. The questionnaire was com-
pleted by 82.4% (n = 56) of the respondents. Sorenson (1999) indicated
that a response of this size is acceptable and the low response rate in
small business is common to this sector. In his study, he only used 59 par-
ticipants and indicated it as a usable response (Sorenson 1999). Accord-
ing to the biographical data, 73.2% of the respondents are males. Those
respondents fewer than 11 years in the business were 48.2%, and those
above total 51.8%. The participants fall into different age groups, namely
36 years (30.4%); 36 to 45 years (28,6%); and 41.0% are 46 years and older.
From this data sample, it was deducted that 57.2% of the businesses em-
ploy 1 to 10 employees, while a remnant of 42.8% employ more than 10
persons.

Retail, namely 39.3%, was by far the largest represented industry in the
survey, followed by 19.6% in the automobile and 7.15% in the restaurant
industries. As indicated by the data gathered, the gender composition of
the study group was strongly biased towards males. A skew trend was also
noticeable with participants above 36 years of age (69.6%).

MEASURING INSTRUMENTS

A variety of measuring instruments were applied in the course of this
study. It includes Blake and Mouton’s (1964) two-dimensional grid, Hall’s
(1969) Conflict Management Survey Model, the Thomas-Kilmann (1974)
conflict model, Rahim Organizational Conflict Inventory - 11 (Rahim
1983), and the Dutch Test for conflict handling (Euwema and Van de
Vliert 1990). Notably, Thomas and Kilmann (1978) aver that Hall's model
proved to have some disappointing psychometric qualities. Similarly,
Nauta and Kluver (2004) debunked the Dutch test for conflict han-
dling, explaining that it was of dubious nature when measuring an all-
circumferencing behavioural model. The Rahim’s Roc 11 instrument has
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also been questioned in the sense that it lacks optimal psychometric prop-
erties.

The Rahim instrument has a higher internal consistency coeflicient
than the Thomas-Kilmann instrument, according to Ben-Yoav and Bo-
nai’s (1992) studies. Meyer (2004), in recent studies, used four conflict-
handling style, while Euwema, Van der Vliert and Bakker (2003) made
use of seven conflict-handling styles.

It was decided, after consultation, that the high reliability coefficient
of the rRoc 11 instrument would be sufficient to reach the objectives of
this study. Great success was achieved in the measuring of interpersonal
conflict among supervisors, subordinates and peers within the working
environment. A 28-item standardised questionnaire was used to measure
the five styles of interpersonal conflict handling. Five-point Likert-type
scales were used to do the measuring. Higher scores where noted with an
increased use of conflict handling styles (Rahim 2002; Rahim and Magner
1995):

o Integration: Demonstrates a profound concern for self and others,
reflecting a consent rate on problem-solving in a collaborative fash-
ion.

« Obliging: Indicates a high concern for the other party and a low con-
cern for self. Accommodation, non-conformation, lose-win style.

o Domination: Low concern for opposing party and a high concern
for self. Zero-sum, control, competing and a lose-win style.

o Avoiding: Low concern for self and other party. Withdrawal or ig-
noring, inaction.

« Compromising: Moderate concern for self and other party. Sharing
or give-and-take.

RELIABILITY AND VALIDITY

The spss program was used to analyse the information that was gath-
ered. To determine the reliability of the instrument, the Cronbach alpha
coefficient was used. Specialists in the field assisted with the face-value
of the instrument to assure validity. Construct validity was calculated by
applying factor analyses to the items in the questionnaire.

The Cronbach alpha coefficient for each of the Roc sub-scales re-
ported ranged from 0.77 to 0.83 (integrating), 0.68 to o.72 (obliging),
0.75 to 0.79 (dominating), 0.72 to 0.86 (avoiding); and 0.67 to 0.76 (com-
promising). The statistical analyses yielded a five-factor solution with all
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items being between 0.65 and 0.83. From the analysis it was clearly indi-
cated that the lowest reliability value was 0.65 (compromising) and the
highest 0.84 ( integrating) and could be considered as acceptable.

Results of Empirical Study and Comparative Analysis
RESULTS OF EMPIRICAL STUDY

A statistical analysis was done on the data gathered from the application
of one or more conflict management styles as influenced by a prevalence
of a specific gender type.

The analysis of the study related compilations whereby entrepreneurs
in small and medium-sized businesses tend to be more integrating/collab-
orative (M = 1.87, sD = 0.87) and less dominating/competitive (M = 2.93,
SD =0.94). In an analogous study by Sorenson (1999), small and medium-
sized business owners (59 Caucasians) inferred means and standard de-
viations of 4.08 and 0.84 for integrating and 2.3 and 0.94 for dominat-
ing. Reasonable trends of descriptive statistical comparison regarding
the other three conflict-handling styles were indicated in the study. A
comparison of descriptive statistics regarding the other three conflict-
handling styles showed a reasonably similar trend. Avoiding’s M = 3.20
and sD = 0.99 compared to Sorenson’s results of M = 3.030 and sD =
0.89; and Obliging’s M = 2.71, SD = 0.71 compared to M = 3.85 and sD
= 0.81 of Sorenson. In the case of the compromising style, M = 2.25 and
SD = 0.67; with Sorenson recording M = 3.65 and sD = 0.80, although
not completely a baseline with which to compare the small business in
general. No distinction was made between gender and age.

Tables 1 and 2 present the comparison of the various conflict handling
styles within the small business context and against a backdrop of a ‘gen-
der’ variable.

No significant statistical differences between the two genders were gen-
erated. The integrating dependant showed a minimal effect size of 0.118.
None of the others were less than o.1. Despite the fact that the integrating
conflict-handling style had a statistically significant difference, it had a
small effect size. The females make use of the integrating style on a more
frequent basis than males do in order to manage conflict situations in the
business. The mean for females was 1.724 and for males 1.900, consid-
ering that 1 has the highest and 5 the lowest meaning which is an indica-
tion that the integrating handling-style is used more frequently than their
male counterparts in a conflict-situation.
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TABLE1 Descriptive group statistics among South African entrepreneurs

Factor (1) (2) (3) (4) (5)
Integrating M 40 1.900 0.731 0.115
F 14 1.724 0.377 0.100
Avoiding M 39 3.166 1.054 0.168
F 13 3.256 0.851 0.236
Dominating M 41 2.917 0.896 0.140
F 14 3.014 1.091 0.291
Obliging M 41 2.707 0.689 0.107
F 14 2.654 0.769 0.205
Compromising M 39 2.179 0.633 0.101
F 14 2.285 0.535 0.143

NoTES Column headings are as follows: (1) gender, (2) n, (3) median, (4) standard
deviation, (5) standard error mean.

TABLE2 Descriptive statistics among South African entrepreneurs

Factor (1) (2) (3) (4) (5) (6) (7) (8)
Integrating 5.098 0.028 0.855 52 0.396 0.175 0.205 0.118
Avoiding 1.368 0.248 -0.278 50 0.782 -0.089 0.323 0.039
Dominating 1.266 0.266 -0.331 53 0.742 -0.097 0.293  0.045
Obliging 0.454 0.504 0.239 53 0.812 0.052 0.219 0.033
Compromising 0.625 0.433 -0.559 51 0.579 -0.106 0.190 0.078

NoTES Column headings are as follows: Levine’s test for E of V: (1) E (2) significance;
T-test for quality of means: (3) ¢, (4) df, (5) sig. (2-tailed), (6) median difference, (7)
standard error difference, (8) directional measures value.

When measured in terms of significant differences, the five conflict-
handling styles, as used by both female and male respondents, showed
an equitable yield.

In tables 3 and 4, the parametric (Pearson) and non-parametric (Spear-
man) inter-correlations with normal data distribution were carried out
for both gender groups. Consistency exists with regard to the inter-
correlations, except for the obliging conflict-handling style where a sig-
nificant negative correlation (-0.583) is registered with the Pearson cor-
relation against the dominating factor at p (sig) < 0.05.

It was determined that females varied between the integrating and
avoiding style by registering a significant negative correlation (-0.699).
The compromising and obliging styles showed a significant positive re-
lationship of 0.584, with the integrating style (a high concern for oneself
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TABLE 3 Inter-correlations of conflict-handling styles of South African male

entrepreneurs
Variable (1) (2) (3) (4) (4)
(1) Integrating r
Srho
(2) Avoiding r -0.193
Srho -0.171
(3) Dominating r -0.630%*  0.150
Srho -0.652**%  0.165
(4) Obliging r 0.480%*  0.282  -0.167
Srho 0.473**  0.296 -0.196
Compromisin, r 0.650%* -0.080 -0.345* 0.404* -
(5) p g 5 345 404
Srho 0.646** -0.074 -0.330% 0.377% -

NOTES r = Pearson Parametric correlation, Stho = Spearman non-parametric correla-
tion, ** correlation is significant the o0.01 level (two-tailed), * correlation is significant at
the 0.05 level (two-tailed).

TABLE 4 Inter-correlations of conflict-handling styles of South African female

entrepreneurs
Variable (1) (2) (3) (4) (4)
(1) Integrating r
Srho
(2) Avoiding r -0.699%*
Srho —-0.641%*
(3) Dominating r -0.320 0.085
Srho -0.288 0.226
(4) Obliging r 0.303 0.283  -0.583%
Srho 0.441 0.031  -0.508
(5) Compromising r 0.242 0.025 -0.376 0.584% -
Srho 0.174 0.079 -0.388 0.594 -

NOTES r = Pearson Parametric correlation, Srho = Spearman non-parametric correla-
tion, ** correlation is significant the o0.01 level (two-tailed), * correlation is significant at
the 0.05 level (two-tailed).

and for others) pronouncedly more dominant. This could explain why a
negative correlation exists.

A person using the avoiding conflict-handling style has a low concern
for the individual he/she is in conflict with as well as with himself/herself.
The obliging and compromising styles, on the other hand, are closely re-
lated to the extent that both have a low to moderate concern for self and
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the other party. Both of these styles are to a certain extent accommodating
having an ‘T give some and I take some’ attitude.

The dominating conflict-handling style on the other hand has a ‘high
concern for myself” and a ‘low concern for the other individual’ mind-set.
In the study it is shown that a strong negative correlation of —0.630 have
been recorded among the male respondents.

The handling-styles integrating and obliging (0.480), compromising
(0.650) at the p (sig) < 0.01, and compromising and obliging (0.404) at the
p (sig) < 0.05 level yielded a significant positive correlation. The obliging
style shows a form of behaviour that is similar to that of ‘ingratiation’
According to Friedman, Curral, and Tsai (2000) ingratiation tactics sets
out to try and convince the other party that you think favourably of them
and their ideas which sets out to produce a positive effect in others and
decreases conflict between parties.

RESULTS OF COMPARATIVE ANALYSIS

Data from the study on Nigerian executives was compared to the data
of South African entrepreneurs regarding gender differences in interper-
sonal conflict-handling styles in the work-environment. Please note that
the Likert scale was also used in this study. However, while a higher score
indicated greater use of a conflict management style in the study done in
South Africa, alower score indicates greater use of a conflict management
style in the study done in Nigeria.

Findings of the study revealed that Nigerian executives used the in-
tegrating/collaborating conflict-handling style to a greater extent (m
4.40, SD = 0.78) and to a lesser extent the competing/dominating (M
2.96, sD = 1.12). This is slightly different from the trends displayed by the
South African entrepreneurs, where the least preferred conflict manage-
ment style is avoiding/neglecting.

Another inference made from this comparative analysis is that the pref-
erences of conflict management styles of both genders in South Africa are
similar and the same is also true for the Nigerian executives. Therefore,
despite gender differences, both males and females within a specific coun-
try indicate the same conflict management style. This demonstrates that
even though there are slight variations in conflict management styles be-
tween genders, when compared externally, the gender differences are not
that drastic.

A comparison of descriptive statistics of the other three conflict-
handling styles between South African entrepreneurs and Nigerian ex-
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TABLE 5 Comparison of descriptive group statistics between South African
entrepreneurs and Nigerian executives

Conflict-handling style South African entrepren. Nigerian executives
n M SD n M SD
Integrating M 40 1.900 0.731 277 4.40 0.781
F 14 1.724 0.377 145 4.39 0.721
Avoiding M 39 3.166 1.054 277 2.96 1.122
F 13 3.256 0.851 142 3.13 1.040
Dominating M 41 2.917 0.896 277 3.12 1.004
F 14 3.014 1.091 143 2.99 0.911
Obliging M 41 2.707 0.689 277 3.75 0.885
F 14 2.654 0.769 142 3.61 0.761
Compromising M 39 2.179 0.633 277 3.53 0.980
F 14 2.285 0.535 142 3.45 1.022

ecutives showed a reasonably similar trend. A related inclination arose
with the remaining three handling-styles. After integrating, Nigeria’s ex-
ecutives prefer obliging, compromising and avoiding (M = 3.75, 3.53, 3.12
and 2.96, respectively), in that order of conflict management styles. This
is slightly different from the South African order of preference, which
is compromising, obliging, dominating and avoiding (M = 2.179, 2.707,
2.917 and 3.166, respectively).

