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WHAT IS QUALITY?

Quality and related issues discussed at Ministerial Round Table on Quality
Education, UNESCO, 2003 maintain:

“The Quality has become a dynamic concept that has constantly to adapt to a world
whose societies are undergoing profound social and economic transformation.
Encouragement for future-oriented thinking and anticipation is gaining importance.
Old notions of quality are no longer enough....despite the different contexts there are
many common elements in the pursuit of a quality education, which should equip all
people, women and men, to be fully participating members of their own communities
and also citizens of the world”.

As quality is a dynamic process and governance is very much involved in the process
of institutional operation and management, this paper raises some issues related with
the role of governance and quality linkages for Pakistani Universities.

EFFECTIVENESS

Is a democratic or participative approach more effective than the managerial style?
Does decentralization and devolution of power to departments assist or hinder
effective management? Do we need more training for leadership and for governance?

It is important to think seriously about management and governance questions
because effective management and good governance assist academic performance
and strengthen universities’ ability to withstand the vagaries of erratic funding
policies and environmental turbulence. The board of governors and the general
Faculties Council, at the level of institutional governance, rely on effective
structures, powerful instruments and time-honored techniques to ensure that the
University honors its mission, mandate, values and vision while complying with
legislative requirements Perhaps, above all, the process gives universities confidence
in facing the future. HEC (Higher Education Commission) medium term
development framework 2005-10 clearly states that

‘Improvement in university governance and management is
required to improve the quality of education and research’.

But, how? We have to be very clear in our strategy i.e. to bring change in the
institutions. Change in governance structure; Change in planning system; Change in
management style; Change in operation and implementation; and change in the
evaluation system etc. Shamsh Kassim-Lakha (1998) quoted Tanner in an
international seminar at Karachi, the basic statement to bring change:
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“A reasonable university adapts itself to the world around it. An
unreasonable one expects the world to change according to its
ideas. Therefore, all progress depends on the unreasonable
university.”

Change does not mean to make brand new policy initiative or bold restructuring.
Improving University effectiveness has more to do with examining each related
activity on a holistic basis. Universities are interlocking organizations in which all
the parts are interdependent. To improve university management, we need to train
and educate a wider proportion of our staff in what the management issues are and
how to approach them to bring the desired change? It is not necessary to delay this
until they become deans or pro vice chancellors or until they have been consigned to
a specialist administrative area for a number of years. If we are to take institutional
management seriously, we must prepare a subset of the younger generation of
academics and administrators so that when they reach senior positions they
understand the issues and approach them professionally.

Shamsh Kassim Lakha has also pointed out in his paper that quality of governance in
public sector universities has suffered most due to the lack of political will; political
appointments to governing bodies; induction of trustees and governors of inadequate
quality; polarization of syndicates and senate; and appointment of university
leadership solely at the discretion of the chancellor who most often is himself a
political appointee or a political figure.

Dr. Tariqg Rehman rightly stated
“The highest rank in the military goes to military officers, the
highest rank in the bureaucracy goes to bureaucrats, and the
highest rank in the judiciary goes to a judge. However in
university the higher rank may go to someone who started his
career as a lieutenant or an assistant commissioner”.

Francis (1998) suggested that good universities make for good governance by
screening the best for the top. But they do more too. A university that honestly
pursues objective standards of admission, performance and accomplishment, without
regard to a person’s affiliation or other qualities, is a school with a moral vision that
is badly needed in societies whose governments are endemically corrupted by special
loyalties to kin and kind.

Regarding private universities it seems that their autonomy for governance,
recruitment, enrollment and curriculum have an opportunity to address the change
issues, which the public sector finds most troublesome because private universities
are not constrained by lack of ability or undue influence.
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We therefore do not need new governance fads or tool kits but more investment in
thinking about the effectiveness of university governance.

SETTING OBJECTIVES:

The second issue relates to the value of setting objectives. There seems to be general
agreement that the preparation of institutional plans and missions statements, and
university assists management and gives governing bodies a more strategic role.
Governance may be treated as the force which lays down the object for which an
organization and its management are to strive for and the broad policies under which
they are to operate governance may also be treated as the force which leads and
directs to the realization of desired goals and objectives.

After a careful study of powers of the private and public universities it is found that
the university acts are almost more or less same and in some cases (especially in the
cases of public universities case), they are merely replicated. It is found that not a
single article in universities’ act is related to the assurance of quality in universities.
Even the model university act of Government of Pakistan (2002) has nothing to say
directly about quality assurance and any kind of standardization. The draft rules and
regulations used by public sector universities (which are supposed to be tried and
tested) are not conversant with the issue of quality assurance, and the governance
and quality linkages. It is therefore highly satisfying that the university act possess
the objectives that will not only elevate the level of higher education but will also
ensure the quality of higher education through the establishment of Quality
Enhancement Cell (QEC) in all universities.

