M.H THE QUESTIONNAIRE

A copy of the questionnaire is reproduced in appendix 3.

Following on the comments and hypotheses above, the questions are

self-explanatory. The categorisation of innovativeness according
to the definition is done via questions 20 and 23. Opinion
leadership is tested in gquestions 72 to 78. The reduced

Sociomonitor questionnaire is reproduced in gquestions 79 to 102.

In order to speed up the answering time, given the large number
of characteristics being tested, all questions were closed-ended,
4tth most responses requiring the marking of a scale. The
meanings of responses on these scales were explained as clearly
as possible up front in a letter. Some questions (eg. age)

required a numeric response.



4.5 IIMITATIONS OF THIS STUDY

Thi» study suffers from all of the limitations of persona.
perception studies. The responses will be influenced by the
individual' a subjective understanding of the questions, a
tendency to answer "correctly", whatever that may mean to the
individual, as opposed to honestly. Many of the questions Dbeing
asked relate to activities either significantly long ago, or

possibly outside the experience of the individual, and theeffect

of inexperienced replies 1is difficult to assess.

Some of the limitations in the selection of possible respondents
have Dbeen noted above. Hhile every effort has teen made to select
as e.de a spectrum of subjects as possible (a questionnaire was
sent to every identified potential subject), if is possible that

some segment of the population has been aissed.

In addition, there is the potential for some selection process to
govern the tendency to complete -nd return the guestionnaire. The

content of personal questions could heighten this tendency. Three

responses were received uncompleted, with specific objection to
this.

All of these limitations are gerv > o studies of this nature
[Green " and Tull, 1978) . Noreferencescould be found as to
studies like this in industrial, profession-dominated

populations, and so the influence of these factors is difficult

to assess. It is the opinion of this author that studies cf this



nature Mill lead to a more complete understanding of industrial

buyer behaviour, and industrial marketing in general.



SMEISE 1

AWAtYSIS OF RESULTS

5.1 can QF-1Hfi PVrVL&IISA.

As noted in tne ©previous chapter, the population has been
categorised along three schema: innovators, using the new
definition; opinion leaders, using the King tod Summers M970J
questions; and personal innovators, using the Sociomonitor
questionnaire. In all three cases categorisation was done by
ordered quartiles, in other word "innovators" are the 25% of the
population mnst innovative according to the definition. In
Chapter 3, it was noted that most studies categorised innovators

as the top 1b% of the population. In this study it was decided to
use quartiles for a number of reasons. Firstly, given the small
number of respondents it was felt that a group of only 1b
individuals would Dbe less statistically meaningful. Secondly,

4his study 1is equally interested in the <characteristics of

opinion leaders, acd there is no general consensus on the
categorisation or opinion leaders. Thirdly, from a marketing
strategy viewpoint, it may well not be the top group of each
schema who tr* of interest, and the use of equally sized groups

would be more easily visualised.

Both the test for opinion leadership and personal innovativeness
provide numerical scores, by which categorisation into quartiles

is simple. Kith tne test for innovativeness, a two point sort was



carried out, primary sort on question 20, and secondary sort on

question  23. For question 20 ("choose a statement representing
your experience with IBS") G respondents answered 'V ("He use
them often") , and 38 answered '2' ("He have used themon
occasion") . The 38 were sorted on question 23 ("how Ion* ago did
you first try IBS"), with those who had used them first being
categorised into thu upper quartlle. This system was usedin
placing respondents into the other quartiles. In this ruport the
following convention will be used forreferring to the
categories:

11, 12, 13, 14 - Upper »o lower quartiles of innovators,
according to the new definition,
respectively.

01, 02, 03, O« - Upper to lower quartiles of opinion
leaders, Dby self-report.

PI, P2, P3, P4 - Upper to lower quartiles of innovators,

according to the Sociomonitor questions.
"Innovators", "Opinion leaders", and "Pe-sonal innovators" - II,

01 F d PI respectively.



S.2 ANALYSIS OF BULK DAIft.

Appendix 4 contains a ftn tabulation of frequencies of response
to all categorical gquestions, and means for numerical responses.
This chapter will summarise these daca. All comments refer to tli<
reported perceptions of the respondents. This sub- chapter
provides a picture of the average responses of the population.
The next two sub-chapters will ixplore the differences in

perception of the categories.

A. THF DECISION MAKING UNIT

Tne mean number of people involved in the DMO is 4.6. The mean
status occupied in the DMU is 2.7, or somewhere between "normal
influence" and "high influence". Average spending is 3.7, or

about R5 m per annum.

B. TENDERING BEHAVIOUR

There is a high tendency to always issue closed tenders (tenders
accepted only from a limited group of tenderers), and to never
negotiate tenders. It must be remembered that most of the
respondents are employees of State or semi- State organisations,
which have standard tendering pr ledures, under the Jjurisdiction
of the Tender Board, and eo have 'l*tted flexibility in both of

these areas.

Respondents were neutrel in terms of acceptence of alternate
tenders Itenders received in building systems other than

conventional) .



C. POSSIBILITY OF CONTRIBUTION BY IBS
Respondents saw an above neutral potential for cont ution by

IBS in this market (a mean of 5 23 on a nominal scale of 1 to 7).

The relative potential for contribution in the segm *-re all
above neutral with the exception of self-help housing. Self-help
refers to housing schemes in which the majority of the labour la
supplied by the final occupier. The relative potential for

contribution seen (on a scale 1 * low , 7 e high contribution)

wee:

MEAN
Fast projects 5. 37
Building on nroblem soils s. 14
Low cost housing 4.82
Distant projects 4.52
Self-help housing 3-728

The population for this study was purchasers of housing projects:
only one response was received from a potential organiser of self
help housing schemes, and so the population could possibly Dbe

inexperienced in this area, time distorting this result.

The mean saving requii »d by respondents to consider tenders in

IBS was 13%. There wet* only 1b out of 105 responses to vhia
question, and so the result cannot be regarded as indicative. 1In
discussions following the dispatch of the gquestionnaire, it was

indicated that this question had been poorly phrased. and  w»«



generally misunderstood by respondents.