Discussion

One of the objectives of this comparative study was to measure gender
differences in conflict-handling styles in the work-environment. It be-
came clear that entrepreneurs of small businesses, whether male or fe-
male, except for the ‘integrating style, use the remaining four different
conflict-handling styles to the same extent. The results of this study con-
firm Rahim’s (1983) findings, which affirm that females have a more coop-
erative (integrating/collaborating) orientation to conflict-handling than
males do. In contrast, Bedell and Sistrunk (1973) maintain that females are
more competitive (dominating). However, Brewer, Mitchell, and Weber’s
(2002) study found that obliging (accommodating) and avoiding styles
are more consistent with females.

In this study as supported by other studies mentioned above it showed
that the dominating (competing) conflict-handling style was applica-
ble to the male respondents. Masculine individuals adopting a dominat-
ing style highlighted the content of Portello and Long’s gender studies
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(1994). In the present study, the dominating behaviour appears consis-
tent with a masculine gender role; while within the female gender role, the
prevalence of obliging and avoiding conflict-handling styles is derived. It
should be noted again that it was found that a significant positive corre-
lation exists between compromising and obliging (r = 0.584, p < 0.05)
for females. In the case of males, a strong negative correlation exists be-
tween the dominating and integrating styles (r = —0.630, p < 0.01) and
compromising (r = —0.345, p < 0.05).

Another objective of this paper was to compare the handling styles
of male and female South African entrepreneurs against those of male
and female Nigerian executives. Overlooking the gender and observing
the two groups in general, although both groups mostly prefer the in-
tegrating conflict management style, the South African entrepreneurs
prefer the conflict management styles in the following order: integrat-
ing, compromising, obliging, avoiding and dominating. Therefore, South
African entrepreneurs exhibit a more cooperative approach with less as-
sertion. Nigerian executives, on the other hand, prefer integrating, oblig-
ing, dominating, compromising and avoiding styles, in that order. This
indicates that Nigerian executives demonstrate slightly higher levels of
assertion.

When comparing female South African entrepreneurs and Nigerian
executives, we found that both prefer using the integrating conflict man-
agement style. Both groups depict high levels of cooperation, although fe-
male Nigerian executives tend to be more dominating than female South
African entrepreneurs. Male South African entrepreneurs used the com-
promising conflict management style more as compared to male Nigerian
executives who prefer using the integrating conflict management style.
Both groups show high levels of cooperation and moderate levels of as-
sertion.

Conclusion

In summary, this study paid attention to conflict handling styles as exer-
cised by the various genders and by the owners/managers of small busi-
nesses. This study also compares the conflict management patterns of
entrepreneurs in South Africa and executives in Nigerian organisations.
When looking at the results of this study, it is evident that it is consistent
with similar studies and in other cases differences were found.

It appears as if the use of styles according to which conflict is handled
based on gender does not differ much. It did, however, appear as though
women more often than men made use of the integrating style. In both

Managing Global Transitions



A Theoretical and Empirical Analysis of Gender Differences 55

South Africa and Nigeria, the use of other conflict handling styles with
regard to gender did not differ significantly. The integrating and domi-
nating styles appear to be the conflict handling styles that are used most
often. Since the integrating style indicates medium levels of assertion and
cooperation and the dominating style indicates high levels of assertion
and low levels of cooperation, it can be stated that the general trend is to-
wards higher levels of assertion and lower levels of cooperation. An em-
phasis is placed on the fact that the dominating style appears to be the
least appropriate style to handle conflict; furthermore, individuals who
make use of the conflict handling style are also less ‘open for new experi-
ences. Rahim (1992) also indicates that the dominating style leads to an
increase in frustration, thereby leading to more conflict.

Often, conflict management experts suggest ‘avoidance’ to be non-
constructive, because this style benefits neither avoidance nor the other
party involved in interpersonal conflict. They suggest coaching the per-
son who uses the ‘avoiding style’ to become collaborative and in that way
the individual will strive to be assertive with his/her own interests and
cooperative in assisting the other party to achieve his/hers (Barsky and
Wood 2005). It should be noted that the larger effects of avoidance in-
clude isolation, barriers to sharing important information and passive
resistance (De Long and Seeman 2000).

When comparing the conflict management styles of South African
entrepreneurs and Nigerian executives, both female South African en-
trepreneurs and female Nigerian executives prefer using the integrat-
ing conflict management style, depicting high levels of cooperation, al-
though female Nigerian executives tend to be more dominating than fe-
male South African entrepreneurs. Male South African entrepreneurs
tend to use the compromising conflict management style more com-
pared to male Nigerian executives, who prefer using the integrating con-
flict management style. Both groups show high levels of cooperation and
moderate levels of assertion. Therefore, in general, disregarding gender,
South African entrepreneurs exhibit a more cooperative approach with
less assertion, whereas Nigerian executives demonstrate higher levels of
assertion. This could be due to cultural differences or the level of com-
petitiveness in the market.

From the above, it can be construed that relatively few studies have
themed an evaluation of the different aspects of conflict dynamics in
small businesses. Although this study is explorative in nature, it displays a
practical view of interpersonal conflict, specifically regarding gender and
the application of conflict management styles.
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The necessity of broadening this type of study on a more concentrated
quantitative scale is a future prospect that requires development. The
adaptable flexibility of such a study can be expediently linked to variables
of cultural diversity and race, and may also divulge valuable information
on conflict-handling styles used by employees of small businesses in in-
terpersonal workplace conflict situations. The integration of such knowl-
edge into training programmes would not only enhance the quality of
working relationships, but would also help to decrease conflict and en-
hance work performance and productivity.

Limitations and Recommendations

Findings on the Havenga study were based on a purely Caucasian (White)
group of participants. Among the group of 56 respondents, no Asians,
black Africans or coloureds were to be found. There is no mention about
the race of the participants in the study done by Osisioma (2009) either.
Therefore, in the comparative study, no cultural influences could be ac-
counted for. Booysen and Nkomo (2010) stress that gender and culture
are an ‘inter-related axis of social structure’ or ‘interlocking categories’
that cannot be separated from embedded stereotyped perceptions at-
tached to a role within the organisation. This might limit the consistency
of this study. Furthermore, Davis, Capobianco, and Kraus (2010) submit
that gender-related research has yet to pioneer the application of gender
stereotypes attached to a specific target by fractionally deflecting from the
actual behaviour of the target. As the purpose of the article was to identify
whether there are similarities and differences in conflict-handling styles
within and between the different population groups, the researchers did
not investigate the reasons behind the similarities nor investigated ex-
planations as to why each gender predominantly uses specific conflict-
handling styles.

Further studies could include executives from ‘western-’ and ‘eastern’
countries as well as developed- and developing countries to do a compar-
ative analysis of conflict dynamics between these two different cultures. It
is the wish of the researcher that this specific study be taken further and
more comparisons be done with other African countries.
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Brand Identity Development and the Role of
Marketing Communications:
Brand Experts’ View

Nusa Petek
Maja Konecnik Ruzzier

Recently academics outlined the importance of brand relationships and
brand experiences as building blocks of brand identities. New market-
ing communication tools, which enable interactions and consumer en-
gagement, are among the most important tools mentioned for strength-
ening brand relationships and enhancing brand experiences by aca-
demics. Therefore the paper analyses the understanding of brand iden-
tity building blocks by brand experts and their usage of new marketing
communication tools. Twelve in-depth interviews have been conducted
among brand experts in Slovenia. Our findings imply that brand ex-
perts’ knowledge about brand identity is not consistent with the newest
brand identity conceptualizations, by not considering brand relation-
ships and brand experiences as building blocks of brand identity. Even
if new marketing communications have been adapted to the great ex-
tent, traditional marketing communication tools still prevail and there-
fore new marketing communication tools, especially mobile advertising
is in majority still in its infancy.
Key Words: brand; brand identity; brand experts; marketing
communications; Slovenia
JEL Classification: M310; M370

Introduction

In recent decades, branding has developed into the most dominant topic
in marketing studies. According to the modern approach in branding
academics study brands from the internal and external stakeholder per-
spective (de Chernatony and Harris 2000; Konecnik Ruzzier and Ruzzier
2009). On this basis a two-dimensional approach to branding became
evident in the literature (Konecnik and Gartner 2007; Konecnik, Ruzzier,
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and Ruzzier 2009; de Chernatony 2010) where on the one side the empha-
sis is centred on internal stakeholders and brand identity development
(Kapferer 1997; de Chernatony 1999; Konecnik Ruzzier and Ruzzier 2009)
and on the other side on external stakeholders and brand equity devel-
opment (Keller 1993; Aaker 1996). From the internal stakeholder point of
view researchers” aim is to define the process of brand identity building
(Kapferer 1997; Aaker and Joachimsthaler 2000). Brand identity repre-
sents what the company wants the brand to stand for and is the driver
for all brand-building efforts (Aaker and Joachimsthaler 2000). There-
fore academics emphasise that brand identity should present a starting
point for any brand building (Kapferer 1997; Aaker and Joachimsthaler
2000). Consequently the focus in the paper will be predominately based
on brand identity view.

Also the connections among the constructs of brand identity and
brand equity should be taken into consideration. Due to the belief of aca-
demics all marketing mix elements have an impact on brand equity (Yoo,
Donthu, and Lee 2000; Heinonen and Strandvik 2005). Nevertheless,
numerous academics outlined the crucial role of marketing communica-
tions in the brand building process (Madhavaram, Badrinarayanan, and
McDonald 2005; Luo and Donthu 2006; Keller 2009). Marketing com-
munications will present a second focal part in the paper since in the last
decade they changed dramatically due to the emergence of information
and communications technology (hereinafter: 1cT) and the rise in the
use of internet as a new medium (Winer 2009). There are immense dif-
ferences in the combination of diverse marketing communication tools
that are nowadays available to marketers. Moreover marketing communi-
cations nowadays travel in many directions and marketers cannot control
them as easily as in the past (Winer 2009; Keller 2009).

Changes in the marketplace opened up numerous new research topics
in marketing, where branding and marketing communications have one
of the leading roles. The outlined topic is of a huge importance to scien-
tific marketing research worldwide, which is evident also in Marketing
Science Institute (2010) research priorities for the period from 2010 to
2012, where two among eight research priority topics outlined the impor-
tance of changes in marketing communications and the challenge of man-
aging brands in the new, transformed marketplace. Therefore the aim of
the paper is to examine and compare how the concept of brand identity
is understood both in scientific papers and in practice. Furthermore we
want also to reveal brand experts’ opinions of new marketing communi-
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cation tools and their views of future trends in marketing communica-
tions.

Brand Identity

Alike to initial brand definitions, which equated brands with visual ele-
ments (de Chernatony and McDonald 1992), also the earliest brand iden-
tity classifications equated brand identity with visual identity (van Riel
and Balmer 1997). Even though visual identity has a huge importance in
brand building, it represents only one component among all other ele-
ments that form brand identity (van Riel and Balmer 1997; de Chernatony
2010). The brand iceberg represents the recent view in brand identity the-
ory, separating brand identity to its visible and invisible part, where the
invisible part is gaining in importance (Davidson 1997).

Due to the vast importance of the topic there have been proposed sev-
eral building blocks of brand identity, where the most focused on building
blocks of corporate brand identity (Melewar 1993; van Riel and Balmer
1997). Furthermore academics focused mainly on product (Kapferer
1997; Aaker and Joachimsthaler 2000; de Chernatony 2010) or service
(Kapferer 1997; Aaker and Joachimsthaler 2000; Jones 2000) brands and
only a few on other brand types, like destination brands (Balakrishnan
2009; Konecnik Ruzzier and de Chernatony 2013). The comprehensive
review of brand identity building blocks is presented in table 1. Brand
identity building blocks differ greatly among authors, since they all to-
gether propose 42 building blocks of brand identity.

Mostly cited brand identity models are those of Ind (1997), Kapferer
(1997), Aaker and Joachimsthaler (2000) and de Chernatony (1999),
which emerged already a decade ago but are still highly used nowadays by
both academics and practitioners. Nevertheless, due to our belief Konec-
nik Ruzzier and de Chernatony (2013) present the most comprehensive
conceptualization of brand identity, since they stress the vast importance
of all key stakeholders who define, live and implement the brand. Fur-
thermore, they are the only authors who expose experiences as an integral
part of brand identity. Their brand identity understanding could be there-
fore with some minor adjustments used for developing brand identity of
all brand types, not only country brands, as proposed in their paper.