Universities can function as quality engines for a nation. They accumulate resources
of all kinds to support the highest possible levels of faculty and student quality.
Faculty and students, pursuing their individual goals within the context of the
university’s academic program and guilds, develop their skills and use them to create
additional value either in the form of enhanced capabilities as graduates at all levels,
or of contributions to new knowledge through research. In achieving these aims, the
quality engine of the Pakistani Universities should operate multiple separate
domains. One domain derives the teaching enterprise at the undergraduate level;
another connects graduate and professional studies to the work of the faculty. A third
sustains the research of the faculty and their much needed collaboration, while a
fourth translates those research accomplishments into patents, licenses, and other
assets of value to the nation and the world.

The Revision of Charters and statutes to alter the composition of the governing

bodies may therefore be envisioned as one of the priorities to ensure quality at higher
levels of education.

148



Business Review — Volume 3 Number 1 January — June 2008

COMPETITIVENESS AND COLLABORATION

A related major issue pertains to the balance between competitiveness and
collaboration, both within and between the institutions. The competition and
collaboration within an institute to ensure quality rests on two assumptions:

First, students, teachers and administrators in the universities are, and should be,
homogeneous communities and that they coalesce and should coalesce into a well-
integrated university community; Too often academics and administrators in
established disciplines pluck out of the already made managerial solutions from
elsewhere they may have heard on discussed at a conference and present them as
newly minted answers to their own problems.

Secondly, universities seem to outside world to be overly democratic but are often
extremely hierarchical, excluding the most knowledgeable people on particular
management issues from participation in decision making on the issues in which they
are the most expert. Universities are often deeply resistant to flat structures where
communication lines are short and decisions can be taken quickly, preferring
extended decision making structures where process trumps over timeliness. Too
often relation between academic and professional managers are confused by
considerations of status when it is abundantly clear that partnership, collaboration, a
sense of equality and open discussion encourages creative thinking and innovative
ideas.

Programme quality assurance rightly belongs to knowledgeable peers who are the
best judges and most effective guardians of quality standards. This means inviting
objective and respective colleagues to review and report to the governing board.
Strength and weaknesses of the faculty and board must be identified through review
committees. Trustees have then little difficulty convincing either themselves or the
faculty of what needed to be done to redress the weaknesses.

Many of the issues concerning the competitiveness and collaboration between the
governance of different institutions revolve around the relationship between the
Federal and provincial government, the national funding bodies and higher education
institution. The implementation and safeguarding of the quality of the university’s
educational programs should not rely solely on government and its agencies.
Autonomy is a condition precedent if the universities are to discharge their duties
and obligations effectively and efficiently as regards imparting and advancement of
knowledge and also making their unique contribution to the life and development of
the nation.

Shamsh Kassam-Lakha has pointed out that a young university aiming to learn from
an older, established institution and perhaps hoping in the process to gain ‘reflected
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glory’ and improving its image through such a linkage will be disappointed, unless it
too can offer something in return to the mature university. This could be done by
reimbursement of the cost of such linkages—the most common method; through
collaborative working arrangements that envisage exchange of faculty, joint research
project and exchange programs for students. Such linkages would require much
nurturing and almost every linkage will require some financial support (but, the less
money that changes hands, the better). However, the most successful linkages are the
faculty members among various instiutions.

CONCLUSION

It is very important to ensure the role of governance of universities to be effective, so
that the institutions control the selection of students, selection and retention of
faculty and the curriculum that is offered and the awarding of degrees. What has
been achieved so far with respect to quality and governance is only a beginning. We
have to be optimistic enough to hope that this issue will be taken seriously to bring
quality at higher education.
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Moral truth can be conceived in thought. One can have feelings about it. One can
will to live it. But moral truth may have been penetrated and possessed in all
these ways, and escape us still. Deeper even than consciousness there is our
being itself — our very substance, our nature. Only those truths which have
entered into this last region, which have become ourselves, become spontaneous
and involuntary as well as voluntary, unconscious as well as conscious, are really
our life — that is to say, something more than property. So long as we are able to
distinguish any space whatever between Truth and us we remain outside it. The
thought, the feeling, the desire or the consciousness of life may not be quite life.
To become divine is then the aim of life. Then only can truth be said to be ours
beyond the possibility of loss. It is no longer outside us, nor in a sense even in us,
but we are it, and it is we.

AMIEL
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“Change — real change — comes from the inside out. It doesn’t come from
hacking at the leaves of attitude and behavior with quick fix personality ethic
techniques. It comes from striking at the root — the fabric of our thought, the
fundamental, essential paradigms, which give definition to our character and
create the lens through which we see the world. In the words of Amiel,

Moral truth can be conceived in thought. One can have feelings about it.
One can will to live it. But moral truth may have been penetrated and
possessed in all these ways, and escape us still. Deeper even than
consciousness there is our being itself — our very substance, our nature.
Only those truths which have entered into this last region, which have
become ourselves, become spontaneous and involuntary as voluntary,
unconscious as well as conscious, are really our life — that is to say,
something more than property. So long as we are able to distinguish any
space whatever between Truth and us we remain outside it. The thought,
the feeling, the desire or the consciousness of life may not be quite life.
To become divine is then the aim of life. Then only can truth be said to
be ours beyond the possibility of loss. It is no longer outside us, nor in a
sense even in us, but we are it, and it is we.”