D. VIER OF ORGANISATIONAL CULTURE
The mean view of the population of their organisational culture

is shown in order of deviation from neutral in tne following

table. Opposites to the view are shown in brackets. The deviation
of the mean - from the neutral point of 4 (scale was from 1 to
7) are shown —uw:
DEVIATION

Powerful (Weak) 2.10

Careful (Careless) 1.84

Structured (Informal) 1. 79

Leading (Following) 1.11

Established (Growing) 0. 59

Rare (Cold) 0. 57

Modern (Traditional) 0.15

E. USAGE OF 1IBS

For question 20, 8 (7.7%) responses were received for category 1
("we use IBS regularly"). 8l (78%) responses were received for
categories 1, 2 or 3 ("we use them often", . on occasion", or

have used them and may try ag«.in"). The level ot experience
in IBS is relatively high. A low response was received to the
question relating to timing of exposure and trial of IBS. Means

and responses to the questions were as follows:



YEARS RESPONSES

AGO OUT OF 105
First heard of IBS 11.5 34
First evaluated IBS 7.5 57
First tried IBS b. 5 47

F. PERCEPTION OF INNOVATIVE PRODUCT CLaSS

All of the means of responses regarding the product attributes

tested in questions 24 to 31 are relatively neutral (lie between

'3' and '5' for a scale 'V to '7").

G. PERSONAL DEMOGRAPHICS

The average age of the respondents is 44. 9 years. The median
education is a Bachelors degree, held by 65 out of 102
respondents, with 21 respondents holding 1lower levels of

education, clth 9 holding Honours degrees, 5 Masters degrees, and

2 Doctorates.

The majority ofrespondents were Architects (53 out of 101),

followed by Engineers (28) and Quantity Surveyors (8).

Average earnings were class 3.7, or about R 40 000 pa.

H. COMMUNICATION BEHAVIOUR

Most of the respondents belong to professional organisations and

attend some functions at these organisations:



RESPONDENTS

Belong to no organisations 1
Belong to one organisation 32
Belong to more than one organisation b<

Do not attend functions
Attend once a year 18
Attend 2 to 5 times a year

Attend more than 5 times a year 8

A 1list of all journals relating to the field was given in the

questionnaire, and respondents rated each on a scale of 'O to
e4x €CO* - never receive it; *3’ * gee it regularly and find it
very informative) . It was originally hoped to test receipt and
informativeness separately, but this was reduced to a single
question to reduce the length of the questionnaire. Each
respondent was then given a score for "journal-usage", which was
the sum of these scores. For the 2b Journals the mean score was
15.2, and 54 respondents scored 15 or less, 4b scored 1lb - 30,
and 4 scored above 30. Appendix 5 summarises the usages of

individual Jjournals.

Questions 32 to 34 tested attitudes on observance of the
innovative behaviour of other firms. The following statements

were scored on a scale 'll (agree) to 7' (disagree).



He must keep up with new product developments

It is very informative to see which other

companies are using IBS.

Other companies may use IBS for reasons which do

not occur in my organisation.

MEAN

There appears to be support for the notion that individuals

keep a watch on new products, and the innovative

other firms, but that it is felt that the circumstances

behaviour

of

in which

IBS may be useful are specific, and usage by other companies may

not be influential.

I. GATHERING OF INFORMATION

Queations 67 to 71 test the respondent' s attitudes to sources of

information on IBS. All of these sources were seen as useful with

the exception of the general media. The order of importance

scale 1 - not useful to 7 - very useful) were:

Other professionals
Journals

Trade fairs
Salesmen

General media

(on a



This order is significantly different to thet shown in the

literature, where it is claimed that salesmen were the must
important sources of information. This can probably be explained
by the fact that mostother studies haveconcentrated on

purchasing agents in manufacturing industries. As nc'ad in

chapter 3, purchasing agents are not the only influential
individuals, and the dominance of professionals in this market
may Dbe the factor that has produced a different pattern of

information gathering.

J. CONCLUSIONS
The data appear to refute a number of the conclusions in the

theory. There 1is evidence of a network of informal communications

in this market. Most respondents belong to professional
organisations, and regard other ©professionals as the most
important sources of information, followed by Jjournals, trade
fairs and industry salesmen. The general media e-e not an

important source of information.

It was not tested whether professionals within the respondent s
organisation, oroutside, were the sources of information.
Nevertheless, most respondents reported that they regarded it as
important to observe the innovative behaviour of other firms, and

to keep up with new product developmente.

One of the general conclusions that were confirmed was that most

respondents believed that the specific reasons for which other



firms had adopted innovative systems may not be applicable to
their organisation. In other words. the simple adoption of
innovative systems is not likely to lead to the "ripple-effect

by which normal diffusion takes place. The marketing consequences
seem to be that marketers must clearly segment their markets
along the lines of the specific relative advantage offered Dby
their product, and ~t disseminate information regarding the

reasons for which their product has been adopted.
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g UNIVARIATE ANALYSIS CF INDICATIVE CHARACTERIfI1&S

While the above analyses and conclusions add to the broader aims

of this study, the specific hypotheses of this study relate to

the differences between the categories and the rest of the

population. This will be examined here, and the next sub-chapter.

A. SUMMARY OF RESULTS

The majority of data are categorical, and while care waa .ken to

make the intervals between responses as equal as possible (by

explaining the meaning of each response), the data should still

be regarded at nominally-scaled.

Analysis of data was done by reducing the scales (usually 7

point scales) 1into sub-groups, and the responses were frequency

cross—-tabulated into contingency tables, with the sub-groups on

one axis, and the category (eg. innovators) and the rest of the

population on the other. The significance of the difference was

then tested using the chi-square test

(Green Tull. 19781. An
example 1is shown below:
(e - In the making of decisions about building contracts, I
usually have the following position (5 point scale 1 - "able to
veto" to 5 * "no involvement")
RESPONSES 1 or 2 3* 4 °4 5
Opinion leadere 17 (12.8) 9 (13. D
S.., or Pop. 35 <33.") «* O 7

—ennsr . 3 14



The figures in brackets are the numbers predicted by no
relationship between Q1 responses and opinion leadership. Numbers
indicate that more opinion leaders are of high status than would
be predicted by this assumption. The chi-square statistic of 3.14

(1 degree of freedom) indicates a significance of about 8%.

The data were cross-tabulated using 3% and 4-group-collections.