On the basis of the reviewed literature presented in table 1 we propose a
new set of brand identity building blocks, which includes elements, pro-
posed by the majority of authors. Proposed brand identity building blocks
are vision, mission, values, personality and core competencies which are
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TABLE1 Brand identity building blocks

Author(s) Brand identity building blocks Model’s name
Melewar 1993 Communications, design, culture (values, phi- Corporate iden-

losophy, mission, principles, country-of-origin,
guidelines, history, founder, subculture), be-
haviour, structure, industry identity, strategy

tity

van Riel and

Personality, behaviour, communication, sym-

Corporate iden-

Balmer 1997 bolism tity programme

Aaker 1996; Aaker Brand as product, organization, person and Brand identity

and Joachim- symbol, value and benefits, credibility and system

sthaler 2000 relationships

Kapferer 1997 Physique, personality, culture, customers’ self- Brand identity

projection, customers’ reflection, relationships prism

Ind 1997 Mission, philosophy, values, culture Strategic corpo-
rate identity

de Chernatony  Vision, culture, relationships, positioning, Brand identity

1999 personality, presentation model

de Chernatony Vision, culture, positioning, personality, rela-  Brand identity

and Harris 2000  tionships, presentation

Jones 2000 Beliefs, capabilities, behaviours, environment ~ Brand identity
triangle

Melewar and
Jenkins 2002

Communication and visual identity, behaviour,
corporate culture, market conditions

Corporate iden-
tity

Melewar and

Structure, design, strategy (positioning and dif-

Corporate iden-

Karaosmanoglu  ferentiation), culture (mission, vision, values), tity
2006 behaviour, communications, industry identity
Balakrishnan Vision, stakeholder management, customer Branding strategy
2009 targeting, positioning or differentiation, brand

components, communication strategy
de Chernatony  Positioning, culture and vision, personality, Brand identity
2010 presentation, relationships components

Konecnik Ruzzier

and de Cher-
natony 2013

Benefits, mission, vision, values, distinguishing
preferences, personality, experiential promise,
emotional value, functional value, stakeholders

Destination brand
identity model

evident in the most reviewed brand identity models. Vision represents the
reason for the brand’s existence and embodies its core values (Collins and
Porras 1996). Mission is seen as the most essential element of brands’ phi-
losophy (Abratt 1989; Melewar and Karaosmanoglu 2006). Values should
communicate functional, emotional or self-expressive benefits in order
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to provide value and build brand-stakeholder relationships (Aaker 1996,
95-100). On the other side personality of a brand is a set of human traits
associated with brands (Azoulay and Kapferer 2003, 151). Brand personal-
ity enables brands to build relationships with people that possess the same
personality characteristics and therefore presents the basis for brand-
consumer relationships (Aaker 1996, 84). Core competencies are strong,
favourable and unique brand attributes or associations. They ought to be
derived from the brand’s vision and values (de Chernatony 1999).

Since both functional and emotional values enable stakeholders to
recognize a promised brand experience (Christodoulides and de Cher-
natony 2004) we beleive brand experience should be also incorporated
into brand identity. Given that brands nowadays are no longer perceived
as social objects but are socially constructed with consumer participa-
tion (Merrilees and Fry 2002), the main emphasis should be also de-
voted to building brand relationships (Fournier 1998; de Chernatony and
Christodoulides 2004). The recent belief is that what defines brand iden-
tity are experiential promise and unique relationships among the brand
and its stakeholders (de Chernatony and Christodoulides 2004; da Silva
and Alwi 2008; Konecnik, Ruzzier, and de Chernatony 2013). Stakehold-
ers are nowadays regarded not only as co-creators of brand experiences
and relationships but should also contribute to brand identity creation.
Consequently we believe experiential promise and relationships should
be also considered as brand identity building blocks. Our proposed brand
identity model therefore consists of brand vision, mission, values, person-
ality, core competencies, experiences and relationships. Furthermore, as
emphasised in the recent branding literature the brand should be com-
municated not only through visual elements, but also through brand
story written for each key stakeholder group (Scott 1994; Barker and
Gower 2010).

The Importance of Marketing Communication in Building
Strong Brands

Communications are in general perceived as an activity that links peo-
ple together and creates relationships (Duncan and Moriarty 1998). All
brands’ activities are believed to have a communication dimension (Dun-
can and Moriarty 1998; Heinonen and Strandvik 2005). Nevertheless,
marketing communications are seen as a brands’ ‘voice’ (Keller 2009)
and are therefore perceived as a crucial strategic tool for building brands
(Keller 1993; Naik and Raman 2003). Academics stress out that mar-
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Marketing

Brand identity )—— .
communications

Brand equity

FIGURE1 The role of marketing communication in two dimensional branding

keting communications contribute to brand building if they are based
on unique brand identity (Aaker and Joachimsthaler 2000; de Cher-
natony 1999). The idea that marketing communications contribute to
brand building was first presented in 1960s, when Joyce (1967) postulated
the theory that advertising changes attitudes towards brands through the
AIDA model (Argyriou, Kitchen, and Melewar 2005, 580). After that nu-
merous theoretic models emerged in order to explain the impact of mar-
keting communications on brands (Vakratsas and Ambler 1999). How-
ever, nowadays-marketing communications are believed to contribute
to building high customer-based brand equity (Vakratsas and Ambler
1999; Yoo, Donthu, and Lee 2000). In figure 1 we present above presented
process from brand identity development to brand equity building via
marketing communications.

Traditionally brand experts could communicate with external stake-
holders only by using mass communication approach, where communi-
cations travelled only from the company to the market (Keller 2010; Ku-
mar 2010). Most of the attention was focused on TV advertising (Keller
1993; Aaker 1996). Nowadays-mass communications approach suddenly
became a thing of the past. Communications are believed to be travelling
in four diverse directions; among the brand and external stakeholders,
among external stakeholders, among internal and external stakeholders
and among brand and internal stakeholders. These communications are
forming diverse interactions and diverse relationships (Keller 2009, 152).
One of the biggest challenges in this new environment is how to mange
diverse marketing communication options, since marketers cannot fully
control them.

If we focus only on two marketing communication tools, advertising
and word-of-mouth marketing, which are acknowledged to be the ones
that have the biggest influence on brand equity, we can already see there
have been many changes due to 1cT (Ilfeld and Winer 2002). Advertis-
ing which was in the past communicated through four traditional medi-
ums; television, radio, magazines, newspapers and outdoor, is nowadays
referred as traditional advertising (Yoon and Kim 2001; Trusov, Buck-
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lin, and Pauwels 2009). In the digital era new advertising mediums ap-
peared; Internet and mobile phones and consequently online and mobile
advertising emerged. Also traditional advertising mediums are changing,
especially television advertising, which is with its additional functionali-
ties becoming more and more adjusted to the digital era. Furthermore,
word-of-mouth marketing, which was in the past only in the domain
of consumers, in recent years occurred as a planned marketing com-
munications activity and can be defined as the planned act of influenc-
ing consumer to consumer communications by engaging special word-
of-mouth (hereinafter: wom) marketing techniques, such as viral mar-
keting, guerrilla marketing, buzz marketing or social media marketing
(Kozinets et al. 2010). woM in digital environments, named electronic
word-of-mouth (hereinafter: ewom) occurs in numerous online plat-
forms like blogs, emails, consumer review websites, forums, virtual com-
munities and social networking sites (Dwyer 2007; Chu and Kim 2011).
ewoM represents a powerful tool, since it allows marketers to reach, lis-
ten and talk to consumers in order to gain better understanding about
their needs, wants and purchase behaviour.

Research Methodology

In order to confirm proposed building blocks of brand identity and ex-
plore whether the opinion about the development in marketing commu-
nications is the same as proposed in the literature review, we took a qual-
itative approach, since it allows approaching complex phenomena in a
systematic way (Gummesson 2005). In-depth interviews were used in or-
der to capture understanding of brand experts about the topic. We con-
sidered brand experts’ opinions to be the most appropriate for the in-
terviews since they are the ones who deal with brands on a daily basis
and also have the overall view about all brands’ activities. All together
there were twelve brand experts interviewed; among them five were enti-
tled brand managers and seven marketing directors. In order that brand
experts qualified into the sample, they should be frequently presented
in marketing conferences as speakers or members of committee boards
or should be at least mentioned in media several times regarding brand
management of focal brands. Moreover we chose different brand profiles
since we wanted to include diverse brand types and also brands with di-
verse market orientation. Respondent profiles are presented in table 2.
Interviews were semi-structured, tape-recorded and subsequently
transcribed. Interviews lasted from 50 minutes to one hour and a half.
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TABLE 2 Category Nr. of brand experts
Respondent profile
Title
Brand manager 5
Marketing director 7

Organizations’ market orientation
Global 5

Central and East European market 5

Only local 2
Managed brand type

Low-involvement product brand 4

High-involvement product brand 3

Service brand 5

Destination brand 1

Content analysis was carried out. Content analysis seemed the most ap-
propriate method for our analysis since it is usually based on specific
research questions formed on the basis of the literature review (Carson
et al. 2001; Harwood and Garry 2003).

Research Results
BRAND IDENTITY UNDERSTANDING

In the first part we wanted to find out how brand experts understand con-
cept of brand identity, whether they use some other name for the same
concept and what they regard as its building blocks. They were further-
more also asked to present identity of their own brand. We found out
that the majority of brand experts use the concept of brand identity. Nev-
ertheless, some of them use different names for the same concept, like
brand essence, brand style, brand core and brand idea. Brand experts de-
scribed what means brand identity with diverse descriptions but never-
theless they agree brand identity is the brand’s core, its rules of behaviour,
its distinguishing characteristics compared to other brands and the whole
physical and emotional part attached to a product or other entity. In the
words of one brand expert: ‘T believe a concept of brand identity is sim-
ilar to the concept of human identity. We like to talk or it is good when
we talk about brands and all their identity charactersistics in a manner
of getting to know it and what identifies it” Furthermore most of brand
experts emphasised that brand identity is in their hands and they have
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to ‘write the rules’ for the brand and its presence not only on the mar-
ketplace among external public but also among its internal stakeholders.
They warned that all brands’ activities should be connected in order to
build a successful brand and also that in the end consumers are the ones
who have a major role in deciding whether the brand will succeed on the
marketplace or not.

All interviewed brand experts exposed brand identity consists of sev-
eral building blocks. In the words of one brand expert: ‘It is about the
whole concept, about the author behind it, who transfers its identity to
the brand. Other brand expert stressed out that they consider whole mar-
keting mix in order to define brand identity. From the review of all inter-
views there were all together 44 different building blocks of brand identity
mentioned. Visual identity was outlined most of times, followed by brand
characteristics and values, which were outlined by majority of intervie-
wees as one of the main building blocks of brand’s identity. After values
interviewees considered also communications and feelings as an impor-
tant part of brands’ identity, which were followed by vision, value, name
and logo. Symbols, sales, promise, positioning, personality, emotions and
colour were stressed out only a few times. Other proposed building blocks
were also strategy, senses, mission, meanings, functional and emotional
characteristics, facts, associations, advertising, wish, understanding, tra-
dition, style, story, smells, slogan, responsibility, reasons, products, pre-
sentation, philosophy, people, image, expressions, character, benefits, at-
tributes and activities.

In view of brand experts views we propose:

p1 Alike to diverse brand identity conceptualizations in scientific papers
there is also not a single brand identity conceptualization evident in
practice.

P2 Brand experts’ knowledge about brand identity is consistent with the
traditional brand identity literature; whether the newest brand iden-
tity conceptualizations are not yet well known among brand experts.

THE ROLE OF MARKETING COMMUNICATIONS
AND THEIR USAGE

In the second part we wanted to find out if brand experts believe market-
ing communications mix changed due to development of 1cT. Moreover
we asked them what they believe are the trends in marketing communica-
tions. Furthermore we focused on their brands and their usage of online
and mobile advertising and ewom.
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The majority of brand experts confirmed marketing communications
mix has changed dramatically, where only a few stressed out it did not
change a lot. Especially the role of Internet was outlined and its abil-
ity of allowing communicating with external public 24 hours per day.
They mentioned also interactivity, two-way communication and user-
generated content as the most drastic changes. But nevertheless, one
of the respondents emphasised that we cannot consider Internet or so-
cial networking sites as something new on the market and that maybe
the newest thing are the Smartphones. Respondents also warned about
the special characteristics of the Slovene advertising environment, where
television advertising has still the most crucial role due to its mass cover-
age. Many of them also outlined that print advertising witnessed the most
dramatic drop among all media, which is being replaced by Internet and
new devices, such as tablet computers.

Regarding trends in marketing communications in Slovenia the major-
ity outlined the future is in digital media. They believe that newspapers
and magazines will not be in the same form in the future as they are now.
As one brand manager explained: ‘Also traditional mediums will adapt
to changes, since we cannot talk anymore about traditional media, these
are envolving, adapting to the consumers’ needs’ Even though most of re-
spondents emphasised that television advertising will still remain in the
number one position, they believe it will have to change. Not only there
will have to be less saturation of advertisements which are in todays’ form
by their belief irritating not only for consumers but also for advertisers,
since advertising blocks are becoming too long, but also television will
have to adapt to other platforms. With the words of one brand manager:
I believe that 5 to 10 years from now television and Internet will be the
same appliance. Brand experts also emphasised that virtual world can
still not replace exact experience in the physical environment and that
therefore marketers will have to find the right combination of traditional
and new media. As one of the future trends several brand experts out-
lined also smaller target groups and consequently the highest needs for
segmentation.

Furthermore majority of brand experts emphasised they do not be-
lieve mobile and online advertising will overtake television advertising,
even though they acknowledged that the ratio among new and traditional
advertising has changed in recent years, in benefit of new media. Sev-
eral emphasised that also on more developed markets television remains
the number one. Nevertheless, as one brand manager outlined: “There is
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the higher wish for digital communications in less developed markets, in
Slovenia most of people are already cheesed with it Moreover another
brand manager stressed out his concern about mobile advertising claim-
ing that he is not sure whether mobile advertising will really succeed. One
brand manager outlined the importance of brands in this new environ-
ment, stating: ‘Brands are becoming more and more important in this
new media world, not the platforms’

Brand experts were furthermore asked how often they advertise their
brands online. Most advertise online all the time and a few advertise just
when they have some novelties. Only one brand expert said they do not
advertise online. Most of included brands are advertised in social net-
working sites, followed by banners, own web pages, prize winning games,
Google Ap words and public relations articles. Minority outlined also
advertising in forums, games, double recall ads and blogs. Several brand
experts outlined that the age of traditional banners is over and that they
are trying to use more innovative or creative banners, like for example
backgrounds.