Stephen R. Covey
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DISCUSSION

Spiritual Basis of Worldly Success

Dr. iur. Menno Adden
Technische Universitéat Dortmund, Germany

POINT OF DEPARTURE

akistan is built not on a long national history, not on a common language or the

like. The common bond of Pakistanis is the Islam. The whole country is soaked
with religion. For a Western visitor it is both impressing and intriguing to see as to
what great extent everybody seems to keep the fasts and does his prayers. It is
impressive as we in the West have almost lost this religious fervour. It makes me
ask, where we Europeans are bound to go if we lose our Christian religion. On the
other hand it is intriguing to see Muslim practising their religion as they do. Now in
the holy month of Ramadan, overall speaking, people work less than they normally
do, offices are closing by midday and tens of thousand small businessmen, restaurant
owners and the like, are virtually laid off during the day and have to make good for
their lost turnover in the hours after sun set. So this brings me to the topic of this
lecture:

Is there a relationship between religion and economic success or failure?

Pakistan has done very well in some aspects of economy, but fares behind
international standards in other fields. The same is true in other Islamic countries.
Dubai is a glittering example for economic success — and still we are let with some
misgivings about how it has been done there. Economic progress has lately been
made in Malaysia, but we see very little of it in e.g. Syria or Morocco. Is there a
common trait in the development of Muslim countries? If so, does Islam as religion
play a role in this? Are there any links at all between economic worldly success and
religious beliefs?

Max Weber (1864 — 1920) raised this question with respect to the conspicuous
differences between the progressive protestant and the somehow backward catholic
regions of the West. MW today he is mainly known for his treatise on exactly this
question: Protestantische Ethik und der Geist des Kapitalismus — Ethics of
Protestantism and the Spirit of Capitalism. The essence of this treatise can be put
short:

e Protestants are economically more successful than Catholics and followers
of other religions

e Worldly success may therefore be somehow connected with being a
protestant.
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If we apply this theory to Islam we ask: Is worldly success or failure somehow
related to being a Muslim?

1. PROTESTANTISM

Protestant is the name for Christian groups and sects which split from the Roman
Catholic Church as a consequence of Luther’s reformation 1517. The reformation is
a religious and thereby also a cultural revolution. It was based on a complexity of
causes:

e Political: The middle ages were over. The traditional concept of one
Emperor holding the secular, and one Pope, wielding the spiritual power
over all peoples of the world had outlived itself and was openly disproved,
i.a. by the sheer existence of Islam and the Turkish empire.

e Technical: Gutenberg’s invention of printing, around 1450, put books in
the hands of the hitherto completely unlearned.

e Cultural: The advancement of learning lead people to ask and answer their
own questions and to seek answers not only with the priest, the bible and
the church.

e Theological: Luther stood up against blatant misuse of the spiritual powers
of the church and thereby sparked off the reformation. Gutenberg’s new
technique helped to quickly spread this insurrection to all parts of Germany,
France, England and elsewhere.

2. PROTESTANT ETHICS
UNEARNABLE GRACE

Max Weber says: Protestant are for religious reasons constantly busy and thereby
produce capital Max Weber's line of argument can be summed up as follows:

Christian teaching is that original sin makes man spiritually unfit for the Kingdom of
Heaven. Unless saved by operation of religion (e.g. redemption through Christ), he
inevitably will end up in hell.

The Catholic Christian developed  dogmas with little or no founding in the
scriptures, which all but promised man heaven provided he stayed with the teachings
of the church. This was the point, when Luther got stuck with St Paul’s word:
Romer 3, 28:
Or in the translation of the King James Bible: Therefore we conclude that
man is justified by faith without the deeds of the law. Or in Luthers
translation: So halten wir nun daflr, dass der Mensch gerecht werde ohne des
Gesetzes Werke, allein durch den Glauben.
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Faith was the first step to salvation. But even faith is no guarantee. Salvation cannot
be earned. It is a grace of God given to the worthy and unworthy alike. Rituals and
formalities, not even prayers and fasting, not pilgrimages nor doing good works or
faithful obedience to all religious rites and rules can earn the grace of the Almighty.

Ultimately we are led to the conclusion, that it is irrelevant, whether we pray or not,
whether we do good, fast or not, God’s majesty will not be forced to grant us pardon
for our original sin. So the individual is left to find out by himself, what God wishes
him to do and not to do. Most probably God wants him to stay in his place and to be
good in his profession.

LITERACY - EQUALITY - RULE OF LAW - DEMOCRACY

If man is direct to God, he must be able to read the Holy Scriptures. Protestantism
therefore insisted right from Luther’s first writings on building municipal schools
everywhere for everybody. It is protestant Germany where we find the first laws on
compulsory schooling as early as 1598 ( StraBburg/ElsaB). This led to a new
curiosity: people, who now could read, wanted to know and judge by themselves,
what was going on the world. The first regular newspaper was published in
protestant Germany (again Straburg, 1610) and then in Holland, England. He, who
knows, will stop thinking of himself as inferior to others. Knowlegde breeds
equality. Nobility step by step lost its monopoly on political power. All this started
and was developed in the protestant regions of Europe. Thus reformation led to the
age of enlightenment. Inasfar catholic scholars, French and few Italian, took part in
this all European process, their Catholicism was imbued by protestant thinking and
had come very close to agnosticism, if we think of Diderot (1713 - 84).
Enlightenment (German: Aufklérung) therefore was basically a protestant affair in
which now English and Scottish scholars took a leading role and which came to an
glorious fulfilment with Immanuel Kant ( 1724 — 1804). Enlightenment was about
reason. (German: Vernunft). Kant not only wrote about freedom of thought but
almost preached it. Famous are his words:

Enlightenment will be brought about by freedom (Freiheit ) under the most
harmless aspect of whatever may be called freedom, namely the freedom to
openly make use of one’s reason (Vernunft) in all areas of life.