In no cases were these collections found to be of more
significance than the 2-y,roup-col lection. All qguestions are
reported on 2 group collections. In each case a decision had to

be made as to at which response category to divide the responses.
This was done on th- following basis: Division was don* such that
no cell prediction was less than 5 responses (at which point the
chi-eiunre statistic becomes unreliable), and so that the
division point was as close es possible to the population mean.
Nhere a choice was still possible, the division that produced the

most significant results was chosen.

The reuults may show that thi opposite of the hypothesis being
tested is true. Table 5. 1 summarises the results by posing a
statement representative of the hypothesis being tasted. All
statements take the form of a proposed difference between each of
the three categories (Innovators, opinion leaders, and personal
innovators), and the rest of the respondents. The chi-square
statistic produced by the cross-tabulation is then tabulated
against these statements. In the case where the results show that

the opposite of the statement is true, the chi-square statistic



These results are then graphically presented in figures 5.1. 5.2,

5. 3 and 5. 4. The follosin*; comments are pertine.it to these

figures:

The same statements have been listed in the left column.

The chi-square statistic has been plotted for each of

the ca'.egories: I - innovators; C - opinion leaocrs; P
- peroone. innovators.
Where chi-square statistics exceed 4.5 unsigned (ie,

where the test 1is better than 3% significant: bars have

been truncated at 4 5 in order to make lower results

more visible.

Vertical lines have been drawn at 5% (3. 14) and 10%*

(2.71) significance levels.

B. INNOVATORS

Innovators are defined au those individuals who perceive their

organisations as having adopted innovative building systems

earlier than the rest of the population. The data indicate that

these individuals differ from the rest of the population in the

following ways:

They see fewer people in the DNC. They are more likely

to accept alternete tender#;

They see IBS as having less to contribute on distant

projects and self help housing;

They require a smaller saving in order to consider a

contract in IBS;



They see their organisations as more structured,

leading and careful;

They are more likely to have wused 1IBS, heard of,
evaluated and tried these systems earlier. This 1is to
be expected, as this is the definition of

innovativeness;

They Dbelieve that IBS are more compatible with their

organisations, less problematic to implement, better
understood, less complicated, easier to test, less
risky to attempt, and easier to post-judge (the latter

is not significant at the 10* level);

They are younger, and earn more;
They regard journals, and the general media, as less
useful sources 01 information. At the same time they

me.a significantly more use of Jjournals.

The above differences indicate that the definition of
innovativeness has utility, in that it divides the population in
a significant way ano proves hypothesis HI: innovators have

significantly diiferent <characteristics to the rest of the

population.

Smaller decision making units probably allow easier decision
making when the opportunity for innovation arises. It could Dbe
expected that innovators would be more likely to accept tenours
in IBS: they would not have become adopters had this not been
true. In addition experience with the product clase 1is likely to

decrease the risk perception. The same comment can be made as to



the ten<l»ncy for innovators to require lower savings to consider

contracts in IBS.

For the same reasons, as predicted by the literature, the
innovator has perceptions of the product class which art likely

to facilitate adoption.

Innovators do not have significantly higher contact with
professional organisations, but @& make more use of Jjournals At

the same time they consider journals as less important so trees of

information. Host of the journals tested are not professional
journals, but r”vertising vehicles, Dbut innovators do still not
show higher usage of the professional Jjournals. It must be
concluded that, while there Is evidence that aninformal

communication network does exist, thisstudy has not shown in
which way it Co.. vibutes toward adoption, except that innovators

are likely to gather more information.

Organisational culture, or the perception of this, 1is significant
in the innovation process. This sill be discussed further in the

next sub-chapter.

C. OPINION LEADERS
The way in which opinion leaders differ from the rest of t 3

population are:

They occupy higher status in the DMO;

They are more likely to accept tender* in IBS;



They see their organisations as more modern, growing
and lead.rig;

They are more likely to have used IBS;

They see IBS as more compatible with their
organisations;

They '-.gree that other companies may use IBS for reasons
not pe. inent to their firm;

They find Jjournals to Dbe more useful sourcss of

information.

Once again, opinion leaders are shown to have significantly
different characteristics to the rest of the popula ion. They are
ore open to consider innovation. As could Dbe expected, they
ccupy higher status l.ttheir organisations, end regard the

journals as 1important scunes of informat.on.

D PERSO: I. INNOVATORS

Personal innovators, those individuals who display the
personality characteristics generally associated with innovation
in the broader public, differ from the rest of the population in

the following ways;

Theysee fewer people in the DMO;

They are more likely to negotiate contracts, and are
leas ) xely to issue closed tenders;

They see their organisations as more warm;

They see IBS as less complicated, less dificult to

test, and less risky to attempt;
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- They agree more that other companies may use IBS for

reasons that don’t occur in their organisations;

They have higher lev-1ls of education;

They make more use of Jjournals.

Ta, ut.r.t.r. does contribute to .« und.retenline of the ©pert

t>... individuals play in the diffusion oroosss. Th.y are the

people .no h.v. th. personal disposition that on. sould s.psot

aould lead to inno.atlv. behaviour, and y.t th.y display no .ore

innovative Dbehaviour th.n th. rest of th. population. Th.y are

.or. educated, and .ether .or. infor.ation Th.y h.v. attitudes

toeard th. innovative product cl... that could be e.pect.d to

facilitate innovation.

E. OVERLAP OF CATEGORIES

To shat extent 1is their overlap between t.-ese population

categories? Table 5-2 shows the contingency tables of all three

pairings, with chi-square statistic, and significance levels.

There if a small correlation between the full categories

innovator and opinion leader (significance 34%). The correlation

between the top qu.rtiles is much higher (significance 2%).

There is aluo a high correspondence between the categories <

opinion leader and personal innovator (significance 4% and 2

o

respectively) . There is wvery little correspondence between

innovator categories and personal innovator categories.



