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Appendix summary

Appendix
number

Document

Details

1

Researchers “diary” of events

A record of the main activities and
events that took place throughout the
course of the case study

[etter to potential case sites

Letter of introduction to the research
project

Letter to GM at SD

Follow up letter to SD arranging a
meeting to discuss the project in
detail.

Coding and interview
topic guidelines (protocol
questions)

Questions/issues, coding and
procedures to be followed in the case
study. Overarching questions and
issues surrounding the 3 components
of market orientation.

Competitor orientation

Example of a range of possible
scenarios of competitor orientation
within an organisation

Interfunctional coordination

Example of a range of possible
scenarios of interfunctional
coordination within an organisation

Case notes

Example of GM description of
production process during walk-
through of operations. References to
“brief sheet” and variations in jobs
and production processes

Interview transcript notes

Notes (and coding) made on
interview transcripts while listening
to audio tapes of respondent
interviews,

9

SD Marketing brochure

High quality, colour brochure
initiated by the GM.

The brochure highlights additional
product “attributes”, for example,
Direct-to-Plate technology, for
customers.

10

Bureau (or “brief’) sheet

Document developed by GM to
gather specific details regarding
customer job specifications.

11

Job sheet

Main document to initiate production
of the job - incorporates information
from the bureau sheet.




12 Product attribute summary Table summarising the product
attributes most frequently identified
by respondents in all functional areas
at SD.

13 Operating (profit & loss) Key document provided by AC to

statement GM and discussed monthly.

14 Key industry statistics - Industry statistics sourced from

services to printing in
Australia

[BISWorld research services -
incorporating Australian Bureau of
Statistics data.
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Researcher’s “diary” of events/stages/procedures

Event/stage Event Details

| Letters to potential | Letters sent to 2 potential case sites where
case sites potential access was reasonable

p Pre case-study Meeting with GM of SD - discussed research in
discussion with GM | broad terms and potential to access SD.

3 Follow-up letter to Letter to confirm research topic, agenda for
GM undertaking the study and first meeting date

4 Visit (1) to SD Meeting with GM. Walk through SA offices

and operations and then to SD offices and
operational area. Spend afternoon with GM,
met PM and SM and several production staff.
Review and discuss “new” SD marketing
brochure; top 20 clients. Conversation
continued in the work environment; able to
observe PM and SM talking about jobs - prices,
problems in production scheduling. Many calls
from SR’s and customers to GM.

5 Visit (2) to SD All day at SD. Continued GM interview in
work environment; same pattern of PM, SM,
telephone and assistant discussions with GM -
mainly to do with client queries. GM walked
me through the process of receiving and
processing a job. Discussed bureau sheet and
linkages to production ops. Quick chat with
production “Mac” operator while GM with
PM. “Mac” operator clearly proud of his “state
of the art” technology. Learned the
fundamentals of the process and technologies.
Took a tour of production at SA with GM to
see a recently completed direct-to-plate job and
comparison to film equivalent. Talked on
competitors and reviewed competitors price lists
which had been obtained by the SR’s. Arranged
meeting for next week with PM

6 Visit (3) to SD One week later and a brief re-cap with GM
about some of his previous comments and to fill
in some gaps in my understanding. Rest of day
with PM; some initial talk (same pattern of




interaction as with GM) followed by a journey
through SD production process. Confirmed the
information observed and discussed when GM
gave a similar walk through. PM very much
focussed on the quality of the finished (graphic)
quality and meeting client delivery requirements.
Confirmation of the important role that the
bureau sheet played in production scheduling
and error reduction. Finished day with GM who
took me to SA and introduced me to AC.
Meeting arranged for next week.

Visit (4) to SD

Following week - quick chat to PM (clarified a
few issues from previous meeting) and GM
before meeting with AC. Spent most of the day
with AC and reviewed and discussed a number
of accounting documents - SR performance
report, customer sales report (top 20), profit
and loss reports - and reviewed the process of
formulating job costs and cost rates. AC
conversation focus on the history of SA and
absence of accounting information prior to his
appointment. Only the profit and loss report
available to be copied - others “too confidential”.

Visit (5) to SD

Returned to confirm with managers my general
understanding of how things took place at SD.
[ seemed to have comprehended most things
reasonably well,

Meeting with GM

A later, unofficial meeting, with the GM
provided the opportunity to discuss my initial
thoughts about SD. GM concurred with most
and indicated that the AC had left SA. Also, W,
one of the founders and a director of SA had also
left.