Furthermore we wanted to find out how brand experts define the term
ewoM. Majority of them outlined they understand the term like sharing
information in an online environment. Quite a few considered Facebook
as the most representative tool of ewom. When we asked them which
ewoM tools they use regularly majority mentioned Facebook, which was
followed by other social networking sites, forums and blogs. We also
asked them whether they measure the effectiveness and efficiency of their
ewoM campaigns and how. In majority brand experts outlined they do
measure the effectiveness and efficiency of ewoM campaigns. Most of
them use Facebook analytic tools, not only for counting the number of
fans and comments but they use also other indicators. Only few brand
experts outlined they do not measure their ewom campaigns with any
indicator. One brand expert outlined they are using Google analytic tools
and the other they are using the netnographic method. About netnogra-
phy brand expert outlined: “‘We make a netnographic method once in a
while in order to find out if the doctrines that we are advocating are also
the doctrines that consumers adopt as their own. Whether we find out
that consumers changed these doctrines a little bit and our products do
not fulfil their needs it can happen that we have to adapt the whole as-
sortment to consumers needs.

Regarding their brands’ presence on mobile phones majority of brand
experts outlined they are present there with their web page, but this page
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is not adapted to diverse mobile platforms. The minority outlined they
have adapted their web pages to different plaforms of Smartphones. Nev-
ertheless, a few emphasised that they are developing their mobile web
pages for diverse platforms at the moment. On the topic of mobile adver-
tising several brand experts emphasised they use sms clubs and mobile
applications. These are followed by QR codes, sales promotions, games,
advertising in other mobile applications and sms voting. Only one brand
manager outlined they do not use mobile advertising. All brand experts
stressed out they acquire consumer permission before sending any mo-
bile advertisement.
Based on the outlined findings we posit:

p3 Trends in marketing communication tools are in the need for adapt-
ing traditional marketing communications tools to diverse platforms.

P4 The focal role in Slovene marketing communications is still centred
on the traditional marketing communication tools, especially televi-
sion advertising.

P4 Even though mobile and online advertising and ewoM represent the
future in marketing communications, they will not overtake televi-
sion advertising.

Discussion

In-depth interviews with brand experts revealed they are very familiar
with the concept of brand identity, even though some of them use other
name to define the concept. All of them emphasised there are two sides
of identity, the one that is communicated through visual identity ele-
ments, and the other communicating brands’ invisible characteristics.
Even though numerous brand identity building blocks were mentioned
we can divide them into sets of building blocks, which are embodied also
in our proposed brand identity model consisting of vision, mission, val-
ues, personality, core competencies, experiences and relationships along
with visual identity and brand story. Vision was mentioned several times,
while also strategy can be considered as a part of the brands vision. Mis-
sion was outlined fewer times, but nevertheless also wish and philosophy
can be considered as a part of brands’ mission. Values were outlined by
majority of brand experts as one of the most important brand identity
building block confirming it as an integral part of our proposed model.
Along personality, which was stressed out by a few brand experts, we can
also count characteristics, which were mentioned by majority and also
character, which was stressed by one brand expert. Core competencies
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were outlined via positioning, associations, attributes, facts and reasons.
Brand experience was not mentioned but nevertheless senses and smells,
as one of the building blocks of describing brand experience have been
outlined. Only relationships were not mentioned by any brand expert.
Nevertheless the importance of people as part of brand identity was out-
lined once. While visual brand identity elements were stressed by major-
ity of brand experts, brand story was outlined only once.

There were furthermore several other brand identity building blocks
stressed out where we could divide them into two categories. Commu-
nications, sales and advertising can be considered as a part of marketing
mix and brands’ value, image and its understanding as brand equity from
the external stakeholders’ view. From the outlined elements we can con-
firm proposed brand identity model. Only brand relationships were not
outlined by any brand manager as building blocks of brand identity but
as already noted the importance of people concerning brand identity was
outlined.

All brand experts believe 1cT is changing the way of communicating
their brands. Nevertheless, they are sceptic that these new mediums, such
as social networking sites and Smartphones will prevail, compared to tele-
vision, which is still regarded as the most efficient and effective tool for
brand building. Therefore they believe that even though marketing com-
munications mix has changed dramatically, the traditional media will not
become extinct, but it will have to adapt to diverse platforms. Neverthe-
less, online advertising, especially in social networking sites and with on-
line banners is widespread and also followed by measurements of their
effectiveness and efliciency. Furthermore, brand experts use in majority
measuring techniques provided by online corporations like Google or
Facebook, which are of a quantitative nature. Only one brand manager
outlined they are using netnography, a technique of a qualitative research
on the web, which is used broadly in more developed markets (Kozinets
2002). Moreover, mobile advertising is still not as developed as it is evi-
dent from the current literature. Even though brand experts use mobile
advertising, they outlined their concern about its efficiency and effective-
ness, especially due to low ownership of Smartphones in Slovenia. But
nevertheless, they see the future development especially in this media.

Conclusions

In-depth interviews revealed that brand experts in Slovenia, regardless
of their brands’ market orientation and brand type follow the recent
changes in the environment and they are in majority adapting to them.
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They are aware even more than ever that branding is becoming crucially
important. Considering brand identity concept, several authors (Aaker
and Joachimsthaler 2000; Balakrishnan 2009; Konecnik, Ruzzier, and de
Chernatony 2013) emphasized the role of people that form relationships
with brands and brand experiences, but were not mentioned by any re-
spondent. Therefore we believe brand experts’ knowledge about brand
identity is consistent with traditionally highly cited brand identity lit-
erature; whether the newest brand identity conceptualizations, like the
inclusion of brand experiences, brand relationships and brand story are
not yet well-known or used among them. The incorporation of brand
relationships and brand experiences into brands identity are among the
novelties emerging in the recent scientific articles, which is in majority
connected with the most developed markets and therefore adapted by the
most developed business practices. Our projections are that highlighted
concepts will become one of the leading concepts in the future also in
Slovene marketing sphere, especially among brands marketed interna-
tionally.

We believe brand experts should strive to develop their online and
mobile advertising campaigns in a way of involving their consumers in-
side the messages as they are already trying to do with ewom. Only by
engaging consumers into the brands’ messages brand experts can expe-
rience the true advantages of new marketing communication tools. To
conclude new marketing communication tools can enhance consumer
engagement with brands due to two-way interactions among the brand
and consumers. The most successful brands in the future will use this
advantage and conquer consumers’ minds and hearts. In order to suc-
ceed they should rewrite their brand identities and include brand expe-
riences and brand relationships as the brands’ core. The ones that will
not adapt to these challenges now, will loose their consumers in the near
future.

To conclude, we would also like to emphasise some limitations of this
research. In-depth interviews have been made with brand experts, com-
ing from real organizations. Some authors (Freeling 1994; de Chernatony
and Dall'Olmo Riley 1998) criticise the inclusion of brand managers and
marketing directors in the studies, since they are believed to be lacking
a long-term vision and propose brand consultants instead. Furthermore,
there were 12 brand experts interviewed, which does not follow Gordon
and Langmaid’s (1998) proposition about the sample size of 20 brand
experts for in-depth interviews. Nevertheless, we believe that our study
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will help especially brand experts working in organizations to reconsider
about their brands and marketing communication practice.

Finally, this paper identifies the gap between brand identity under-
standing in the emerging branding theory and practice. The gap is evident
also in the use of new marketing communication tools as presented in the
recent scientific papers and its use in practice. Therefore we believe fur-
ther research should focus on reasons, why the new marketing commu-
nication tools are not as popular as one might think they are. Moreover,
the comparison among brand experts understanding of building blocks
of brand identity and the usage of new marketing communication tools
in diverse markets would be a very important topic for further examina-
tions.
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The Effectiveness of Dual Branding
in the Agricultural Sector

Christo A. Bisschoff
Hendrik P. Van Staaden
Amareza Buys

The study deals with the concept of a dual-branding strategy by inves-
tigating the market awareness of two brands: the Roundup herbicide,
DEKALB seed products and biotechnology traits and Montana sa. 281
respondents completed a tailor-made questionnaire. Descriptive statis-
tics and a Varimax rotated factor analysis informed the data analysis.
Reliability was verified by determining the Cronbach alpha coefficient.
Currently, agreement exists between the two identities, but it could eas-
ily result in confusion; therefore, care should be taken. Regarding the
brand DEKALB, only one factor contributes to the brand image, namely
dynamism. For Monsanto s A, two factors contribute to the organisation
image, namely dynamism and visual identity. The research concludes
that although brand identities are similar, the market views Monsanto
sA more defined. Most importantly, the conclusion drawn is that dual
branding in the marketing strategy influences corporate identity and
image, and vice versa.

Key Words: corporate identity; marketing strategy; dual branding;
mono-branding; market awareness
JEL Classification: M30; M31; M39

Introduction

If you want your brand to succeed in the real (versus imagined) market-
place, forget about your promises and start being paranoid, and strategic,
about discovering, shaping and fulfilling people’s expectations. If you don't
know your point, your essence, your brand, you will usually confuse your
audience (Asacker 2011, 1).
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The debate followed in this article centres around corporate identity,
how it leads to the forming of corporate image and how corporate identity
and market strategy are related. Consequently, when the product brand
name and the company name are the same, one could argue that the com-
pany can establish a consistency of image. Corporate identity confusion
may exist between a corporate identity and a brand identity in the South
African maize industry. Two brands were consolidated and are sold as
one summer crop brand. Therefore, the changing face, the visual identity,
and corporate brand changes may have transformed a corporate identity.
Consequently, the question that looms large is: Will consistency be harder
to maintain when it comes to dual branding (i. e. a product brand name
is different from the company name)? However, Bouchikhi and Kimberly
(2008, 21) advise that before one could decide, ‘how much of an asset or
liability your firm’s identity might be, you first need to know precisely
what identity is’

Since the early eighties, various authors (Skinner and Von Essen 1987;
Abratt 1989; Stuart 1999; Abratt and Mofokeng 2001; Burrow 1991; Van
Heerden, Schreuder, and Gouverneur 2000) have developed conceptual
models of corporate image formation and corporate identity manage-
ment. Stuart (1999, 201-4) identified four corporate identity models to
assist in such identification, namely:

« Kennedy’s model,
« Dowling’s model,

« Abratt’s model, and
« Stuart’s model.

These models reflect the way in which corporate identity and corporate
image have been conceptualised over the past three decades.

As a result, the Stuart model is a revision of the Abratt model and the
main changes in the model entailed the inclusion of corporate culture and
corporate symbols under corporate identity, the use of arrows to denote
internal and external communication and the replacement of employees.
The Stuart model retained the notion of the corporate identity and cor-
porate image interface. ‘Corporate strategy’ is also included, resulting in
the fact that corporate identity is the deliberate presentation of the corpo-
rate personality as strategically decided by the organisation (Stuart 1999,
204).

Van Heerden (1993, 27) concludes that a corporation without a corpo-
rate identity strategy or those that want to change or revise their corporate
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identities could use the mentioned models as a starting point. Most im-
portantly, Van Heerden (1993, 8) stated that corporate image begins with
the public’s perception of an organisation, and the preconceived ideas and
prejudices that have formed in the minds of customers. This perception
may not always accurately reflect a corporation’s true profile, but to the
public it is reality.

In addition, Van (1993) and Van Heerden, Schreuder, and Gouverneur
(2000, 126) suggest that in the Burrows model of corporate identity (see
figure 1), ‘the process of establishing a corporate identity starts when a
corporate personality is synthesised into a corporate identity, which cre-
ates the corporate image. The perceived total corporate image influences
the corporate policies because opportunities are created for feedback and
control. Corporate behaviour is included as part of strategy formulation
in this model! What became evident through this research is that the Bur-
rows model does not feature culture or a variable in the corporate image
formation process.

The similarity in the different research (Skinner and Von Essen 1987;
Abratt 1989; Stuart 1999; Abratt and Mofokeng 2001; Burrow 1991; Van
Heerden 1993; Van Heerden, Schreuder, and Gouverneur 2000; Van
Heerden and Badenhorst 2004) highlights the fact that every company
has an identity, whether it recognises it or not. Consumer perceptions
and attitudes are formed about a company before consumers actually
purchase a product or service from that company. It is this positive po-
sitioning in the minds of consumers by the company that represents a
powerful influence on building brand equity and consumer choice.

The real question that needs to be faced is whether the organisation
seeks to control that identity, or whether it allows the identity to control
it so that it has entirely different images with all of its different audiences.

With a view to assist, corporate identity, as an element of marketing
strategy, was explored as well as the relationship between corporate iden-
tity and marketing strategy. More specifically, the objective was to anal-
yse the individual brands for Monsanto sa’s marketing team to shape the
corporate and brand identity.

The research data was collected directly from customers of Monsanto
sA or South African maize production growers. 400 (200 Monsanto sa
and 200 DEKALB) questionnaires were distributed by Monsanto sa sales
representatives (20 each) in different sales areas within the borders of
South Africa. A satisfactory 281 (141 Monsanto sA and 140 DEKALB)
completed questionnaires were received back.
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The next section of this article will present the theoretical framework
of the study under the headings: Monsanto sA historical overview; cor-
porate personality; corporate identity; corporate image; and corporate
branding. In an effort to address the underlying issue of confusing brands,
the article utilised the Burrows model of corporate identity.