CROSSTABULATION - INNOVATOR By OPINION

11 12 13 14
01 11 b 5 4
02 4 7 5 2
03 5 5 10 b
04 b 7 b 9

chi-square 10. 03 (9DF) signifies

CROSSTABULAfION - INNOVATOR BY PERSONAL

11 12 13 14
PI b 5 5 10
) 5 7 6 5
P3 7 b > i
P4 3 7 8 5

chi-square 4. 99 significance 83

CROSSTABULATION - OPINION LEADER BY PERSONAL INNOVATOR
PI P2 P3 PI

01 11 6 3 A

02 b a 6 4

03 b 7 8 5

04 3 3 9 13

chi-square 17.85 significance 3. b%

T.m cc o - ncrnr.CN CROUP CORRELATION
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Three sections of the questionaire were specifically designed in

the hope that data reduction techniques could be used to gain a

better understanding of the underlying dimensions:

- organisational culture. The dimensions tested in the

questionnaire hav- no theoretical basis, but sere

generated in open discussion on possible iluent.ial

dimensions;

Perception vf the innovative product <class. Tnn

general theory claims that the important dimensions

are
compatibility, complexioility, divisibility, and
communicability These were Dbroadened into eight
questions;

Importance of information sources. Possible sources

tested were cthir professionals, salesmen, traue shows,

journals, and the general media.

The scores for each group were then averaged and reduced using

correspondence analysis (Green.ere 1984,. Awraging of scores

assumes that this average will hsvs some nominal significance.

Given that the scales were clearly explained, and that similar

scales were used throughout in testing a popuieUv. of relatively
high, technically based education, it is felt that

this

assumption 1is not very limiting.

The correspondent: maps from each analysis are shown in Figures



Correspondence Map : Perceptions of
Organisation
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Correspondence Map: Perception of

Innovative Product Class

KEY: PERCEIVE IBS AS

gq24 - INCOMPATIBLE

q=5- PROBLEMATIC TC IMPLEMENT
d2b- NOT WELL UNDERSTOOD
q27- TOO COMPLICATED

q23- DIFFICULT TO TEST

gq»9- EASY TO TRY

"30- EASY TO POST-JUDGE

q31 - RISKY TO ATTEMPT

gX- IMPLIES AGREEMENT WITH
ABOVE STATEMENTS
UNSIGNED - DISAGREEMENT

GROUPS AS PER FIGURE 5.5

AXIS TWO

+11

AXIS ONE

+g31

+n?A

a3

[S THRIjil

*325-

Figure

5.6



Correspondence Map = Importance of
Information Sources

KEY : RELATIVE IMPORTANCE AS
SOURCES OF INFORMATION

c67 OTHER PROFESSIONALS

qfcB  JOURNALS

qtoF TRADE FAIRS

q70 SALESMEN

q71 GENERAL MEDIA

UNSIGNED - HIGH IMPORTANCE

11

23.3%
+871-
+P1
+02
I AXIS
iTHREE
tq69-_" 54.3%
AXIS ONE «qTC-
+P4
Z
+q69- AXIS TWO
+q67-
+2 +371

Figure 5.7



A. PERCEPTION OF THE ORGANISATION

The perceptions tested reduced to two clear dimensions:

AXIS ONE - Modern and growing. Perceptions of an

organisation that is progressive and

forward thinking

iXIS THO Leading, careful, warm and to a lesser extent
powerful and structured. This can be
described as a dimension describing an

organisation that is nurturing to its

employees, providing them with an environment

conducive to creativity.

and personal I movators correlate highly on axis two,
Innovators

and see their organisations as very nurturing. This kind of

culture attracts personal innovators, and provides the kind of

environment within which innovation can more easily take place.

Opinion leaders correlate highly on axis one, and are more highly

differentiated from the rest of the population than any other

group. They see their org.meations as being more progressive.

This study cannot claim to explain in which way organisational

culture directly affecte the diffusion process: to do -o wan not
it. objective. It shows, however, that the perception,, of
cr- 'deational culture nr. significanly different amonget the
r*ayere, and has reduced those dimensions tested to two more

meaningful ones.



B. PERCEPTION OF INNOVATIVE PRODUCT CLASS

Perception of the product class reduced to three dimsnsions:

AXIS ONE - Product class 1is understood, ".ot difficult to
test, and not risky to attempt. This axis
relates mainly to lot. risk in using IBS.

AXIS THO - Product class is compatible, not problematic
to implement, and not too complicated.
This axis 1s a combination of compatibility
and low complexity.

AXIS THREE Product 1s easy to try aid post-judge This

axis relates to ease of use.

Opinion leaders correlate highly with axis two, seeing the

product class as compatible and uncomplicated.

Personal innovators correlate highly with axis one .,nd three.
They see the product class as easy to use and of low risk This
group could be expected to accept risk more easily.

Innovators correlate with both axes one and t o.

Product perceptions sees to have contrt hutwrt to the innovation

process, as predicted by the theory. Compatibility and complexity

are undifferentiated from each other in this market, end are a

high indicator of innovation, followed by a perception of the

rie' of innovation.
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C. IMPORTANCE OF INFORMATION SOORC.'S
Perceptions of the importance of information sources reduce to

the following dimensions:

AXIS ONE - Other professaionals, trade fairs, and
salesmen.

AXIS THO - The general media.

AXIS THREE - Journals.

In the multivariate analysis, innovator, are differentiated from

the rest of the population only in t tat they find the general
media of less importance. The univariate correlation with the

importance of journals la shown to not be of much importance.

Opinion 1leaders correlate with axea one and three. They find
other professionals, trade fairs, salesmen and journals of more

importance as sources of information.

Personal innovators correlate lowly with awes one and two. lhiy
find other ©professionals, trade fairs and salesmen of more
importance than the rest of the population und find the rest of

the general media of less importance than the rest of the

population.

D. SUMMARY

All of the group categories are found to have different
characteristics to the rest of the population. Opirion levdere
are found to be likely to be voth innovators and personal

innovators. There is little correlation oetwi innovators and



personal innovators.

Innovators saw fewer people in the DHU of their organisations,
and are likely to be younger and earn more. They have more
favourable perceptions of the innovative product class. They make

more use of journals, but do not regard them as a more important

source of information.

Opinion leaders have higher status in the firm, and are

positively orientated, both toward the acceptance of alternate
tenders, and the product class. They find Jjournals more important
sources of information. They are more likely to believe that the

reasons for the usage of IBS are not necessarily ©pertinent to

their organisation.