10

Meeting with GM

Invited by GM to SA offices - GM had now
been transferred to SA as operations manager.
Talked about product costing as some suspicion
of accuracy of current system figures.




11

Visit (6) to SD

18 months after previous site visit. Interview
with SM in working environment. Chance to
meet new GM and observe production
operations. Same location and essentially the
same technology being used in production. SM
able to re-cap changes at SD over last 18
months.

12

Meeting with GM of
SA

Invited to discuss my findings with GM of SA.
In general conversation he indicated that SA and
SD did not have as clear a picture of market
segments and cost/profit information as they
would like. He was keen for me to discuss the
type of accounting information that could be
used to provide more “accurate” costing of jobs.
Competition had increased in the previous 2
years.
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3 December 1997

Dear,

I am writing to seek your assistance regarding a major research project that I am currently
undertaking as a part of my PhD. Given the hectic time demands of business, I thought it
perhaps preferable to briefly outline my project and in what way I am seeking assistance prior to
telephoning you to discuss this matter.

My research involves looking at the way in which marketing and management accounting
information is integrated and used in determining competitive advantage. In particular, [ am
interested in examining this aspect at a product market level. By way of background to this
research, [ have spent some considerable time reviewing contemporary business and academic
literature on marketing and management accounting with an emphasis on strategic issues. It is
apparent that while both of these disciplines have similar strategic orientations, the integration of
the marketing and accounting disciplines is not well addressed.

To better examine business practice and to develop knowledge in both practice and academia,
my project will examine and detail the way in which leading organisations use accounting and
marketing information in strategic product decision-making. [ seek your assistance by way of
access to your firm in order to undertake this project. This access would involve discussions
with those involved in strategic product decisions and in examining the type of marketing and
accounting information called upon in the process.

This is but a brief overview of the project but I trust will give some idea of what is involved.
I look forward to discussing this further with you and will telephone you next week with a view

to arranging a suitable time.

Yours sincerely,

Robert Inglis
Senior Lecturer
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23 January 1998

Mr Gary
General Manager
S D

Facsimile :
Dear Gary,
Re : Research project.

[ appreciate your interest in my current project and I believe it will prove to be
of value both to your organisation and to my doctoral research. To the best of
my knowledge there has not been any research undertaken in small to medium
size businesses nor has research been undertaken into organisations offering a
product such as that provided by your organisation. To this extent, this project
is unique.

To briefly re-cap on the project, I am interested in examining the way in which
accounting information is used to support the customer or marketing orientation
of an organisation. Current research has shown that organisations that adopt a
marketing orientation have achieved improved business performance. An
important aspect of performance improvement is the use of accounting
information about the costs of the product attributes or benefits required by
customers. [t is this process of using marketing information about customers
needs and accounting information about the costs (and profitability) of meeting
these needs that [ wish to examine in detail.

The project will involve examining the way in which marketing (customer and
competitor) information and accounting information is used in making product
decisions of a strategic nature. This would require documenting the decision
making processes and discussions with those involved, a review of the type of
marketing and accounting information used, and where possible, observation of
meetings where product/customer reviews are being undertaken.




I propose the following agenda for the project and would welcome your view as
to whether this is suitable:

1. Company and product overview.

e Discussion with General Manager about the size and nature of the
business operations and the range of products provided.

¢ Discussion with General Manger about how product decisions are
made and these documented.

2. A “walk through” of how a typical product is produced and supplied to
the customer.

3. Discussions with personnel involved in making product decisions
regarding the type of information they find most useful in making decisions.

4. Review and document the type of marketing and accounting information
used in the product decision making process.

5. Where possible, observe the process of product decision making in action.
[ will undertake to maintain confidentiality of all sensitive information and any
information will be used only for the purposes of my doctoral studies. If you are
agreeable, I would like to audio tape any discussions. This practice allows
uninterrupted discussion and more fluid meetings and the same conditions

would apply with regard to confidentiality.

I look forward to meeting with you on Tuesday next at 12.00. noon.

Regards

Robert Inglis
Senior Lecturer
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Protocol questions

Person interviewed: 6@4@ s g ; ﬁ 8«/‘@4

Position: GQ/L‘\, : MM ol

Phone contact: ﬁé % o 5 7 53

Overarching questions - summarise in diagram form if possible.

Can you briefly describe the organisation structure (or your position in the organisation)

and the (your) responsibilities of the departments or areas?