Theoretical Framework
MONSANTO SA HISTORICAL OVERVIEW

Monsanto is an agricultural company that offers farmers more choices
than any other company in the industry does. Monsanto is a leading
global provider of agriculture products and systems sold to farming con-
cerns. Today, Monsanto’s biotechnology traits are being planted commer-
cially or in test plots in all major agricultural regions throughout the
world (Monsanto 2006). Grant (2006, 1) argues that farmers around the
world use Monsanto’s innovative products to address on-farm challenges
and to reduce agriculture’s overall impact on the environment.

Monsanto South Africa (pTY) Ltd, a Monsanto company;, is a leading
local provider of agricultural products and integrated solutions that bring
together chemicals, seeds, and biotechnology traits to improve farm pro-
ductivity and food quality. Monsanto South Africa officially opened its of-
fices in South Africa in 1992. Monsanto sA is uniquely positioned to help
farmers produce more food to meet the demand by delivering crops with
higher yield and greater value and lead healthier food options for con-
sumers. They also provide local seed companies (the competition, such
as Pannar and Pioneer Hybrid International) with genetic material and
biotechnology traits for their seed brands.

For more than 7o years, the DEKALB flying corncob has represented
outstanding yield potential that generates higher returns for farmers who
grow DEKALB corn. Today, in Monsanto sA, DEKALB is the trademark
in seed business. Appropriately, offerings include corn hybrid and sun-
flower hybrids.

Monsanto saA decided to consolidate the two brands, Sensako and Car-
nia, and to sell them under one summer crop brand, namely DEKALB.
The changing face of Monsanto sa, the visual identity such as the corpo-
rate name and corporate brand changes, may have transformed the cor-
porate identity of Monsanto sA. Therefore, the old brands, Sensako and
Carnia, and now the new brand, DEKALB since 2005, have created the
need to revisit the corporate image of Monsanto sA.

The term ‘corporate’ implies larger businesses or institutions with
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many divisions and employees. However, within the context of this study,
‘corporate’ is utilised as a collective term for a structure of business (i. e.
from very large to small one-person enterprises). Therefore, it is not in-
tended as an indicator of business size. Furthermore, corporate does not
govern corporate personality, corporate identity and/or corporate image,
as only marketing challenges and the public’s support in the form of sales
vary from one business model to another.

CORPORATE PERSONALITY

Abratt (1989, 63-76) explains that every corporation has a personality,
which is defined as the sum total of its characteristics. These characteris-
tics are behavioural and intellectual and serve to distinguish one corpo-
ration from another. This personality is projected by means of conscious
cues (e. g. corporate logo) that constitute an identity. Its vision, mission,
direction, management style, corporate policy, ethos, history, employee
mix, corporate objectives, and marketing communication style and ap-
proach create the personality of an organisation. This personality is the
‘glue’ that holds the organisation together (Dowling 1993, 103). The set of
characteristics of an organisation can be defined as the personality of the
corporation, where personality, in turn, forms the corporation’s identity.

Similarly, Van Heerden (1993, 8) quoted Bernstein (1986, 40) by defin-
ing personality ‘as the soul, the persona, the spirit, the culture of the or-
ganisation. Van Heerden, Schreuder, and Gouverneur (2000) and Van
Heerden and Badenhorst (2004) argue that a corporation could choose
to manipulate its identity by managing a corporate identity programme.
Image cannot be manipulated, because image is formed in the minds of
target audiences. A case is made for corporate image later in this article.

Abratt and Mofokeng (2001, 370) state that when an organisation is
formed, a corporate personality realises. This corporate identify is deter-
mined by the functions, beliefs and operations of the organisation. In this
regard, Kotler and Armstrong (2006, 284) mention that the personality
of a brand could be compared with that of a person. An image of a person
is formed based on the way that person communicates and behaves. For
instance, if a Mercedes car was a person, that person’s personality would
fit a wealthy, middle-aged businessman.

CORPORATE IDENTITY
Corporate identity, according to Olins (1989, 148), is concerned with ex-

pressing three separate yet interrelated themes. Firstly, the organisation
wants to present itself clearly and comprehensibly and it wants its dif-
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ferent departments or sections to relate to one another so that a unified
identity is portrayed to the market. Secondly, the corporation wants to
symbolise its ethos, so that employees and customers can share in these
values. Thirdly, the enterprise wants to differentiate itself and its prod-
ucts from those of its competitors. The three themes constitute coherence,
symbolism and positioning.

Consequently, corporate identity is the graphic and verbal representa-
tion of a company. It visually conveys the ‘who’ and the ‘what’ of the cor-
poration. Olins (1989, 29) argues that corporate identity is concerned with
four areas of activity, namely product and/or service, environments, in-
formation and behaviour. Van Heerden (1993, 8) explained that the over-
all impression of a corporation is formed by audiences through cues, such
as a logo, product and customer service, and therefore constitutes an im-
age.

CORPORATE IMAGE

According to Marconi (1996, 3, 12), people’s perceptions are based on
what they know or think they know about a product or service, ‘image
is the reflection of people’s perceptions. Gregory and Hickmann (1998,
104) state that the company’s image is most important. Consumer per-
ceptions and attitudes are formed about a company before consumers ac-
tually purchase a product or service from that company. It is this positive
positioning in the minds of consumers by the company that represents
a powerful influence on building brand equity and consumer choice. An
investigation by Van Heerden and Badenhorst (2004, 16) into factors that
determine the corporate image of South African banking institutions, led
to the conclusion that ‘corporate behaviour and corporate visual identity
contribute to corporate image. Van Heerden and Badenhorst (2004, 31)
suggest that the following factors contribute to the process of corporate
image formation:

« customer service through positive social relations,

« attractive visual signs, and

« the perception that a corporation is dynamic.

Some models of corporate image and corporate identity management
have been recorded by different authors Stuart (1999; Balmer 2001; Van
Heerden and Badenhorst 2004) in an attempt to develop conceptual

thinking in the area of corporate identity management. These models
are a useful tool to describe corporate identity and corporate image. Ac-
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cording to Stuart (1999, 201), the focus of the Kennedy model entails
how the company image is formed based on the perception of the per-
sonnel of the company. Balmer (2001) argued that the principal focus of
the Dowling model is the ‘outside in’ that accords particular emphasis to
corporate image. The heart of Dowling’s corporate image formation pro-
cess is a corporate vision statement that affects the organisation’s strategy
and organisational culture. Balmer (2001) supported the Abratt model,
and explained that this model is useful when attempting to integrate the
problematic concepts of corporate personality, identity and image. This
model has the objective of explaining the corporate image management
process and adopts an ‘outside in’ focus (an image, reputation), rather
than an ‘inside out’ (an identity, personality) focus. The Abratt model
also introduced the concept of ‘corporate personality’ (Stuart 1999, 204).

According to Van Heerden (2004, 18), corporate personality, identity
and image are elements of an interrelated process. Corporate personal-
ity leads to both corporate identity and corporate image, while corporate
image influences the corporate reputation.

A good example currently exists in the South African electricity sup-
ply market with the service provider Eskom. The name Eskom turned
out to be ‘Ek’sdom, translated as being ‘T am stupid, due to the shortage
of electricity supply that results in unsatisfied customers. A familiar and
once reliable brand name like Eskom became synonymous with failure.
Similarly, based on such skewed perceptions, people buy, sell, vote, travel,
invest and make major or minor decisions that govern their lives.

CORPORATE BRANDING (LOGO)

Varey (2002, 153) identifies that a brand can perform a number of func-
tions. There is general agreement in the marketing literature that a brand
is more than the name given to a product. Chevalier and Mazzalovo
(2004, 15) argue that a consumer chooses a brand for the specific quali-
ties it offers and that the differentiation of the brand is part of the contract
between two parties. The name and the logo present the mediation be-
tween the essential values of the company, its identity and the perceptions
of customers. Branding can be described as marketing of the corporate
identity and the creation of a specific product image.

According to Van Heerden (2004, 18), the logo of the corporation
‘serves as a mental switch that recalls an image in the eyes of the beholder’
referring to both corporate identity and corporate image.

In addition, Chevalier and Mazzalovo (2004, 93-9) state that brand
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identity is that what the brand means to the consumers. It constitutes the
basis and the federating element of all the activities selected as being man-
ifestations of the brand. A brand consists of and derives its essence from
the variable perceptions it engenders among consumers to manage it well.
A more precise initial definition of brand identity will be the capacity of
a brand to be recognised as unique, over time, without confusion, thanks
to the elements that individualise it.

Moreover, Kotler and Armstrong (2006, 225) explain that ‘a brand is a
name, word, picture, term, symbol, sign, device design or a combination,
to create a unique identity for particular products. A brand identifies a
product to a seller and differentiates the product and/or from competi-
tors!

Bouchikhi and Kimberly (2008, 21) explained that the identity of a firm
that makes and stands behind a product or service is becoming more im-
portant as the intrinsic attributes of that product or service, and that cor-
porate branding enables leaders to use the firm’s identity as a competitive
weapon. Brand preference can be described as the brand those consumers
or buyers prefer to other competing brands - a straightforward relation-
ship between buyer and seller.

Monsanto sa produces highly competitive products and the compet-
ing companies in the sa agriculture industry have become increasingly
similar. Without a doubt, this means that the whole of the company’s per-
sonality, its identity, will become the most significant factor in making a
choice between one company and its products and another. Market re-
search has shown that the DEKALB logo is the second-most recognised
agricultural logo around the world, surpassed only by John Deere (Mon-
santo 2006, 7). The logo debuted in 1936, and while many farmers were
initially reluctant to pay the higher price associated with hybrid seed,
DEKALB’s message to growers used the image of an ear of corn with two
wings that could help lift a grower’s mortgage by providing higher yields
and increased profits. Over the years, the DEKALB logo has been mod-
ernised, but the ‘winged-ear’ has remained a constant design element. Ac-
cording to a marketing communication session by Breytenbach (2008),
the logo identity is a vital asset to Monsanto sa4; it is the foundation for
compelling their brand identity, which increased recognition and aware-
ness to build their sales business.

A brand is a wholly concocted creation that is devised solely to help
sell and has no life of its own and the brand identity is aimed at one audi-
ence, the final consumer. On the other hand, company identity is aimed at
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many audiences, such as the final consumer, the trade, competitors, sup-
pliers, local government, national government, trade associations, trade
unions, the financial community, consumer associations, journalists, and
its own employees of various kinds of different places. The brand iden-
tity only looks outside to its audience of consumers; the identity of the
company, the corporate identity, looks both inside and outside at a wide
spectrum of audiences with different views of attitudes and interest in the
company (Olins 1978, 121). Similarly, Duncan (2002, 52) warns:

Corporate image is broader than brand image because branding
only relates to the management of the identities of individual brands.
When the product brand name and the company name are the
same, the company can establish a consistency of image. When the
brand name is different from the company name, consistency may
be harder to maintain.

THE BURROWS MODEL OF CORPORATE IDENTITY

This study closely follows a similar research design of an earlier study by
Van Heerden (1993; 2000; 2004). The semantic differential scale, which is
used to measure corporate image in this study, is widely used in market-
ing research, as was the case in Van Heerden’s research, through the Bur-
rows model. Therefore, the Burrows model of the corporate was utilised
(see figure 1).

The Burrows model is an identity management process described
through three distinct stages.

« Inthe first stage of the model (called corporate personality), once the
corporate mission is clear, management sets the overall business ob-
jectives. The next key part involves those activities designed to effect
the strategic management of the organisation. Once this strategic
management is clear, internal and external assessments can be eval-
uated to re-design the marketing strategy. The next area of corpo-
rate personality will be objective setting — policies synthesised into
an integrated, desired total corporate image. The last key part of this
model will be the competitor image research and analysis about the
organisation.

« The second stage of the model (called corporate identity) is the con-
trollable determinants of corporate image, which are a subset of the
strategy formulation for a sustainable competitive advantage related
to corporate identity and behaviour. An interpersonal and corporate
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determinants of corporate image; adapted from Van Heerden (1993, 29))

communications philosophy will emerge, namely promotion strate-
gies, corporate advertising, public relations and positioning strate-

gies.

« The final stage, stage three, is called corporate image. The image in-
terface represents the point of contact between the various stake-
holders and the company, and influences the stakeholders by means

of the internal or external image experiences.
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The Burrows model of corporate identity (as adapted from Van Heer-
den 1993; Van Heerden, Schreuder, and Gouverneur 2000; Van Heerden
and Badenhorst 2004) is a useful tool to be discussed and to understand
the process of how corporate image is formed from corporate identity.
From the Burrows model, it is evident that personality is the ‘glue’ that
holds the organisation together and that personality forms the corpo-
ration’s identity. The model explains that corporate identity is the per-
sonality of the corporation that is designed to accord with and facilitate
the attainment of the business objective. The perceived total image influ-
ences the corporate policies because opportunities are created for feed-
back and control. Everything the organisation makes and sells, everything
it says, writes down or displays, contributes to the construction of its iden-
tity. This model is most useful as it attempts to integrate the problematic
concept of corporate personality, identity and image. Therefore, the re-
searchers argue that the Burrows model could be used as a starting point
by corporations who want to change or revise their corporate identities.

This next section of the article will explain the research methodology.

Methodology

The primary objective of the empirical investigation report in this disser-
tation will be to determine the role that the corporate logo, as an element
of the corporate identity mix, plays in the corporate image of maize farm-
ers in the South African agriculture industry. Does the corporate logo
serve as a ‘mental switch’ or stimulus to create a corporate image in the
minds of respondents?