Both groups have significantly different ©perceptions of the
organisations in which they work. While the meaning of these

perceptions is not clear, they could be summarised as nurturing

and progressive.



CHAPTER ¥k

CONCLUSION

This st, ¥ has succeeded in its primary aim: it has demonstrated

that in waters, as categorised by a new definition, are distinct

from the rest of the population. They are younger, and earn more.

They see their organisations as having feser members of the

decision making unit. They have different perceptions of the
inno xtive product class, and their organisational culture. They
gather more information via journals, although they do not

perceive this Information as having any more utility than do the

rest of the population. They are more likely to be opinion
leaders.
The opinion leaders, those individuals aho could influence the

rest of the population, also have different characteristics. They

occupy higher status in the decision making process, and are more

positively oriented toward entertaining tenders in

innovative
systems. Their attitudes toward the innovative product class are
more likely to facilitate adoption. Their perceptions of the

product cla-s are more positive.

This study has aiso shown that a mechanism does exist by which

informal communication can take place. The respondents make use

of professional organisations, and place other professionals as

the most important source of information about the product class.
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The broader aim of this study was to gain some evidence that some

process of diffusion does take place, and that adoption is not

independent of the actions of other members of the system. It is

recognised that a single study of this kind is ..ot  likely to

demonstrate this, and so any conclusions must be tentative, to be

confirmed or refuted Dby further study. No reports of other

studies of this nature were found.

Evidence was found that individuals do observe the innovative

behaviour of other firms, but that it was felt that the

circumstances under wh<ch adoption may take place in other firms

are probably specific to those firms, and may not be applicable

to the observer. For the marketer this has strategy consequences:

segmentation of industrial markets 1is important, and information

must be distributed to serve these segments.

The ©process by nhich information and influence flow between the

members of this system is not investigated, wund this is suggested

as an area for further study. The same can be said about the

influence of organisational culture on the diffusion process.

A number of factors have been found which appear to influence the

rate of adoption in this market. Small decision making units

accelerate the rate of adoption. Positive perceptions of the

product class would speed adoption. Products which are seen as

uncomplicated and compatible to the purchaser's organisation will

diffuse faster. Risk 1is related to information about the product:

the mere a purchaser understand the product, the less risky it
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will appear, and the faetur it will be adopted. Sources of
information which could be used to effect are: the Jjournals,
trade shows; and the spread of information by professionals
involved the market, especially the opinion leaders.

In conclusion, while this study has not produced a clear model of
the diffusion process in industrial markets, it has shown some
evidence that such a process does take place. Many of the
influencing factors shown elsewhere to be indicative in consumer
markets have been shown to be indicative in industrial markets.
In addition, the hierarchy of importance of information sources
for this market has been demonstrated, and perceptions of

organisational culture have been shown to be influential.



goiOMonitor 1is syndxc.ted study conduct,, bx.nnu.lly by H.rKet

e.earch Africa, «hxch axma to divide the South African

opulation into a series of value groups. It xs conducted on a

andomxscd group of 1500 respondents country sxde. Since '“'b the

hits po ulation has reduced to four clear value groups as

IHMOVATIVKS

Characterised Dby a fundamental dissatisfaction with traditional

values and with the prevailing social structure. Hence they tend

to have liberal racial, sexual and political attitudes and a

measure of reforming zeal They tend to live for today, their

affluence, confidence a d flexibility leads thorn to welcome

change and look for new and exciting onportunities. They will be

willing to experiment with new products and ideas, but being

early adopters, tend to move on to the next new" idea.

RESPONSIBLES

Strongly nntr.nch.d In tredltion - nlnon nigh voluo on rn.ily,

country, crurern nnd nncurlty. Pride in SI trnnslntnt into pr. do

in lofrul product, nnd nchlgctlyltl n h.v. . .trong

family orientation, nnd a fierce con.un.rle. 1. a n.nlfe.t.tlon

of .anting th. beet for their fe.llle. -d to .in eppro.nl. They

tend to stick to trend, they kno. - for lee.on. of e.onony as
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well as a reluctance to experiment and take risks.

BfUNDEDS

Characterized Dby their need for esteem and belonging, and by
their outer-directednesa. Status and materialism are the
strongest motivating lorces. Brandeda want to be looked up to,
and try to achieve status through their possessions, the branded
goous they choose, and by the image they try to project They
are the ultimate "conspicuous consumers", Linked to image i* a

need to belong and be accepted by the "right" people.

ScLF-HOTIVATEDS

A  secure comfortable and somewhat complacent group has the

insight and the income to pursue self-expression, personal and
psychological growth. Aware of their own abilities and potential
and prepared to make the most of thwm - expect a meaningful and
satisfying life. self-indulgent - prepared to spend time, money

and effort on improving themselves intellectually, culturally and

physically.
These grouping are reduced to placing” on two axes: innovative
responsible; and branded - self motivated. The majority of the

population tested in this study were of the self-motivated
grouping. The score used for the clasification of ©personal
innovativeness was the innovative - responsible score. Group

averages of this score are shown in Taole Al.l1 (I/R AVE).
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Amongst the opinion leader and innovator categories, '“he
population were distributed between the various wvalue groups is

shown in table <1.1. (0/C - Unclassified)

DISTRIBUTION OF VALUE GROUPS (ALL NUMBERS -

o

OPINION LEADERSHIP GROUPINGS

'R AVE I R B S D/C
01 3259 11. 5 11.5 0.0 To. 9 0. 0
02 2931 23. 1 3.8 3.8 b5. 4 3.8
03 2920 50. 0 7.7 0.0 34. b 7.7
04 1535 34. b 19. 2 7.7 3>*. 5 3 8
TOTAL SAMPLE 29. 5 10.5 2.9 53. 3 3.C

imytm, GROUPINGS

I/R AVE I R B S D/C
11 2513 23. 1 7.7 3. 8 53. 8 11.5
12 2b82 38. 5 7.7 3-8 50. 0 00
T3 2503 23. 1 15- 4 0.0 57. 7 3.8
14 2895 34. b 11.5 8 53. 8 0.0

TABLE Al.1l

As can be seen from the above table, the group are predominately
self-motivateds. Opinion leaders show an even higher tendency to
be self motivated* Amongst the innovators there is no

differentiation between the group..