/

How would you describe the type of product that you provide?

fé,.(,wx_. g{,{w Liow?
DLBLL L 72 f;u,ke, - / _chan ..,ef(\/

Can you show me through a product from its start to finish?

Son B,!ﬂ“r 0 fi/ ",f\};r‘ncf L

\\ ’{‘( §C ( e ( D,@S 1

—————

é
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Would you please tell me about the process involved in making strategic product
decisions? For example, in determining the product which you will ultimately sell to the

customer, what process takes place, who is involved and what type of information is

used/needed?

o 5 f;luc{,u,(_‘. k«S .

¢ !?Q,C,, L’\.M- [ k{U C(v.éf.,.f‘.i.._f-.i’fé,

Ul Dot ed ¢ woekel

(ﬁuk&l'?%(,aak- fZLaM MM(LL/@?QS / gL@uJ Adg.

CM/M.QLS = o7 Q ML@UU%‘ }( Acﬁ,u\ﬁﬂ LL& M

b - iy, kept upda %f(
= 6/ Mool / R U&f @"""F%
e ——— I o e i st | —— A w@ﬁ_&,r
- TR %ﬁva”m@a q el
W(/@ M/U\%/J ’"xNoQ/Sch,CL\,fﬁAA’J/
( {\j{(é U AM({ Aﬁéfdx( ‘-’":> Uacle /rol\\tj < ‘
WACR, S . Doluer
@ - USL&'}"& d’ k, L.@ DACC g[\ 2fle (4208 Lo J,Mw(ﬁ%
( “--.("-0‘2«& 7§ ( ( U{[l o !'f Ll fv’»:%/’;!.= e, \{ A;,g&,u_t,é
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Customer orientation

1. How do you establish the (changing) needs of your customers ?

No,rze{!l o MGV (M/L(C érm. e od é uiwio (ciﬂ;um

Gn %u@(@

2. Who undertakes this activity? and why?
Soolle digilal 1 pokerle s Salss 3
d ? No LAMLRJLL(? reLed kel [\/

3. What type of information do you gather and why this type?

Nol MM\% ached

4, How important (say on a scale of 1-7) is this information relative to other business

information?

5. How often do you review customer needs?

P /
[
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6. Do you ever view your customers operations and the products use by customers?

Who does this and why?

No.- No kCuw:J; A oL LLLS

7. How do you define a product?

¥ duecl b f)aiﬁ

8. Do you segment customer markets - if so how? For example, is it based on customer

needs, JIT requirements, different attribute requirements, geographical area???

Lowy ,
r) P(\C(/ LQ/UJZ_/ AR,LCO , I ('Kaju!‘ 02 -5 Lgu;ﬁ.g. ( Lowaea oo

L

N(t ku/ﬂ.l% L

(Yo PSS

[? £ !‘,r"{‘_ IU hg ( t( (’:cJ S> rj‘f fia (CL . ;«‘x\'jL V'O(JJA_.#,.:& 2 ( Lal,k)> Priec

fﬁ T
) bbg TTGV\A.C AR !a ek - (Hkﬁ{/QB
d) i - PN (o ( ;‘ﬂ’mr‘f,.u
s /vﬂtf(/\ /
9. Refer to a diagram of the strategic decsion - making process. Try to establish the
information input about customers at each stage and establish what information is used.

G"l Arodes

:\\\ E(((‘[Lff‘f\,‘-__ (_Q.,,p{l ("{h‘

\Q i" ot A ( el P { »
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Competitor orientation

Can you tell me about how you consider competitors positions in the product decision-
' ¥
making process? 0 } + U ”Out Py ( DU L Lew2

1. What type of competitor information do you consider? For example, do you look at
the competitors capabilities in providing product attributes? Do you consider their cost

positions (product or business unit)?

= \/(,zu Calos Loﬁfc 4 ,53{;;@,4 S,

2. Who is involved in gather%ing competitor information?
A, ‘1/' ' V’I
\Sd«(;@'/g: 3 -“4 ' 2

Why these people?

Why this particular information? - rw ' 0
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3. What do you consider is the most important competitor information to consider?
Do
v l ﬁ(/’\/ca—/ ]

Why?

4. How is this competitor information used in the product decision making process? and

at what stage in the process?

5. If competitor cost information is gathered,
who undertakes this
and how often?

6. What action is taken on competitor cost information? For example, are cost initiatives

implemented?

Inglis - Thesis draft 27 January, 1998 Page 149



7. Refer to a diagram of the strategic decsion - making process. Try to establish the

information input about competitors at each stage and establish what information is used.