As this freedom directly leads to what we understand as self determination of the
individual and also of peoples it follows that there is a direct line from reformation
over enlightenment to modern ideas of democracy and even human rights.

A further consequence of reformation was the following: If everybody from peasant

to King is direct to God, if we are all equal in his eyes — what difference should
there be among fellow creatures? If there are to be any differences these must be
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justified by objective reasons. This led to a new concept of the rule of law. The law
is the foe of corruption. Is it just a coincidence that protestant countries are widely
considered as corruption free? Law and equality leads to new forms of government.
So another fruit of Protestantism is modern parliamentarianism and democracy.

PREDESTINATION/ PREDETERMINATION

God is all knowing. He knows the past and the future. The Almighty therefore has
knowledge on my state of salvation before | even make my first breath. If this is so —
what can | do? God’s grace will be bestowed on me or not — just as he wills. This
situation, so Max Weber’s argument goes, would make a man anxious and to
continuously tremble, whether or not he belongs to the chosen flock. This leads to
a state of mind, where he tries to dampen his anxiousness by being constantly busy.
If he tries by his own industriousness to help himself, God also may help him — and
this then could be a sign that God has chosen him.

Man therefore is like a student who has written a test. It is now beyond his reach to
influence its result. He may now be very uneasy for some time until the result is
there. To overcome this uneasiness, he can put himself to working so hard that he
forgets about it and while doing so he may gain further insight into the topic of his
test, and he may feel that his test should be all right.

3. PREDESTINATION IN ISLAM

Islam also knows predetermined destiny (gada). If predetermination has effects as
described on Protestants, why not on Muslim? Max Weber’s arguments would be as
applicable to the one as for the other. Actually Max Weber's theory seems to be
applicable at least partly to the early Islamic period.

Why then did Muslim countries develop so differently from the protestant? The holy
book, the Quran, had been written down by Zaid ibn Thabit. A good Muslim was
expected to read it, because he should understand it by himself. Illiteracy therefore is
not a Quranic virtue! So everything was set to let the Muslim countries develop in
almost in the same way as later on did the protestant countries.

There are in whole history only few, if any, examples of men so courageous, active
and self reliant as where the prophet and his first followers. Out of nothing they built
within few decades one of the biggest empires ever. These men were everything, but
they were not fatalistic dreamers. The Prophet and his companions put their faith in
God, who had spoken to them in the Quran. They were men of action. They wanted
to prove to themselves and to the world that they were worthy tools of Allah. They
believed in man’s responsibility for his deeds. They did not engage in religious
speculations. Rules and rites, regular prayers, fasting etc to them were ways to
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internalise religion, they were not regarded as being the gist of religion. Then in the
light of the religion of the Quran the Muslim world developed one of the most
splendid periods of world culture. Fatalism, which in the West is often seen as one
of the main characteristics of Islam, may be a later distortion of Islam, as is often
said. Nevertheless somehow fatalistic ideas became an essential part of the creed of
the masses.. ..Mysticism bred fatalistic tendencies it also encouraged indifference to
social morality. ..The neglect of social and practical ethics cancelled all programs of
humanitarian activity...science disappeared. This neglect and fatalistic state of mind
apparently has led to leaving the masses illiterate.

There are may reasons for the decline of the Muslim world. Arguably the Mongolian
conquest of Central Asia and the annihilation of the caliphat (1258) most the single
most important of them all. The teachings of the Quran, however, are not among
them. Islam, so it is said, is the very negation of fatalism. But apparently gada did
not remain the driving force in Islam. To the contrary. It was misunderstood as
passive acquiescence and surrender to the flow of events which is neither knowable
nor predictable. Thus, the attitude requisite for technology.. is absent in popular
Islam.

4. NEW UNDERSTANDING OF NEW TESTAMENT UNDER
PROTESTANTISM

Jesus tells the following parable (Matth. 25, 14ff):

A master went on a long journey. He called his servants. To A he
gave 1000 pounds of gold; to B 2000 and to C 5000. Master
comes back. A returns 1000 pounds and says: Master, | know your
harshness, | was afraid of losing your gold, so I hid it — here it is!
B returned 2000 and in addition some profit made with it. . C, who
had received most, returned the gold plus the huge profit. The
master scolded A: Once you knew that I am harsh — how could you
dare to return my gold without even trying to put it to the money
lenders and earn some interests on it. B fared somewhat better. C,
however, was praised. You are indeed my faithful servant. From
now on you shall my steward in greater things. And the master
took the gold from A and gave it to C, who already had so much.