The placement of individuals on the tiio axes is done via the MRA
abridged questionnaire (2M questions) . This is reproduced in
questions 79 to 102. The analysis rtcheme was provided by Ms Penny

Hosts of MRA.



APPENDIX 2

ORCANISATIOMS

The following is a list of organisations, and thu numbers

their members to whom questionnaires were sent.
ORGANISATION MEMBERS

JHB CITY COUNCIL 1
PRETORIA STREEK BEHUISING

RAMS HATER BOARD

SMALL BUSINESS DEV TORP

A PERMANENT BLD SOC DEV CORF

A TRANSPORT SERVICES 1
A T S GEOTECHNICAL SECTION

A T S REEF CONSTRUCTION

S A T S REGIONAL ARCHITECT

SOWETO CITY COUNCTL

URBAN FOUNDATION

[€)]

n nn n n

ANGLO AMH&TriCAN CORP 1
ANGLO VAV

GENCOR 1
GOLDFIELDS OF S A 1
JcI 1

RAND MINES

ALTERTON MUNICIPALITY

3ENONI MUNICIPALITY

BCKSBURQ MUNICIPALITY

BONAIERO PARK PTY LTD

BRAKPAN MUNICIPALITY

BRITS MUNICIPALITY

BASTRAND ADMIN BOARD

GERMISTON MUNICIPALITY
KRUGERSDORP MUNICIPALITY
ROODEPOORT MUNICIPALITY

SPRINGS MUNCIPALITY
ADMINISTRATION, HOUSE OF ASSEMBLY
DEPT PUBLIC m ..KS & LAND AFFAIRS
ISCOR

PRETORIA CITY COUNCIL

TRANSVAAL PERI URBAN

@en a *em ee £ e\ mV rsIN IIO D IfQ
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ALLIED DEVELOPMENT CORP
GALLIC CONSTRUCTION

VISTA HOMES

HABITECB

AECI

DEPT. COMMUNITY DEVELOPMENT
DEVELOPMENT BANK OF SA
DOBSONVILLE COUNCIL

ESCOH

TOTAL 274

S W O PN W

[
~ =
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The next 8 pages contain copies

questionnaire sent to all respondents



INS)RUCTIONS
—s.rCk***

inf( rmat ion.

1 i i i a i i a

and 'lease return ttv questionnaire as coon as possible, as i

very little time to complete this project.

The tueslions have three forms.

1 Simple 1input. A number or name etc Please do not look up
numbers, if this will delay return of the gques.icnnaire
This questionnaire 1is about YOUR impressions.

2. '"Tick the Ocx." Pleas* Dbe careful to note when you are asked
to tick auslv or IJIQL4 tbaU 808 Ok*-

3. A seven point scale between two words. "
carefully about where you choose YOUr answer. The tollowins
examples show the specific meaning of two examples

*iw.,ys 1. In ALL cases without exception.

2. In the majority of cares.
3. More than average.
14. gov of the time.
0. Lee-i than average.
b. In very few cases.
N* el 7. NEVER.
Ms. ee i am *, jm. agreement with the statement.
14
, XSLtvutl, u*. e wth che statument.
j. I«,wihe *nut «e*»««- «ith the statement.
s. * alii neuttai awwut -ne statement.
7. lsumewnat di-a».ce with the utwwemeut.
J”11 on*1» disa*»ee with the statement.
Disagree V. 1 FULLY disagree wiMi the statement.
Fi om the abovi examples a similar scale can Dbe set between an\

tvo oppusite words.

TiANK YOU FOR YuJR ASSISTANCE, it is appreciated.



QUESTIONNATIRE

NAME  ........

ORGANISATION

SECTIoN A

The first section deale. ...t * the pi . vf deeidin* set n
number of potential contract:. Th”s can mean the choice amendet
tenders or merely choos ina -.Inch contractor: to deal with.
When making decisions about buildin-, contracts how
many people in your organisation are usually 4dnvolved? ...
Q1 in the making of this decision I usually have the following
position :
Able to Veto the decision 1
High Influence 2 ) RING THE 1.UMBER
Normal influence 3 ) NEXT TO YuUR CHOICE
Inputting wuseful information 4 'ONE ONLY*
No involvement 5
Q2. Each year my organisation spenas, on Housing
Less than R10Q 000 1
R100 000 - R1 m 2 }
Rim - R 5 m 3 } RING THE NUMBER
R 5 m - R 10 m k } NEXT TO YOUR CHOICE
R 1 0m - R 50 m 5 I (ONE ONLY)
R 50 m - P 100 m 6 1
More than R 100 m 7
In the following Questions choose an answei on the Scale between
Always and Never as described on the front ©paa,e;
ALWAYS NEVER
03 We issue closed tenders 1 2 3 4 5 6 7
V4 We negotiate contracts 1 - » 4 5 6 7
95 We accept tenders in Inn wvall e 1 w 3 4 5 6 7
Building Systems
In a similar way answer t.ie following question ; on the scale
between "a Little" and *A Lot"
A LITTLE A LOT
96 In the Dbuilding market there is
a POSSIBILITY for Innovative 1 2 3 4 5 6 7
Building systems to contribute
The contribution in the following
areas will Dbe :
A LITTLE A LOT
97 Building on Problem Soils 1 2 3 4 5 6 7



LITTLE A LOT

VO Building far from cities or towns 1 2 3 4
09 Fast projects 1 3 4
vIO Low cost housina 1 e 3 4
v1ll Self He*p Houcinx» 1 2 3 4
willL In oruei »ui um LV 7. % ¥FSEN a contract ia an
Innovative LuilJdiuwua ~°~° ein the oa vine mus v be at

nECTION B .
The next sectionconcerns TvUR IMPRESSION of the organisation in

which you work. Choose a roint on the 7 point scale which you
think describes the organisation. 1 means COMPLETE agreement wi 1
the statement on the left, 4 means neaht®g§ins complete

agreement with the statement on the tiaht.