Inglis - Thesis draft 27 January, 1998 Page 150
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Competitor orientation

Aspect

Maintenance of competitor information

Source of information

Regularity of review

Information detail

Extent of accounting information

Nature of accounting information

accounting

Range

- =
None Extensive
Informal Formal
Ad hoc Periodic
Limited Extensive
Limited Extensive
Financial accounting MO
Basic Detailed

Range of possible scenarios - competitor orientation
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Interfunctional coordination

Aspect Range

- B
Interfunctional meetings None held Held ad hoc  Routinely held
Range of functions represented Few All
Information source Informal Formal
Accounting information None used  Someused  Extensive use
Nature of accounting information ~ Basic Detailed

Financial accounting MO accounting

Range of possible scenarios - interfunctional coordination
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and his hourly rate for scanning on there is 93 dollars. On the job cost sheet for that job
it will say two hours Joe Bloggs in scanning at 93 dollars is 186 dollars, that’s the cost,
right and that cost along with the other costs against that job is how we work out a gross
margin on any particular job.

Right - so just going down to that question, do you provide those costings into say, Gary

or one of the other General Managers for pricing purposes or do they do it themselves?

O .-n——"

Umm .. the pricing thing yeah .. some the General Managers and Sales Managers have

those hourly rates. How they then translate them into their sale rates is really something ACCE
on

that I'm not 100% - they know - they have that information then they apply whatevei; the 4 }wr kb

best price they can get for this, so yeah - I mean they do have it and they do/use/Lt but UMJ‘

~

WA 3»'{3.
it’s not really, I just go that plus 10% or 20% whatever, yes, anyway. This is my
(399
customer report - Jeff Simpson this is one of the reps back here, these are his customers, [ ¢
L VOLRAAACL ' ol
right - each one of these again has an actual budget whetlrearms-a profit percentage and a i

year to date the same. Then a number of jobs have been invoiced for the current period,

number of jobs that are in work in progress, number of jobs that are complete but haven’t

been invoiced yet for some reason. Credits have been raised against those particular jobs

I'd say.

So this is just sales isn’t it? \/
Just sales.

Not a profit by customer but sales.

These are profit percentages by customer, so you can go for example to -'SWalta ':F—homson

there and we’re making 60% profit. \/
And how do you establish that?

That is - those costs that we’re looking at on all of their jobs in this month - right - and all
of the - I suppose it’s basically all of the costs, all the invoices -

All those costs on this sheet.

Yeah.

They‘re more line items those for the total department aren’t they?

Yeah. What will happen is - this is your job cost sheet .. customer is .. J. Walter
Thomson and the job number is job number 10 - right. Costs go into it scanning, output,
colour management. Right - two hours, one hour, three hours that’s 100 dollars, that’s '~
110 makes it 150. So the material (ﬁgfdbg)t 800 dollars worth of costs. Right - we then -k—,;,
invoice this job .. let’s make it a nice scenario we’ll invoice for 1200 dollars, yeah right. /
Actually the profit on that job is 400 dollars. Now what happens in this report it

accumulates all the jobs for J. Walter Thomson over the month and therefore works out
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Digital Photography

and Library

Digital photography (Onliné Studios)
adds new creative possibilities while
cutting costs and approval time.

We can give you access to a digital
library, Where thousands of high
resolution reproduction standard

images are available 24 hours

a day on-line.

Creative

Waking your
dreams a
creative reality

prary

Thousands of
images at your
fingertips

Creative Imaging

If your images require something
special, Creative Imaging may be the
solution. We have had more than ten

years experience in retouching and .

creative imaging using both traditional -

and digital methods. Combine this
with some sophisticated technical
equipment and a team of talented -

artists who will respond to a challenge,

and you can be confident we'll make

your dreams a creative reality.

Transforming your
ideas into digital
perfection

Photography



Prepress Services _

High quality is the only kind-of g ‘
product we deliver, but we can fit';rf:“!

deliver it quickly thanks to our J

Hell 3000 scanners, Apple Mac N 7

workstations, imagesetters and

digital proofing equipment. :

We can produce film up to
1100mm x 1150mm.
> And if it's urgent (when isn't it?),

I

Saving time and. . |
improving quality:
you'll be pleased to know we're set ¥

~ up for overnight and weekend work, : _ D > t t Pl t
with no compromise on quality. ]rec O a e f

Direct to Plate Technology

Direct to plate printing cuts time
.consuming stages -frorn the printing
process. Time is saved because there
is no more imaging to film or manual
proofing of film. Greater accuracy is
achieved by eliminating human and
technical errors.