The first secondary objective is to compare comparable corporate im-
age factors identified in the 1993 study of South African banking insti-
tutions by Van Heerden (1993, 117) against the agricultural industry. The
second secondary objective is to evaluate the research findings from the
viewpoint that corporate image is not only formed by visual identity, but
also by behavioural identity.

RESEARCH HYPOTHESES
The research hypotheses for this study are:

H, Confusion in the market exists between the corporate name Mon-
santo sA and the brand name DEKALB.

H, Confusion does not exist in the market between the corporate name
Monsanto sA and the brand name DEKALB.
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H, Monsanto SA has a stronger corporate identity in the agriculture in-

dustry than DEKALB.

H, DEKALB has a stronger corporate identity in the agriculture industry

than Monsanto SA.

A semantic differential scale was used as research instrument. The de-
velopment of suitable items was included in the semantic differential, em-
ploying a factor analysis to evaluate the data collected. The semantic dif-
ferential scale that was used to measure corporate image in this study is
widely used in marketing research.

Qualitative Research

Qualitative research was conducted by means of discussions with the
Monsanto sA marketing team. The objective of this discussion was to
identify factors of importance within the Monsanto sA maize seed agri-
cultural sector. The focus group consisted of seven Monsanto sa sales
managers, including the cEo responsible for sixty sales representatives
in all maize production regions of South Africa. Following the focus
group discussions, an open-ended interview questionnaire was discussed
with each participant in order to capture their views regarding the suc-
cess factors in the marketing of maize seed in the agricultural sector. This
part of the research study was performed during June 2008, and played
an important role in the identification of the criteria that were used to
construct the measuring instrument.

Quantitative Research

Using the gathered information collected from the discussion group, a
structured questionnaire with 32 factors was drafted. The questionnaire
consisted of the identified factors and specific criteria to evaluate each
factor. The same factors were used to compare the corporation, Monsanto
sA, withits brand, DEKALB, to measure the effectiveness of dual branding
in the agricultural sector. A five-point Likert scale was utilised to capture
the views of the respondents.

Cronbach alpha coefficients were calculated to ensure validity and in-
ternal stability, where after the data were subjected to an exploratory fac-
tor analysis. A total of 400 structured questionnaires were distributed via
e-mail to all the field employees of Monsanto sa with the instruction to
complete these questionnaires with the farmers they service (200 with
the Monsanto logo and 200 with the DEKALB logo). The field person-
nel completed a total of 141 with the Monsanto logo and 140 with the

Managing Global Transitions



The Effectiveness of Dual Branding in the Agricultural Sector 91

DEKALB logo. This signifies a response rate of 70.3%. The population
consisted of the potential customer base, including mostly current maize
production farmers eligible to purchase seed. The same population com-
pleted both questionnaires for each logo with a minor period in-between,
not looking at the previous answers. A convenience sample was used to
identify the respondents for the study. Quantitative research was oper-
ationalised by processing and analysing literature studies and statistics.
Statgraphics 8.0 was employed as a statistical tool to analyse data. A min-
imum factor loading of 0.5 was met and items scoring less than this load-
ing were omitted from the factors.

Regarding construct validity, both the convergent and discriminant
validities were considered (see Http://www.socialresearchmethods.net/
kb/convdisc.php). Construct validity refers to the ability of the question-
naire to actually measure what it is designed to do, and it is measured
by determining whether the measuring items that should correlate with
one another, actually do correlate with one another (in convergent va-
lidity). On the other hand, discriminant validity determines the inverse,
namely to show that the measuring items that should not correlate with
one another, actually do not correlate with one another. Pearson corre-
lation coefficients were calculated to show that highly satisfactory corre-
lations (exceeding 0.80) do exist between the two datasets (r = 0.9916),
and that the questionnaire is suitable for use (Naidoo 2011, 138).

The Results of the Research
The results of this study consist of:

« a demographic profile,

o descriptive statistics (mean values, standard deviations and effect
sizes), and an

« Exploratory Factor Analysis (Varimax rotation normalised).
The profile of each group of respondents includes:

« Does the respondent purchase maize from the company?

« Whom does the respondent purchase maize from the company
from?

o Age group of the respondent.

The information is summarised in tables 1-3.
The question was asked whether the respondent purchases maize
from the company or not. The respondents of Monsanto sa indicated
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TABLE1 ‘Yes or ‘no purchasing profile

Monsanto sa DEKALB

Yes No Yes No

99.30% 0.70% 98.60% 1.40%

N=141 N=140

TABLE2 Purchasing profile

Monsanto sA DEKALB
(1) (2) (3) (1) (2) (3)
96.40% 0.70% 2.90% 96.40% 1.40% 2.10%
N=141 N=140

NOTES (1) Monsanto sales representative, (2) distributors, (3) Monsanto agent.

TABLE3 Age group

Monsanto sa DEKALB
20-30 31-40 41-50 51+ 20-30 31-40 41-50 51+
12.10%  29.80%  34.00%  24.10% 12.20%  27.30%  35.30%  25.20%
N=141 N=140

that 99.3% do purchase maize from the company. The respondents of
DEKALB indicated that 98.6% do purchase maize from the company.
The high percentages from both groups of respondents who purchase
maize from the company show prior experience and as such they possess
information or knowledge related to this study of company.

Table 2 indicates the business unit within the company from which
the respondents purchase maize seed. The Monsanto sa sales represen-
tatives cover a very high percentage of 96.4% in both groups.

The higher percentage of respondents in both groups is within the age
group of 41 to 50 years. Table 3 points to the fact that all age groups pur-
chase maize from the company and the lowest percentage of respondents
is from the age group 20 to 30 years.

Table 4 shows the measuring criteria employed to evaluate the two
brand names, Monsanto and DEKALB, on the five-point Likert scale. The
numbers of these 32 questions correspond with the numbers employed in
tables 5 and 6. These tables should be read with table 4 in mind.

The researchers also calculated the mean value of each criterion as well
as the standard deviation. Table 5 analyses the mean values of DEKALB
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TABLE 4 Measuring criteria

No. 1 2 4 5
1 Not understanding farmer req. Understanding farmer requirements
2 Not a biotechnology organisation A biotechnology organisation

3 Strange brand Familiar brand

4 Organisation not too progressive Organisation always improving

5 Plain brand Stylish brand

6 Unstable brand Stable brand

7 Slow service Fast service

8 Unlikeable products Likeable products

9 Low technology High technology

10 Untrustworthy brand Trustworthy brand

11 Quiet advertising Lively advertising

12 Disreputable products Reputable products

13 Unknown products Known products

14 Unsuccessful organisation Successful organisation

15 Boring organisation Interesting organisation

Continued on the next page

and Monsanto sA. In all the results, Group 1 represents DEKALB and
Group 2 represents Monsanto SA.

Table 5 indicates the average mean values for each group (questions
v1 to v32). The average mean value for question 1 DEKALB (Group 1) is
4.4000, with a standard error mean of 0.07082. The average mean value
for question 1 for Monsanto sA (Group 2) is 2.7000, with a standard error
mean of 0.08217. Table 5, therefore, compares the mean values on each of
the questions for both the groups.

Table 6 compares the differences in the mean values of the two groups
with the same questionnaire (see the criteria in table 4). In the analysis,
only question 1 shows significance in difference in both the statistical and
practical analyses. Question 1 deals with whether or not the organisation
understands the farmer’s requirements, and is shown below.

The mean value difference between the two logos for the same ques-
tion asked is 1.70000. Ellis and Steyn (2003) explained that the statistical
significance test (for example the t-test) is used to show that the result,
such as the difference between two means, is significant and that this is
an advantage of drawing a random sample enabling a person to study the
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TABLE 4 Continued from the previous page

No. 1 2 3 4 5
16 Bad product performance Good product performance

17 Unattractive company Attractive company

18 Unpleasant doing business Pleasant doing business

19 Unimportant to my business Important to my business

20 Organisation providing bad service Organisation providing good service
21 Brand not growing fast Brand growing fast

22 Invisible logo Visible logo

23 Unbelievable advertising Believable advertising

24 Old-fashioned organisation Modern organisation

25 Uncertain doing business again Definite doing business again

26 Weak brand image Strong brand image

27 Hazy communication Clear communication

28 Weak biotechnology image Strong biotechnology image

29 Meek advertising Aggressive advertising

30 Rigid when doing business Flexible when doing business

31 Low quality products High quality products

32 Complex doing business with Simple doing business with

properties of a population. Ellis and Steyn (2003) also argued that the p-
value is a criterion that provides the probability that the obtained value
could be obtained under the assumption that the null hypothesis (e. g. no
differences between the means) is true. A small p-value, smaller than o.05,
is considered as sufficient evidence that the result is statistically signifi-
cant. The authors argued that statistical significance does not necessarily
imply that the result is important in practice, as these tests have a ten-
dency to yield small p-values (indicating significance) as the size of the
dataset increases.

Ellis and Steyn (2003) explained that to comment on practical signif-
icance is to use the standardised difference between the means of two
populations, i. e. the difference between the two means divided by the es-
timate for standard deviation. Effect sizes can also be determined, and
practical significance can be understood as a large enough difference to
have an effect in practice. Ellis and Steyn (2003) introduced a measure
called the effect size, which makes the difference independent of units
and sample size and relates it to the spread of data obtained. The authors
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TABLE5 Analysis of mean values (paired samples statistics)

Pair (1) (2) (3) (4)
Pair 1 vigri 4.4000 140 .83795 .07082
v1gr2 2.7000 140 97228 .08217
Pair 2 v2gri 4.5971 139 75871 .06435
v2gr2 4.3813 139 66371 .05630
Pair 3 v3gri 4.4710 138 84743 07214
V3 gr2 4.6739 138 55583 04732
Pair 4 v4gri 4.5214 140 77244 .06528
v4 gr2 4.3214 140 .85888 .07259
Pair 5 vsgri 4.4000 135 .83933 07224
V5 gr2 4.4741 135 65597 .05646
Pair 6 V6 gr1 4.3929 140 .90320 .07633
V6 gr 2 4.0857 140 91734 .07753
Pair 7 v7gri 4.4892 139 77429 .06567
vy gr2 4.2662 139 .80376 .06817
Pair 8 v8gri 4.4929 140 .78196 .06609
v8 gra 4.4500 140 .64957 .05490
Pair 9 vo gri 4.6857 140 .73048 06174
v gr2 4.4714 140 61682 .05213
Pair 10 V10 gr 1 4.5429 140 .71340 .06029
V10 gr2 4.7143 140 52678 .04452

Continued on the next page

also explained the guidelines to use for interpretation of the effect size:
(a) small effect: d = 0.2, (b) medium effect: d = 0.5 and (c) large effect:
d=o0.8.

This research considers data with d > 0.8 as practically significant,
since it is the result of a difference having a large effect. The small effect
of d = 0.2 indicated that the effect is not practically significant and will
not be used in the interpretation of the results.

The results obtained from table 6 show that question 1 is the only re-
search question that is practically significant in practice with an effect
size > 0.8, with a size value of 1.36. Therefore, this means that only one
question from the 32 questions that were asked to compare the two logos
with each other from the same population of respondents is practically
significant for use in the research. The rest of the results have an effect
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TABLE 5 Continued from the previous page

Pair (1) (2) (3) (4)
Pair 11 viligri 4.4493 138 .88022 .07493
V11gr2 4.4638 138 .62967 .05360
Pair 12 vi2gri 4.5072 138 .80370 .06842
V12 gr2 4.4348 138 .68302 .05814
Pair 13 vi3 gri 4.5547 137 .78515 .06708
V13 gr2 4.4380 137 68451 .05848
Pair 14 vi4gri 4.5109 137 74869 .06397
V14 gr2 4.5620 137 .65148 .05566
Pair 15 visgri 4.3723 137 81356 .06951
V15 gr 2 4.5620 137 .59237 .05061
Pair 16 V16 gri 4.5652 138 72451 .06167
V16 gr 2 4.3913 138 .60935 .05187
Pair 17 vi7 gri 4.4388 139 .79959 .06782
V17 gr2 4.4964 139 .65247 -05534
Pair 18 vi8gri 4.5000 140 76337 .06452
vi8 gr2 4.3357 140 .73564 .06217
Pair 19 vig gri 4.5899 139 .75960 .06443
V19 gr 2 4.5468 139 .65079 .05520
Pair 20 v20gri 4.5620 137 .75597 .06459
V20 gr2 4.5474 137 67487 .05766

Continued on the next page

size value smaller than 0.8 (see table 6), and are not used in the analysis.
Therefore, not used.

From the analyses from the respondents for question 1, the author
can argue that respondents feel that the DEKALB brand understands the
farmers’ requirements and that the company Monsanto sA does not un-
derstand the farmers’ requirements. The respondents rated the brand bet-
ter than the company itself did.