013 Traditional 1 2 4 5 b 7 Modern
014 Structured 1 2 4 5 Db 7 Informal
015 Established 1 2 4 5 b : rowing
O H Powerf ul 1 2 4 5 b 7 Weak
v17 Warm 12 4 5 b ) cold
018 Leading 12 u s b 7  Following
n
019 Careful 1 2 4 5 b i Careless
SECTION C . ) .
W20 Choose ONE of the following statements which best describes
your experience with Innovative Building Systems. drite the
number of the statement in the box below.
1. We wuse them often.
2. We have wused them on o.casion.
j. We have tried them, wern t completely happy, but may try again.
4. Wehave tried them and will never try them again.
5, Wehave heard of them and never tried them.
b. Wehave heard of them, and may try them someday.
1. Wehave heard of them and will never try them.
8. Wehave never heard of them
020 YOUR CHOICE D
021 I first heard of these Systems years ago.
022 I first evaluated these Systems years ago.

023 We first tried them years ago (0 for never)



ChsSIir 2 point b.tween means
statements, according to the scale on the first page.
Innovative 3uilding Systems. Circle vyour choice. DISAGREE
. . . . 4 6 #
024 IBS don't fit 1in with the way we do business 1 2 3 >
. 4 5 b 7
025 IBS Cause many problems to implement 1 2 3
4 5 6 1
02p IBS are not yet well understood ! 2 3
. 1 2 4 5 b
027 Ias are too complicated 3
. . 1 4 5 6 7
028 1IBS are difficult to test 2 3
: . 4 6 7
029 It 1is easy to try out IBS on small projects 1 2 3 >
*]
. . 2 6
030 It is easy to JUDGE an IBS project afterwards 1 3 4 5
. . . 4 b 7
031 $t 1s wvery risky to attempt 13" projects 1 2 3 >
032 We MUST keep up with new product developments 1 2 3 4 > b Y
5
033 It is vely informative to see which other 1 2 3 4 > o
organisations are using IBS.
i : b 7
034 Other companies may use IBS for reasons which 1 2 3 4 >
dun' t occur 1in my oi »am sat lon
rndividuals.
Pre Matric 1
W35 Age ........ yrs
Metric 2
w3b Formal Education level Tveh matric 3
Tech diploma u > RING THE NUMBER
Use equivalent Bachelot's pegree 5 ) NEXT TO YOUR
if not on this Honoui-s Degree b } CMUICE
1ist Masters Degree 7 ' JNE ONLY)
Doctorate
037 Profession Architectural

Engineering

Q S

Financial
Building/Const
Marketing
Administrati ve
Other

o N o U w N

>

> RING THE NUMBER

> NEXT TO YOUR CHOICE
> (ONE ONLY)

State



Below I-.20 000

Q3ti Earm nés pa
R~0 001 - P30 000 pa I
£:90 001 ~R40 000 pa 3 RING THE NUMBER
4 NEXT TO YOUR CHOICE
R40 001 - R50 000 pa
More than R50 000 pa 5 (ONE ONLY)
member EE
Q39 Oof how many professional or.anisa .ons are you
5ACPE. NAH3)
. year do you attend functions at these
QUO How many tines
organisations?
In the following 1list of Jjournals please rate each one in the box on
the left as follows;
I don’t receive it (or Jjust leave Dblank)
1 I ;ee it sometimes.I don t find it too interesting.
I c -*1it regularly.
I let it regularly and find it VERY informative.
41 Building
42 Planning & Building Developments
43 Architect and Builder
44 Architect ure SA
45 Building Equipment and Materials
4b Building Product News ) )
47 Construction and Planning Touay / Interior Design
48 The Developer
49 Housing in CA / Behuising 1D
5U Maintenance
51 The Professional Builder
592 Property Maintenance
53 GA Builder
54 Specifile
55 Development Magazine
5h The Civil Engineering Contractor
57 The Civil Engineer in South Africa
58 Concrete Beton .
59 Construction Industry International
bu Geotechnics
b1 New Construction ©News
b2 GA Construct von fcorld
w3 Myncipal Engineer Muncipale Ingenour
64 Munc ipale & Openliare Dienste
b5 Juta's GA Journal of Property
bb Daily Tender Bulletin



When g.tuni ..uorm.t.on 133 I teller th« following
aix NOT U3EFVL +ERY USEFUL
vb 7 other professionals 1 2
ybd Journals
yb9 Trade fairs
070 Salesmen
W71 TV, Radio, Newspapers etc
d
The next section involves statements adout yourself an your
beliefs Circle each one on the At, ree - Disa.ree scale.
AGREE
) ) 1 2 5
W72 I generally discuss 132 with my colleagues
: ) . 1 2
w73 I give a »reat deal of information to my
colleagues and vlhei ytowe~~1luifaxsS.
h ft
y74 Dunne, the pa-.t ;*x months ave whten
discussed low.
y7b In my viiwxe wi v» »vtfSx - * wh i.i= f-f-
most 11kelJd tv ve awised tor adv*c».
v?b When discussin* Contracts at woi k | prefer t - J
convince the others of m, ideas.
y77 1 generally brin* up the subject of Juilding
Systems at work.
y78 The people | work with regard me as a useiul
source of information.
so please read the instructions carefully.
Pl.ce , circle .round the m.rk, -lowing "h*th”~ / * *fr” |°
with th. fXljowi.*“”~ temenH . .n. ‘r@ommPpllee%ce%Vy
Comple tely Partly Partly .
i Disagree
Agree Agree Disagree 49
2 . 3
1 3
079 I think I would feel wuncomfortable 1f I went to 3
a restaurant that served peaple of all race groups
Q80 It would me ,n a great deal to me if I could increace 3
my social standing over the next few years

DISAGREE

6



AGREE DISAGREE
2 i 4
g0l I believe manufacturers cuild make a better ~ oduct
if they wet e willing to rrio"e a amallet proi it.
W82 Prices keep rising Dbecause companies want to make
bigger profits.
yti3 I am not particularly 1interested in how other race
groups live
Qb4 Products these days don' t last as long as they used to 1
How d1mportant are the following things to you? Use a four point scale
as followo NvT AT ALL
v
VERY 1 FAIRLY I I NOT 50 .
MPORTANT
IMPORTANT IMPuRTA., 7 \ IMPORTANT
VERY NOT
3 13
Q085 Having better clothes, posest ons and a Dbetter place
to live than other people
. . . 1 2 3 4
OQbb Having things in the house made by myself personally
. . . o 1 2 3 ¢4
gb? Taking pride in our traditions and our he tllage
‘ . , , 1 2 3 4
wb 8 Using certain products, »oing to certain shops,
driving a particular kind of car in order to have
other pec pie see me as I see mjself
) L. ) ) 1
yoy Makine a fuiui < for r,,aelf and my family in Svuth
Africa
. o 1 3
090 Having really valuable posesiuiis
The next two gquestions ask vyou to choose between two alternatives.
Then 1in the right hand Column tick whether or not you hesitated
WOULD I DID' T
CHOOSE HESITATE HESITATE]
yolr SR
A manufacturer has some money to spare. Do you
think he should
Try to improve the quality cf his 1 -1
brand
Improve the pack and advertising of his - =J
brand
On”~public holidays, I prefer to organise an outing.
With my friends C U D D 1_1
| 1
With my family i