For Protestants this parable has become something kind of a “leading case”. The
Lord gave to each of us certain talents, If we do nothing more with our talents than
just refraining from sins, if we live a life in all decency - this - such is the message
of this parable - is not, what the Lord expects from us. We are deceiving the Lord
for the profit, we could have earned with the talents he bestowed upon us. St. Luke
12, 48 reports a saying of Jesus: For unto whomsoever much is given, of him shall be
much required. So Jesus says: If we are hiding our talents, not using them in the
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furtherance of the Kingdom of God, we are committing a grave sin, even if we return
our talents received unimpaired to the Lord.

MW rightfully sees a new understanding of professional life evolving with the
reformation. If all men, irrespective of who they are and what they are, depend on
the grace of God, they sure are equal before God; if so there should also be equality
among men here on earth. Whatever a man does, be he pope or peasant, it is a
service to God, which he owes to the Lord in his respective profession. The only
thing that counts is: has he performed well in his respective profession? We sing a
hymn Lutheran services saying: Oh Lord, give that | do the work in the profession
you have assigned me to diligently and at the right time, and let it be done
successfully.

5. ISLAM
ISLAM AND CHRISTIANITY

The core problem of every religion is the question: What can /should man do, to
become befriended with the Almighty? In Christianity and Islam this question is
asked more specifically: What must we do or omit, in order to be accepted to
paradise?

It is well known that Islam and Christian religion have many things in common.
Islam also knows about the concept of original sin. In Islam the problem of man’s
free will (i.e. whether at all he is able to choose between good and bad) has been
discussed with almost the same arguments as in Christianity. If God is good, how
come, that his creature is bad and needs salvation? If man sins, why should he be
punishable, if he follows the path of truth why should he be rewarded? God created
him exactly as he happens to be. And after all — what is a sin? The concept of man’s
punishment and reward would then lead to the heretic assumption, that there is within
man’s nature something beyond the Almighty’ s reach, something what he did not
create and still it is there. This type of rationalistic thinking came up very soon after the
emergence of Christianity and Islam respectively. The Islamic sect of Mutazilism (8th
century) seems to ask the same questions and apparently comes up with about the same
answers as the Christian Pelagius and his sect did in the 5" century.

Both sects have been refuted by their respective orthodox theologians, who for the
Christians are personified in St. Augustine. The orthodox and until today prevailing
answers in both religions, Christianity and Islam, to these question also seem to be
very similar. God created everything and what he created, was good. God cannot do
any evil. The Bad as such does not really exist, it is only the negation of the Good,
privatio boni. Bad is what is left over, when we take away the Good. This seems to
be also the stance of Islam. The Quran says that God created man with a bias
towards the good (' S. 82, 7). This Good, which is found in man’s soul, is implanted
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by God, it is his gift. If we subtract this gift from man’s soul, then his pure nature lies
before us, and this nature has a tendency to be bad. So whatever evil a man does,
this comes from his own soul (S.4, 79). So also under Islam man is saved only by
grace of God. For Christians God’s grace has been bestowed on us through Jesus
Christ. The traditional view of the Catholic Church says: this Grace of God is
administered by us, the church, you as an individual must not worry. If you follow
the teachings of the holy Catholic Church you will not be lost in the final judgement.

For the Muslim this grace of God has been given by sending down the Quran. If man
follows the teachings of Quran in good faith he can be all but certain that he will be
allowed to enter paradise. It could therefore be said, that the Quran in its entirety for
the Muslim has the same function as the church has for the catholic Christian.

ISLAM AND PROTESTANTS

It is not easy to draw the line between Catholics and Protestants. Bar one big point: The
catholic “believes” in the church as an institution said to have been found by Christ
himself. The church has the exclusive authority to, as has been said, administer god‘s
grace and thereby to guide man to God and paradise. This concept (extra ecclesiam
non est salus = without the church there can be no salvation) was of fundamental
importance; it still is, albeit slightly adapted to the facts of the world. The good catholic
Christian is expected to content himself with what the Church teaches. It seems that
this comes rather close to the Islamic doctrine of taglid, by which the Muslim passively
accepts the teaching of authorities without asking questions.

Luther and reformation questioned this doctrine. According to Luther man is direct
to God. Priest and church may help him to understand the Holy Scriptures, but they
are no mediators between him and God. It is the privilege and duty of everybody to
understand the Holy Scriptures by himself. In this Protestantism is very similar to
Islam.

But there remains a difference. Protestantism did overcome taqglid, Islam not yet.
True, there are Islamic writers  fighting  the doctrine of taglid, but it is still
dominant in Islam. It would be tantamount to an Islamic “Reformation”, if the
doctrine of taglid came to an end. This would open the door to apply Max Weber’s
theory directly to Islam.

6. NEGATIVE AND POSITIVE ETHICS

Muslim ethics like those of the Catholic Church may be called “positive”. It is about
God’s rewards. Man in principle will be saved, but he can forfeit his salvation.