FACTOR IDENTIFICATION

Factor analysis is an approach that examines the associations among a
large set of original measures and aims to reduce them to a smaller sub-
set of explanatory factors for easier interpretation and is often referred
to as a data reduction-interpretive technique (Martins et al. 1999, 369).
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TABLE 5 Continued from the previous page

Pair (1) (2) (3) (4)
Pair 21 v21gri 4.4000 140 .80287 .06786
v21g8r2 4.5500 140 .62703 .05299
Pair 22 v228ri 4.4820 139 .75520 .06406
V22 gr2 4.2446 139 .78797 .06683
Pair 23 v23gri 4.3000 140 .80198 .06778
V23 gr2 3.9357 140 94611 .07996
Pair 24 v24 gri 4.4593 135 .80819 .06956
V24 gr2 4.2593 135 73264 .06306
Pair 25 v25gri 4.5683 139 73278 .06215
V25 gr2 4.4820 139 .68475 .05808
Pair 26 V26 gr1 4.4161 137 81927 .07000
v26 gr 2 4.5547 137 .72680 .06209
Pair 27 v27 gri 4.4783 138 .79430 .06762
V27 gr2 4.2246 138 74499 .06342
Pair 28 v28gri 4.6277 137 81356 .06951
v28 gr2 4.2555 137 83163 .07105
Pair 29 v29 gri 4.4317 139 .86015 .07296
V29 gr2 4.6619 139 .58426 .04956
Pair 30 viogri 4.2734 139 87481 .07420
v30gr2 4.3957 139 .70832 .06008
Pair 31 v3igri 4.5942 138 74125 .06310
V30 gr2 4.2609 138 .78586 .06690
Pair 32 v32gri 4.3929 140 .83706 .07074
V32 gr2 4.5714 140 .65857 .05566

NOTES Column headings are as follows: (1) mean, (2) N, (3) standard deviation, (4)
standard error mean. ‘Pair’ refers to measuring item 1 of Monsanto and the correspond-
ing measuring item of DEKALB.

The authors also explained that the observable measures are generally
respondent perceptions, expectations or preferences, which describe cer-
tain personality and behaviour traits that are normally not directly ob-
servable. A correlation matrix between all pair-wise measures is required
as input data to analyse and examine associations between variables.

A factor analysis subsequently enabled the researcher to summarise
8992 responses (281 respondents; 32 items; Monsanto sA and DEKALB)
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into a smaller number of factors. By summarising these responses, it
was hoped that certain underlying constructs or dimensions of corporate
image and the differences between Monsanto sA and DEKALB would
be found. The initial dataset, consisting of 32 variables for each group,
was subjected to Cronbach’s coefficient alpha () reliability test and both
datasets had « values > 0,70 (Boshoft and Hoole 1998, 77). In addition,
each identified factor from the factor analysis was also subjected to the
Cronbach alpha test, and the @-value for the single factor extracted from
the data pertaining to DEKALB was 0.989. The factor analysis identified
two factors pertaining to Monsanto sa, and they had alpha values of
0.968 and 0.797, respectively.

DEKALKB explains a favourable total variance of 75.7%. All this vari-
ance is explained by the first factor. It is also the only factor identified
by the analysis. The identified factor has been labelled and interpreted
appropriately.

Variables that are highly correlated with each other are grouped to-
gether under a single factor. The factor analysis for DEKALB (table 7) re-
vealed that one factor could be identified from the data and illustrated
the items significant for the one factor.

A suitable description for this factor seems to be dynamism. Some of
the above items fit well together and are supportive of each other. A brand
name that understands farmer requirements, always improving, stylish,
stable, likeable, fast, trustworthy, lively, reputable, interesting, attractive, ag-
gressive, flexible, pleasant doing business, modern, clear communication, is
definitely very dynamic. These items are all very intangible; they may be
seen to constitute corporate behaviour.

Two items, namely ‘brand growing fast’ and ‘strong biotechnology im-
age, did not contribute to this factor.

The factor analysis for the Monsanto sA data explained a cumulative
variance of 57.9%. Factor 1 explained the majority of this variance (50.3%).

Variables that are highly correlated with each other are grouped to-
gether under a single factor. Each distinct grouping of highly correlated
original variables represents a separate factor. The factor analyses for
Monsanto sa table 8 revealed that two factors could be identified from
the data and illustrate the item significant for the two factors.

A suitable description for factor one also seems to be dynamism. Ac-
cording to the OED (2005, 363), the meaning of dynamism is the quality
of being dynamic, philosophical, chiefly historical, the theory that phe-
nomena can be explained by an imminent force. Most of these items fit
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TABLE 7 Dekalb component factors

Factors Component
v26 weak brand image/strong brand image 911
vi1 quit advertising/lively advertising .902
v4 organisation not too progressive/organisation always improving .900
v31 low quality products/high quality products .898
vi2 disreputable products/reputable products .895
v24 old-fashioned organisation/modern organisation .893
v20 organisation providing bad service/organisation providing good service .891
vig9 unimportant to my business/important to my business .886
v14 unsuccessful organisation/successful organisation .884
v15 boring organisation/interesting organisation .883
v25 uncertain doing business again/definite doing business again .882
v32 complex doing business with/simple doing business with .882
v27 hazy communication/clear communication .881
v3o rigid when doing business/flexible when doing business 877
v7  slow service/fast service .875
V17 unattractive company/attractive company 871
v18 unpleasant doing business/pleasant doing business .868
v13 unknown products/known products .864
v23 unbelievable advertising/believable advertising .862
vo low technology/high technology .861
v2  not a biotechnology organisation/a biotechnology organisation .860

vi not understanding farmer requirements/understand. farmer requirements  .860

v6 unstable brand/stable brand .858
vio untrustworthy brand/trustworthy brand .856
v16 bad product performance/good product performance .854
v8 unlikeable products/likeable products .852
vs5  plain brand/stylish brand .846
v29 meek advertising/aggressive advertising .832
v3  strange brand/familiar brand .823
v22 invisible logo/visible logo .790

well together with the factors of the DEKALB brand and are supportive of
each other. An organisation’s brand name, like Monsanto sa, which un-
derstands farmer requirements, always improving, stylish, stable, likeable,
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TABLE8 Monsanto sA component factors

Factors Component 1 2
v18 unpleasant doing business/pleasant doing business .823
v27 hazy communication/clear communication 821
v7  slow service/fast service .795
v20 organisation providing bad service/org. providing good service .786
vi4 unsuccessful organisation/successful organisation .783
V17 unattractive company/attractive company .776
vi2 disreputable products/reputable products 772
v25 uncertain doing business again/definite doing business again 771
v31 low quality products/high quality products .769
vi9 unimportant to my business/important to my business .766
v24 old-fashioned organisation/modern organisation 762
vio untrustworthy brand/trustworthy brand .758
v3o rigid when doing business/flexible when doing business 757
vi  not understanding farmer requirements/underst. farmer req. .756
v16 bad product performance/good product performance 751
vi1l quit advertising/lively advertising 744
v4  organisation not too progressive/organisation always improving 737
v1i5 boring organisation/interesting organisation .730
v29 meek advertising/aggressive advertising .728
v8  unlikeable products/likeable products 721
v32 complex doing business with/simple doing business with 713
v23 unbelievable advertising/believable advertising .696
v26 weak brand image/strong brand image 678
v13 unknown products/known products .655
v2  not a biotechnology organisation/a biotechnology organisation .648
vg  low technology/high technology 623
vs  plain brand/stylish brand .813
v3  strange brand/familiar brand 672
v6  unstable brand/stable brand .637

fast, trustworthy, lively, reputable, interesting, attractive, aggressive, flex-
ible, pleasant doing business, modern, clear communication, is definitely
very dynamic. These items may also be seen to constitute corporate be-
haviour. Three items, namely ‘brand growing fast, ‘strong biotechnology
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TABLE9 Comparison of factors in different industries

Factor Represent (1) (2) (3)
Factor 1 Dynamism X X X
Factor 2 Stability/credibility X

Factor 3 Client/customer service X

Factor 4 Visual identity X X

NOoTES Column headings are as follows: (1) banking institutions in sa (Van Heerden
1993), (2) Monsanto sA current study, (3) DEKALB current study.

image’ and ‘visible logo’ did not contribute to any factor. The only dif-
ference between the brand and organisation items in factor one, is the
item invisible logo, which was excluded when evaluating the Monsanto
sA logo.

A suitable description for factor two seems to be visual identity. These
three items, namely familiar brand, stylish brand and stable brand, fit well
together and are supportive of each other. Van Heerden (1993, 121) argued
that visual identity is a major contributor towards corporate image, but
that dynamism contributes more to corporate image.

In summary of the factors that were identified to determine the cor-
porate image of Monsanto sA and DEKALB, it can be argued that the
respondents, when viewing the DEKALB logo, picture this brand name
as one identity and do not associate it with the organisation Monsanto
sA. It has been portrayed as one identity standing on its own. In the case
of Monsanto sa4, it can be argued from the results that respondents pic-
ture and associate the organisation Monsanto sA with the brand name
DEKALB.

Table 9 compares the factors identified by Van Heerden (1993) in the
South African banking industry and the current study in the agricultural
sector. Dynamism was identified as a common factor when matched up
against the agricultural market (organisation or brand) and therefore it
can be argued that this factor represents behavioural identity (dynamism)
in both industries” research findings. This confirms the viewpoint that
corporate image is not only formed by visual identity, but also by be-
havioural identity.

Acceptance or Rejection of Hypotheses

The research formulated four research hypotheses that should either be
accepted or rejected as a result of the research.
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H, Confusion in the market exists between the corporate name Mon-
santo sA and the brand name DEKALB.

Partially accepted. The research clearly showed that two factors for Mon-
santo sA were identified, while only one factor was identified for the
brand pDEKALB. Two factors, dynamism and visibility, were identified for
Monsanto sa, and for DEKALB, just one factor, namely dynamism was
recognised.

H, Confusion does not exist in the market between the corporate name
Monsanto sA and the brand name DEKALB.

Partially accepted. See explanation H, above.

H, Monsanto sA has a stronger corporate identity in the agriculture in-
dustry than DEKALB.

Partially accepted. Due to the two factors (dynamism and visibility) as
identified in this investigation for Monsanto sa, respondents do relate
the corporate identity with the brand pEkALB. The factor dynamism for
the DEKALB brand only relates to the brand and is not linked to the cor-
porate identity of Monsanto SA.

H, DEKALB has a stronger corporate identity in the agricultural indus-
try than Monsanto SA.

Partially accepted. See explanation H, and H, above.

From the research findings, there is a small difference in how the re-
spondents observe Monsanto sA and DEKALB. The factor dynamism
was identified as a common factor and visibility was not found in the
brand pEkALB. With regard to the comparison between Monsanto sa
and DEKALB, only one factor was meaningful.

Analysis and Interpretation

The data were collected via a measuring instrument at maize production
farmers in the agricultural sector of the market, and the statistical anal-
yses made use of descriptive as well as advanced techniques. The use of
factor analysis is to determine the underlying constructs of a dataset pro-
vided to be beneficial in this application setting, since it has supplied the
researcher with additional information to assist the marketing team in
identifying factors of importance to increase and grow the market busi-
ness entity. The dataset was validated by applying Cronbach’s alpha and
it proved to be reliable and stable.
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In this investigation, for the brand DEKALB, one factor contributed
to the brand image and was identified as dynamism. For Monsanto sa,
two factors contributed to the organisation’s image and were identified as
dynamism and visual identity.

It can be argued that the respondents, when looking at the DEKALB
logo, picture this brand name as one identity and do not associate it with
the organisation Monsanto sA. Itis portrayed as one identity standing on
its own. In the case of Monsanto sa, respondents picture and associate
the organisation Monsanto sA with the brand name DEKALB. These re-
sults indicate that the corporate logo, as one of the elements of the cor-
porate identity mix, can be used to create images in the minds of respon-
dents, because it serves as a mental switch or stimulus. The research re-
sults confirm the assumption that corporate behaviour and corporate vi-
sual identity contribute to visual identity. This argument is also supported
by an earlier study done by Van Heerden (1993, 123). In addition, these re-
sults are arguably in line with the research by Dungan (2002, 52), explain-
ing that when corporate image is different from brand name, consistency
is harder to maintain. According to Van Heerden and Badenhorst (2004,
19), ‘the dual nature of image and identity creates a special dilemma for
decision-makers’

Conclusions
From the research, it can be concluded that:

« In the analysis, only question 1 (table 5) showed a significant dif-
ference. This question dealt with whether or not the organisation
understands the farmer requirements when viewing the two differ-
ent logos at different times. The respondents indicate that DEKALB
does understand farmer requirements (mean value of 4.40), and
that Monsanto sA does not really understand farmer requirements
(mean value of 2.70).

o The researcher concluded that DEKALB has a strong brand iden-
tity. The respondents identified with the brand and not with Mon-
santo SA. The brand DEKALB identifies a product to the respon-
dents and differentiates it from the competitor’s products. DEKALB
has a brand reputation and has value in the minds of customers.
This unified identity has been labeled dynamism. From table 7, it
is evident from the historical survey (Objectivity 2003) that 76% of
respondents did not know the new brand pEkALB. With this cur-
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rent survey of 2008, this deficit of the past has been eliminated,
and all respondents knew the brand pEkALB. They did, however,
not necessarily make a strong connection to Monsanto sa as the
company. Respondents today feel that the brand does understand
farmer requirements. Evidently, the current marketing strategy of
the DEKALB brand is very successful.

« The factor dynamism was identified and is tested to be reliable be-
cause it was subjected to the Cronbach coeflicient alpha («) reliabil-
ity test with an @-value of 0.98.

« The cumulative variance for the factor loading to DEKALB is high
(76%). In addition, the high Cronbach alpha value of the factor sup-
ports the fact that statistically a good and reliable fit to the data exists.