— B

How similar do you frei to the

following people? Use a four point
soald as folows : (Draw a circle around vyour choice~*
VERY FALRLY g DI;"?'EEENT
51 MILAR SIMILAR DIFFERENT
4
1 2 3
. . 2 3
W')3 People who are willing to make sacriiit.ec fot t.he
good of their country
, . . 4 2 3
w94 People who are thinking of leaving, Couth Africa
do the followin statements fit in with our ideas and
How well g ! Y
. Draw a circle around vyour choice on a 4 point scale as
feelings?
follows :
NOT AT
COMPLETELY OUITE A ©
WELL LITTLE ALL
2 3 4
YES NO
. ) 2 4
Vo5 Companies are no longer concerned about quality
. ) . 2
09b In South Africa, Black and White must go their
eeperate ways - they an never really exist together
. . 2
v97 The man's place is at work; the woman s place is
in the home
. ) 2
096 I feel that FEW products live up to the claims ot
their advertisers
. . 2
099 I think that thing made long ago are so much more
beautiful to look at than things made today
, 2
100 I feel I need somethin-, to calm my net <es
101 Things are setting, harder and harder than they 2

ever were belvie

THINKING ABuUT THL rUTukc

In 5 years time 1 see see mj self aw

".till living, in South Africa 1 >RING THE
Possibly living in another country 2 >NUMBER NEXT TO
Don' t know 3 >YOUR CHOICE

RY MUCH FOR YOUR HELP
, APPRECIATED
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The rolloeine

th. que.tiona 1.

que.tione Y to

*ppohdll, and th.

QUESTION

RESPONSE
1

o J o o FHF=EWN

NO RESPONSE

MEAN

QUESTION

RESPONSE
1

o J oYW N w N

NO RESPONSE

MEAN

t.ble.

the

bb -h

oppihloo leader.hip and hha ggeetiooe.

go

18

12. 5

g8

11
17
22
18
17
17

35
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11.t the fr.gqu.hoih.

qge.tloen.lre,

.cl.

gl

4b
24
18

o O O W

2. b

99

w

21
13
41
21

4.0

92

12
28
18
22

o O w

o

4. 3

glo

13
20
19
23
20

3.b

a3 g4
31 5
48 2
1 4
2 7
5 20
5 4b
11 18
0 0
2 3
2.5 4.8
gii 4?2
14 b
17 0
17 0
17 1
12 8
15 0
13 1
0 0
0 20
2.9 32.1

,1th

the

1n

a5

13

17
1b
12
32

gl3

15
12
21
20
19

2.9

e.g.ptlon

nmn

ab

12
18
24
2b
24

33
42
14

o O -

1.7

of r.epon.ee r=r

q’

10

23

32
22

ql5

31

15
11

13
19

2.3

.11

of



QUESTION

RESPONSE

o J o oomwNFE

NO RESPONSE

MEAN

QUESTION

RESPONSE
1

0 J o v s~ w N

NO RESPONSE

MEAN

QUESTION

RESPONSE
1

o J o U~ w N

NO RESPONSE

gl b

45
40

o o r N ©

924

15
14
14
271
15
15

932

55
33

o w O w w X

119

qi 7

19
2b
34
12

g25

14
25
1b
24
11

933

37
30
18
14

o N FEw

1.8

aql 8 qgl9
20 33
29 39
24 21
17 9
7 2
5 0
3 1
0 0
0 0
.3 1.b
azb  g2?
19 0
22 7
31 10
14 22
7 23
5 25
7 18
0 0
0 0
2.3 3.7
q34 935
27
31
17
15
#
7
4
0
0
1.9 49.5

).0 2b. 2 17

qz8

12
19
21
17
1b
12

a3b

4.

= O O

b

gzl

12

o O

q29

24
31
14

10

937

53
28

SO P w -

2.7

q22 qg23
5

9 ?
5 b

13 7

14 10
5

5

0

3 3
4 19. 3
930 931
20 2
28 11
23 21
10 24
11 1b
10 17
3 14
0 0

0 0
2.3 3.3
938 ab7
0 4

5 1
35 10
35 23
27 3b
0 31

0
0

3 0
3.5 4.2



QUESTION

RESPONSE

NO RESPONSE
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USAGE QE JQUBSALS

T,. r,n..In. t.6l. ..... t». ...... of ». |.-'n.l. t..t.d

Usage rsfers

JOURNAL

Building
Planning & Building Developments
Architect and Builder
Architecture SA

Building Equipment and Materials
Building Product Ness

ant Planning Today / Int. Design
The Developer

Housing in SA Z Behuising in SA
Maintenance

onsL

The Professional Builder
Property Maintenance

3 A Builder

Specifile

Development Magazine

The Civil Engineering Contr ctor

The Civil Engineer in South Africa

Concrete / Beton
Construction Industry International
Geotechnics

Mew Conrtruction News

SA Construction Horld

Hunclpal Engineer Z Muncipale Ingeneur

Muncipale & Openbare Dienste

juta' s SA Journal of Property

to the frequency of responses.

USAGE

0

51
53
34
38
43
46
67
89
47
89
85

41
39
99
71
68
86
92
103
82
80
75
90
97
93

15
17
15

14
10
21

16
10
12

28
14

oy U1 0 O N

14
11

O & O

25
27
33
30
30
30
12

18

[e)}

25
28

17
14
10

o O

12

w

14

23
30
18
'9

24

N

10
24

=
[G2lNe ]

OO IO N
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