Protestant thinking may be called “negative”: it is about avoiding punishment. He
must show something to his master, the Lord. The protestant must therefore be
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active, and even then he is not certain that he will avoid damnation. Now, there is a
big danger for the Protestant. The more we do, the more active we are, the more
possibilities are there to fail and thus to commit sins. And on top of this: sin may
also lie in not doing the right thing at the right time. To omit the Good is just as
sinful as committing the Bad. In view of the other world, the life of a Protestant is
therefore obviously more dangerous than that of a catholic.

7. SPIRIT OF CAPITALISM - ASCETICISM

Wealth and riches may follow from our endeavours and from our being busy, but
these are not the real aim. The bliss of working lies in the accomplishment of the
well done work itself. Work is to the praise and honour of God not for my own
gratification. The profit we earn with our master’s gold is not ours. Lust and luxury
is not what the servant should aspire to. The master will pay me what has been
agreed whether | worked less or more than my fellow servant, viz. Matth. 2, 1 ss.
Endeavour means to do more than is usually done, more than is absolutely necessary.
Endeavour is work and labour at the expense of leisure and fun. So capital is
geronnener Lustverzicht, the aggregate of forgone leisure & fun or overtime turned
into tangible worth. As bad breeds bad and good breeds good — as the proverbial
saying goes — it follows that capital breeds capital, new capital breeds ever more of
it. The more it grows the less we want to spend it — we want to invest it to increase it.
Under the protestant ethics the investor does not want to become rich, he wants to
show his master, that he is good servant.

It may therefore not be just a coincidence that the first Savings Banks, Sparkassen,
were established in protestant regions of Germany. The idea behind these Sparkassen
was very protestant: small earners should be given a safe, i.e. state guaranteed
opportunity to invest their pennies saved and have them grow into capital instead of
spending it. It was the same idea which led protestant Friedrich Wilhelm Raiffeisen
(1818 - 88) to found the cooperative movement and credit unions.

Let us take, under this perspective, a glance at the very rich: Who is there in Monte
Carlo or other glitzy places? The Onassis type of people, tennis stars. You would
not find Bill Gates there or Warren Buffet. Both are now in the process of setting up
one of the biggest foundations ever to the benefit of underdeveloped countries. . Both
are obviously behaving in a very protestant way, — whether they are believers and
church goers or not the same is true with the likes of Mrs. Quandt, who owns the car
maker BMW. The Albrecht brothers, arguably the richest people in Europe, are
living in Essen, where the undersigned lives, who can tell from their neighbours that
they are known for their parsimoniousness, but nobody ever heard of their big
yachts, if they have any, let alone extravagancies. These billionaires are said to eat
in the general cantina and to turn the light of, when they leave the room, and Warren
Buffet is said to have not change his hair cutter in 50 years.
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8. PROTESTANTISM OR WHAT?

Like all big ideas Max Weber’s theory has its critics. Be it enough to cite Max
Weber himself: It would be stupid, he says, to infer that Protestantism  was the
only cause of capitalism or, even more stupid, to say that capitalism as an economic
concept originates in the reformation.

There are also other reasons to stimulate activity. Times of war and duress can be
seen as a stimulator to industrial progress. Is it really so that endeavours have
something to do with religion or protestantism? Dubai has made tremendous
progress in recent years. Is the Emir of Dubai a protestant? Malaysia has done rather
well in many areas — are Malaysians protestants?

Well, yes maybe, in a way. Not in the religious understanding of this word, but in the
sense which underlies protestant ethics and which ultimately may be also the spirit of
the Quran.

The Quran teaches that God created the world not for sports; the Almighty intended
to achieve something with this world, what is still hidden to us. God wanted men to
contribute to this aim. Quran says that man should try to emulate God in his
attributes. The sole aim of man is a progressive achievement of all divine attributes.
The first and pre-eminent attribute of God is his being Creator of the world and of all
what is within and without. This leads us to the conclusion that man according to the
Quran may be destined to become a creator himself. | understand an Islamic mythos
saying that God originally offered to the angels the divine trust, amanah, by which
the world would have been transformed within and without into the likeness of the
divine purpose. But these shied away in panic and terror. Then God entrusted this to
man. Did we not also shy away from this? The practical ethic of a common Muslim
is said to be quite the opposite of what Islamic ethics really are.

Thus we would infer that also according to the Quran man is under an obligation to
actively emulate God in his “creational spirit”. Man should try to improve the world
and what is in it in order to conform it to the Almighty’s aims as evidenced in the
Holy Scriptures. Under this perspective, Islam would come very close to or would
even coincide with what has here been described as protestant ethics. Maybe this
ethic is neither protestant nor Islamic — it is just the common ground on which
irrespective of our professed religion mankind stands, as soon we feel responsibility
for ourselves and the world as a whole.

9. CONCLUSION
| wanted to show that religion, be it Christianity, Islam or others, is not a bed, in

which we passively lie until we are led by the angels into paradise. Religion is a
state of mind in which we out of responsibility towards God we make our own wings
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grow so that we may fly to heaven, albeit with His help. What can we do to make our
wings grow and spread?
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“One remarkable variation in business ethics arises from the emphasis
on individualism in U.S. culture as opposed to the emphasis on groups in many
other cultures. Individualism in American social philosophy makes individual
conscience the source of ethical control; the individual sin concept in Christianity
makes personal guilt the penalty for bad conduct. But in other countries, a
combination of the underlying factors discussed above has created far different
ethical values.