Printing

Brilliant digital :
colour printing R
straight from disk : "

Digital Printing
From disk to papef the Digital Centre
printé everything from small leaflets
to Iérge format posters and displayé. '
Ideal for short runs and tight

. turnaround timeg whéré ahigh i

‘quality finished product is required.
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Company: Phone:

Date: ' Order No: Job No:

Job Name:

When Required: Contact:

JOB DETAILS

Software Used: Q) Macintosh QPC

Q QuarkXpress a Photoshop Q Hlustrator Q Pagemaker

Q Freehand (Please include Freehand files with eps files)
Q Other (Please Specify)

Page Size: Are your Laserprints correct size? Q0 Yes QO No
No. of Colours: Q Cyan 0 Magenta Q Yellow 0 Black
Q PMS Q PMS Q PMS Q PMS Q Other
No. of Pages to be Output: - Screen Ruling: Q Pos O Neg
U R/Rem. up QA R/R em. down O Offset 0 Web QO Flexo Q SilkScreen O Newsprint:
MEDIA
U Floppy Disk U 44mg Cartridge U 88mg Cartridge 0 200mg Cartridge
Q 270mg Cartridge QO 100mg Zip acb Q Dat Tape
PROOF
Q Bromide Q Iris O Cromalin O Laser B/W
CHECK LIST
Are your Laserprints Correct? OYes O No
Have you transferred all files used in the job?
(including eps files placed in Illustrator or Freehand) OYes O No
Have you transferred all fonts used? (Screen and Outline) OYes O No
Do you require us to trap the job? QYes O No
Is there an imposition supplied with the job? OYes W No

OTHER DETAILS
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C UL - forr

| AN AR A

Client

(D04409)

BTB COMMUNICATIONS PTY LID

Job Title

PBR CLUTCH

Job Number

S46328

Client Contact

JORNNE

Job Description

Date and Time 1in

SCANS X 2 27/01/98 . 8:53
Contact Key Number order Number Date and Time Required
Rep: BRIZZI R. Prod CGH PB473 7836 27/01/97 9:00
supplied by Client on|Client Brief Sheet ]

client stat¥

Previous Job Numbers

Final Product

SCAN TO PLI

Final Trim Size

Number of Pages

Number of Trannies

Number of Reflections

Number of Colours

Transfer

2 4
Litho Web 8] lkecreen|Newspaper |Proof Stock Publication/Printer |[Screen Rulings
Input Output 60
.
Photolab |[Camera Scanning Co Man Creative Mac Media Milestone | Combining [SuperPlot |Plateroom
' N
Scanning To For Samples - Supplied

File Treatment

Type of Proof

Combined/Uncombined

Type of Proof

Combined/Uncomnbined

Type of Proof

Combined/Unconbined

Plate Information

Imposition

Mockup

Date Reguired

Date Required

Date Required

Delivery Information

SCANNING
SCAN 2 TRANNY TO SIZE OF STAT DO NOT CROP

IMAGE OUTPUT

LOAD TO PLI

MAC
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Product attribute and brief description
* Product quality (film specifications)
Reflected in the finished film/picture quality
* Turnaround time

Time taken from receipt of order to the
delivery of the finished product

* Technical expertise of sales reps/
production - Customer education.
Important to be able to advise customers
immediately at point of order about
product and process technologies

» Sales service response

Regular (daily) servicing of customers and
rapid response to customers calls

* Reputation - name/brand

Maintaining image as the leader in digital
graphics - core product of high quality

» Competitive edge

The product provided the customer with
a competitive edge.

* Customer support

Rapid response to changing client needs

- understanding of client business.

Comments

[dentified by all functions

[dentified by all functions

Identified by all except AC

Identified by all except AC

Emphasised most by GM

Identified by all except AC

Identified by all except AC

Product attribute summary - SD
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Appendix 14

Key industry statistics - Services to Printing in Australia

1997 -98 | 1998 - 1999 - 2000 - 2001 -

99 00 01 02
Industry turnover
(Millions SA) 696.9 551.9 724.5 5.2 601.3
Number of
establishments (units) 785 781 780 764 757
Exports
(Millions SA) 2.0 2.3 13 1.0 1.9
Employment (units) 7100 5910 6910 6012 6132

Source: Adapted from IBISWorld - Services to Printing in Australia Market

Research Industry Report - Key Statistics (2003)