« With reference to the first conclusion, the respondents indicate that
Monsanto sA and DEKALB differ significantly, except on the first
question.

« Regarding the case of Monsanto sa, the respondents relate with the
identity, the corporate name and the brand name of the organisa-
tion. The core factor identified is also dynamism. However, this fac-
tor explains less variance than was the case with DEKALB (50%).
In addition, a second factor is present with Monsanto sa, namely
that of visibility in the market. An explanation could be that a brand
like DEKALB only deals in a straightforward relationship with one
group of customers, while Monsanto sA operates in a complex tan-
gled web of relationships over a much more extended business en-
vironment.

o The two factors that were identified resulted in favourable Cron-
bach Coefficient alphas (a-values of 0.96 and 0.79 respectively). It
is, therefore, concluded that the factors are reliable.

o The cumulative factor variance for Monsanto sa is less than that
of DEKALB (58%), while dynamism as a factor only explains 50%
variance. This is significantly less than the variance explained by
DEKALB. As such (bearing in mind the explanation offered in Con-
clusion 2: DEKALB), Monsanto sA is perceived by the market to be
more complex, while DEKALB is regarded to be a single factorial
concept.

Managerial Implications

The analysis showed that there is no significant practical difference be-
tween the brand perceptions pertaining to Montana sA and DEKALB.
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From a managerial perspective, this is reassuring because building a duel
brand in the market could be confusing to customers and creates oppor-
tunities for competitors in the seed market. The managerial implications
of the study are summarised below.

1. The marketing strategies of the two brand identities should continue
to dovetail in order to strengthen the perceptions in the market that
a common factor in identity exists. Marketing managers should po-
sition DEKALB as the vehicle that transports Monsanto sa’s brand
value of dynamism.

2. The visibilities of both DEkKALB and Monsanto sa in the market
should be used to continue to act as a transporter of brand iden-
tity. Managers should realise that both names are synonymous with
the company, and as such, positively build the brand identity in the
market.

3. Regarding the management of the Department of Research and De-
velopment at Monsanto Sa, it is important that managers continue
to fund research in order to continue to identify other brand iden-
tities (factors) that may be lurking within the Monsanto sa brand.
This is especially true because 43% of the variance is yet to be ex-
plained, identified, and addressed.

4. For the same reason, management should also support continued
research regarding the brand name DEKALB, because it is important
to determine whether the brand identity really relates to only one
factor. The DEKALB brand could also have latent factors within that
could be valuable in constructing a marketing strategy.

5. Management should take note of the strong brand identity of DEKALB.
Since the DEKALB brand marketing strategy is so successful, the
DEKALB brand should present itself as clear and understandable as
possible. In addition, the relationship with or link to Monsanto sa
should always be confirmed. This would ensure that customers per-
form brand transfer between the different departments, divisions,
and other brands or products that Monsanto sa markets. This im-
plies that the whole of the organisation’s personality and its identity
should become the most significant factor in making a choice be-
tween companies.

6. An interesting managerial implication is that an awareness cam-
paign is required to sensitise all of the marketing managers in the
Monsanto SA organisation to be a major role-player when it comes
to corporate identity strategies. Managers should realise the im-
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portance of the role of the corporate identity in the total business
strategy. It is also the responsibility of management to share the
plan and to implement the corporate identity programme with all
of Monsanto sA employees. This will enable the realisation and un-
derstanding of the importance of corporate identity and the role
they play.

7. Although it can be argued that dual branding in the marketing strat-
egy influences corporate identity and image negatively, this is only
true in market confusion scenarios. Once the dual branding strategy
becomes synonymous in its identity, significant benefits can be de-
rived from it, especially if a number of brands exist within an organ-
isation. The Monsanto sA marketing team must emphasise this fac-
tor to ensure that respondents are not confused by its dual branding
strategy. It is therefore recommended that Monsanto sA continues
its dual branding strategy by creating positive experiences of both
brands in the minds of the consumers.

Valuable knowledge could be derived from future research conducted
with those respondents who do not purchase maize seed from the organ-
isation but from Monsantos competitors. In addition, further research
could identify the rest of the agricultural sector regarding those factors
that contribute to corporate image. The other brands, among others,
Round-Up, Lasso MT, DELTAPINE, Seminus, Guardian, Bullet, Carnia
Seed, and more, could be enlisted in further research at Monsanto sA.

Limitations of the Study
The study and its results are limited by the following constraints:

« The results pertain to Monsanto sa only, and cannot be extrapo-
lated to other countries where Monsanto International operates. Re-
sultantly, managerial decision-making based on these results is lim-
ited to South Africa only.

« The views expressed in this research are a result of the perceptions
and buying behaviour of the customers of Monsanto sa (and also
buyers of DEKALB as the brand name of Monsanto sa). The study
is, therefore, limited to the customers of Monsanto sA only.

« The views of non-customers (such as the buyers of Pioneer, Kudu,
and other competitive agricultural seed products and brand names)
are not discounted in this study. It could be possible that these
customers with a lesser knowledge of Monsanto sa or their brand
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name DEKALB do not know that the link between these identities
exists, and may even regard Monsanto sA and DEKALB as com-
petitors to in the market.
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Socialno podjetnistvo v gospodarstvu v vzponu s poudarkom
na institucionalnem okolju in socialnopodjetniski u¢inkovitosti
Boris Urban

V skladu s prepric¢anjem, da institucionalno okolje vpliva na podjetni-
$ko dejavnost, ¢lanek raziskuje, kako je pripravljenost dolo¢ene osebe,
da za¢ne s socialnim podjetnistvom, povezana z njenim prepri¢anjem o
svoji u¢inkovitosti. Oblikovane so bile hipoteze o vplivu juznoafriskih
regulatorskih, normativnih in kognitivnivnih institucionalnih profilov
na posameznikovo uc¢inkovitost v socialnem podjetnistvu. Izsledki ka-
Zejo na ugodno sprejemanje regulatornih in normativnih razseznosti, ki
so povezane z visokimi ravnmi u¢inkovitosti. Kljub temu, da so institu-
cionalni podporni mehanizmi bistveni za povec¢anje obsega socialnega
podjetnistva, pa se to lahko $iri le na podlagi spodbujanja samozavesti
posameznikov.

Kljucne besede: institucije; samoucinkovitost; socialno podjetnistvo;
Juzna Afrika

Klasifikacija JEL: D8; J24

Managing Global Transitions 11 (1): 3-25

Vpliv vizije in strategije druzbene odgovornosti
na poslovno uspesnost
Anton Persi¢ in Mirko Markic

Namen raziskave je bil prouditi vpliv vizije in strategije druzbene od-
govornosti na poslovno uspes$nost organizacij z upostevanjem celovi-
tosti in soodvisnosti druzbeno odgovornega ravnanja ter vpliv sposto-
vanja nacel in gradnikov druzbene odgovornosti na trajnostni razvoj
organizacije. Podatke in informacije smo zbrali s kvantitativno metodo
raziskovanja, kot pripomocek za zbiranje pa smo uporabili vprasalnik,
ki smo ga posredovali vsem 759 velikim in srednje-velikim organizaci-
jam na podro¢jih izvajanja trznih storitev v Republiki Sloveniji. Ugoto-
vili smo neposreden vpliv uresni¢evanja vizije, strategije in soodvisnosti
dejavnikov druzbene odgovornosti na poslovno uspe$nost organizacije,
posebej na prihodek (p = o, 017), dobicek (p = o0, 003) in ekonomicnost
poslovanja (p = o, 019). Izidi raziskave ponujajo tako teoreti¢ne kot tudi
prakti¢ne koristi za vse tiste, ki se ukvarjajo s na¢rtovanjem, organizi-
ranjem, vodenjem in kontroliranjem trajnostnega razvoja in druzbeno
odgovornega ravnanja v organizaciji.
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Kljucne besede: druzbena odgovornost; poslovna uspe$nost; trajnostni
razvoj; trZne storitve

Klasifikacija JEL: L80; Q01; M11; M14

Managing Global Transitions 11 (1): 27-40

Teoreti¢na in empiri¢na analiza razlik med spoloma

v afriSkem poslovnem okolju

Herman Linde, Renjini Alex, Felicity van Vrede, Werner Havenga in Jan
C. Visagie

Namen raziskave je bil ugotoviti, ali obstajajo razlike v slogih razrese-
vanja sporov med moskimi in Zenskimi podjetniki v Juzni Afriki, in
primerjati te rezultate z nacini razre$evanja sporov, ki jih uporabljajo
moski in zenski vodilni delavci v nigerijskih organizacijah. Empiri¢na
raziskava je bila opravljena z uporabo Rahimovega modela organizacij-
skega inventorija (Roc-11). Rezultati so pokazali, da med moskimi in
zenskami obstajajo razlike v slogih razresevanja sporov, ceprav so zelo
majhne. V Juzni Afriki sku$ajo Zenske za razre$evanje sporov s podre-
jenimi pogosteje uporabljati integrativni slog kot mogki. Pri moskih pa
je bila ugotovljena mo¢na negativna korelacija med integrativnimi, do-
minantnimi in kompromisnimi slogi. Izsledki raziskave so bili tudi pri-
merjani z izsledki podobne raziskave, ki je bila opravljena med vodil-
nimi delavci v Nigeriji. Pokazale so se podobnosti v slogih rezreSevanja
konfliktov pri podjetnikih v Juzni Afriki in vodilnih delavcih v Nige-
riji. Rezultati nigerijskega in juznoafriskega vzorca so si podobni v tem,
da tako moski kot Zenske skusajo pogosteje uporabljati integrativni na-
¢in. Izsledki tudi nakazujejo, da Nigerijci pri tem manj mislijo nase kot
JuZnoafric¢ani.

Kljucne besede: organizacija; slogi razre$evanja konfliktov; odnosi
Klasifikacija JEL: J16; D74

Managing Global Transitions 11 (1): 41-60

Oblikovanje identitete blagovne znamke in pomen trzenjskega
komuniciranja: pogledi skrbnikov blagovnih znamk
Nusa Petek in Maja Konecnik Ruzzier

V zadnjem ¢asu akademiki izpostavljajo velik pomen odnosa do bla-
govne znamke in izkugenj z znamko kot pomembnih gradnikov identi-
tete blagovne znamke. Nova trzenjsko-komunikacijska orodja, ki omo-
gocajo interakcijo in vpletenost porabnikov, so izpostavljena kot ena iz-
med glavnih orodij, ki utrjujejo odnos do znamke in izbolj$ujejo vplete-
nost porabnika. V prispevku analiziramo razumevanje gradnikov iden-
titete blagovne znamke s strani skrbnikov blagovnih znamk in uporabo
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novih trzenjsko-komunikacijskih orodij v praksi. S tem namenom smo
izvedli dvanajst globinskih intervjujev med skrbniki blagovnih znamk v
Sloveniji. Rezultati implicirajo, da mnenja skrbnikov blagovnih znamk
niso konsistentna z novimi dognanji med akademiki, saj skrbniki bla-
govnih znamk ne omenjajo odnosa do blagovne znamke in izkusenj z
znamko kot moznih gradnikov identitete znamke. Kljub temu, da se
ve¢inoma nova trzenjsko-komunikacijska orodja mo¢no uporabljajo, je
uporaba mobilnega oglagevanja $e v zametkih in tako dandanes v praksi
$e vedno prevladujejo tradicionalna trzenjsko-komunikacijska orodja.

Klju¢ne besede: blagovna znambka; identiteta blagovne znamke; skrbniki
blagovnih znamk; trzenjsko komuniciranje; Slovenija

Klasifikacija JEL: M310; M370

Managing Global Transitions 11 (1): 61-78

Uc¢inkovitost dvojnega oznacevanja z blagovno znamko
v poljedelstvu
Christo A. Bisschoff, Hendrik P. Van Staaden in Amareza Buys

Raziskava obravnava koncept strategije dvojnega oznacevanja z blagov-
no znamko s proucevanjem trznega zavedanja dveh blagovnih znamk:
DEKALB in Montana sA. 281 anketirancev je izpolnilo vpragalnik, pri-
pravljen posebej v ta namen. Analiza podatkov je bila opravljena z de-
skriptivnimi statistikami in Varimax analizo rotiranih faktorjev. Zane-
sljivost je bila preverjena z dolo¢itvijo Cronbachovega koeficienta alfa.
Za sedaj sta znamki skladni, vendar lahko zlahka pride do zamenjeva-
nja, zaradi Cesar je potrebna previdnost. Kar zadeva DEKALB, prispeva
k prepoznavnosti blagovne znamke samo en dejavnik, in sicer dina-
mic¢nost. Kar zadeva Monsanto sa, pa prispevata k prepoznavnosti bla-
govne znamke dva dejavnika, dinami¢nost in vizualna identiteta. Razi-
skava ugotavlja, da je, kljub podobnosti obeh znamk, znamka Monsanto
sA jasneje definirana. Najpomembnejsa ugotovitev je, da dvojno ozna-
¢evanje z blagovno znamko vpliva na identiteto in podobo podjetja ter
obratno.
Klju¢ne besede: identiteta podjetja; trzna strategija; dvojno oznadevanje
z blagovno znamko; enojno oznacevanje z blagovno znamko;
trzno zavedanje
Klasifikacija JEL: M30; M31; M39
Managing Global Transitions 11 (1): 79-110
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