The Japanese, for instance, have a strong ethic of fidelity to work
groups and corporations. Beginning in about the sixth century Japan, like other
Asian societies, began to borrow and adapt Chinese culture. Traditional values in
China stressed that an individual’s primary obligation was not to self but to
others, including family, clan, and government. The Japanese also built a strong
ethic of loyalty to superiors from the emphasis on fidelity in Chinese
Confucianism. In medieval times the extreme of loyalty was seen in samurai,
who gave their lives for feudal lords. Today it is seen in corporate employees
who do ordinary jobs with life-or-death urgency. The concept of sin is foreign to
Eastern religion and philosophy, so Japanese are not controlled by guilty
consciences. Rather, they are shamed by group disapproval.”

George A. Steiner and John F. Steiner
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CASE STUDY

Pilot Study of 8 SMEs in Pakistan
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Institute of Business Administration Karachi, Pakistan

ABSTRACT

hese (eight) cases study small firms (with 1-50 employees) in Pakistan to

determine marketing factors that lead to success. Information is gathered through
in-depth interviews with owner-managers on their premises. Convenience sampling
is used within the city of Karachi. Firms included relate to production, and services
(including retail). It was found that most of the firms are not marketing oriented and
they do not understand marketing. Thus they will benefit from some kind of
marketing training conducted by the government or through their own resources.

Keywords: Small Firms; Marketing Philosophy; Strategic Aspects; Entrepreneurial
Marketing.

It was difficult to assign independent variables in my study of Pakistani SMEs. There
was not sufficient basis for the same. Literature was limited to a few studies and
these studies were mostly old. None of them focused on marketing in SMEs. Thus a
need was felt to conduct a pilot study of some selected firms. This was done by me
in Feb to April, 2007. A convenient sample of 8 firms was chosen and in depth
interviews were conducted on premises of the firms. Interviews were done in two or
more sessions. All interviewees were owner managers of the firms.

Sample was chosen on basis of convenience and agreement of owner managers to
talk freely and share information unless the nature of information was sensitive.

Most of the studied firms are struggling to survive. They are still in the product
oriented stage or sales oriented stage. They are interested in day to day existence.
There was a strange feeling of hopelessness that is difficult to explain. It is some
kind of despondency. Culturally Pakistanis leave things to God. Thus they seem to
resign to their fate and hope that things will settle one day. It appears that apart from
a few cases most of them are not taking charge of their business. The attitude is
generally of being inactive or reactive. Proactiveness was not visible nor was
interactiveness with the forces in the environment. This is a cultural trait which
needs in depth study.

165



Business Review — VVolume 3 Number 1

January — June 2008

Marketing philosophy, planning and strategic aspects of SMEs studied

Essa Ping Fashion vibes MPL Applied Karsaz Ego Husain
engineering estate Minimart
Philosophic Product Sales Medium Medium Medium Sales Highly Sales
al aspects of | oriented. oriented. marketing market customer oriented. marketing oriented
marketing Using Pushing orientation. But orientation. orientation. Now oriented.
product product. no active Strong B2B wanting to Involves
develop Not into market research inside and business. be MO. customer
ment as customer yes. Some outside Strong in product
tool. knowledge entrepreneurial sales inside and design.
seeking. marketing outside
sales.
No No formal No formal plan. Some No formal No formal No formal No formal
formal plan. No No written formal and plan. No plan. No plan. No plan. No
Planning plan. No written plan. written written written written written
aspects written plan. planning. plan. plan. plan plan.
plan. Sales forecast Sales Sales Sales
Informal in head of forecast forecast forecast Only 5 Interested
Sales planning in owner manager done by done by done by months in bottom
forecast head of owner owner owner old. line only.
made by owner manager. manager. manager Lifestyle
retail manager with business.
outlets employees wants
only to
break
even
Essa Ping Fashion MPL Applied Karsaz Ego Hussain
Strategic Vibes Engineerin estate Minimart
aspects g
Continuo No product Constant Constantly Product Standard Product
product us development introducti developing differentiat product. developed in Standard
product .No on of new enhanced ed from Some participation product.
developm enhanced products product competitors | efforts at with elite Home
ent. product in line in quality niche customers delivery
Introducin with and marketing (brand and credit
g new market reliability ambassadors) | offered to
equipmen demands some.
ts
pricing Competit Competitor Competit Standard Bid based Standard Premium Standard
or based based or based pricing. pricing. pricing. pricing price
pricing pricing pricing. Enhanced based on
Some product high quality
premium image
pricing
promotion Personal Personal Some Strong Strong PR Some Strong PR. Point of
selling selling. advertisin personal and advertising. Strong word sale
and PR. Aggressive gand PR. selling. networking Strong PR of mouth. advertising
Strong branding. Some Strong Strong
word of Some word branding word of branding
mouth of mouth mouth
Medium Weak Medium Strong Medium Low High Weak
Creativity/
innovation
High High High High Medium Medium High Medium
Ent Mktg

166




Business Review — Volume 3 Number 1 January — June 2008

From their conversation it appeared that the macro forces were against the small
business. And that no one cared. There was also an impression of owner managers
being entangled in lot of unproductive stuff. There were complaints of having to fill
too many forms and answer too many questions. Complaints were aplenty regarding
lack of infra structure. And failing utilities in spite of exorbitant costs of the same.

None of the firms studied including medium sized ones did any planning. Some did
say they planned but what was planning to them was not what is academically called
planning. These so called plans were mostly in the heads of the owners. They were
not written down. And they were not done at regular intervals of time.

There was also no indication of crisis planning or opportunistic planning. There was
the usual reaction that they knew what they had to do so they saw no need to plan.

Product development was visible with some. Product line additions were also seen.
But they were mostly done on judgment and not on basis of any formal research.
Most owners had a good practical sense of their business and in a way knew their
markets. But they were not used to out of box thinking. They were not striving to
come up with something new all the time. And if suggestion was given they had
ready answers as to why the idea needed to be killed. Some of them during
discussions agreed that they knew they had to do some activities but no reason was
given as to why the same was not done. For example one of the interviewees said
that he had asked some one to do planning some time ago but was not sure if that
person actually did it. This showed a low priority to conceptual thinking including
using modern tools of management and marketing. It seemed they had the belief that
they knew the market and that there was nothing that could be done to improve the
situation. | found an empty look in the face of some when told what they were doing
about marketing.

Networking was one thing which most of them did quite well. And this was their
way of survival. It was as if they knew their survival was in togetherness.
Networking was found even among competitors. And they shared work overloads
with each other. Many among them were close friends with their competitors.

They all used word of mouth for promoting themselves. This was done in a creative
way. And as the number of customers was small and only few additional customers
were expected to be added word of mouth was adequate enough to do the job. There
was little use of advertising. If any was done it was through give aways or local
leaflets. Surprisingly none used mailing lists, even though they had access to
computers. Direct mail was used by MPL through qualified lists which they bought
from the market at attractive rates. MPL also used e marketing and had a kind of
cotton exchange working through the net and serving the buyer and seller of cotton.
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Most of the firms were set up by the owners themselves or their fathers. All owners
had college education. Out of the eight owners half had some kind of similar
experience from before but none had a firm before. One of them was managing
director of a firm doing same kind of business till he started his own business and
became a competitor. All had strong professional and personal network. Out of eight
only two firms were started by a team. And these were doing well.

All firms were located in high buyer areas. All of them believed in and delivered
high quality. None did any active branding. But some were aware of the need to
brand. Most of the firms were taking reasonable care of the employees. Training was
also being provided to the employees on the job. Staff was being adequately paid
except in one case. And in this case strangely the owner was complaining that it was
difficult to find and retain good people. None of the firms were using professional
advisers. There appeared to be no belief in the usefulness of advisers and there was
no culture of using them, though it appeared that they could be quite useful.

All firms had a good product. But the product was not sufficiently perceived to be
such. This shows lack of use of promotions to the firm’s advantage. In case of
fashion products there was some niche strategy to be seen. Innovation was also
observed in these two firms. But what | found lacking the most was strategic
marketing. This might have made the difference. There was no scientific analysis of
all aspects of the situation and designing of a strategy to suit it. Nor was there
evidence of dynamism and quick response to the changing market realities.

All this leaves a lot to be desired in running of small firms in Pakistan. And it is not
surprising that they are not doing all that well as reported by Rana et al., 2003 in
their assessment of 650 manufacturing firms.

GAP IN LITERATURE

Almost nothing is known in a scientific way about the Pakistani SMEs. Study by
Rana et al., 2003 is more than 4 years old. The study relates to manufacturing firms
only with no mention of services or of trading firms. These now comprise of a high
percentage of the firms. 15 % of labor is in services and 14 % in commerce or trade
(Pakistan Statistical Yearbook, 2006). In the meantime a lot has changed in the
Pakistani environment. There have been changes in macro environment including the
media scene and growth of foreign investment in Pakistan. Also return of some
Pakistani professionals living abroad and getting into their own business has changed
the scene to an extent. There also has been tremendous growth in
telecommunications. Media has come in a big way to play a role in marketing. Due
to the proliferation of media (there being more than 70 local channels in Pakistan)
TV is now becoming approachable by the SME sector. E commerce is also
emerging. Broadband internet has seen drastic reduction in rates. And computer and
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computer literacy is increasing rapidly. Thus e commerce role in SMEs marketing
cannot be ruled out. And there have been some changes in government policy in
SMEs. New SME policy was announced in May, 2006. It promised SMEs many
incentives but it is in press that same is slow to come about in practice.

Founder characteristics of Pakistan small business owner needs to be studied. We
need to know across the board in all industries what the typical characteristics of
business owner are. What is his education, his industrial experience, his
entrepreneurial background? We need to know the effect of age of owner on
performance. We need to study how he conducts his business. Is he alert or
proactive? Does he go and create opportunities or wait for customers to approach
him. How does he motivate his employees? Does he have a climate in the firm that
promotes commitment of employees? Does he train them in the important areas of
his business? Can he hire and retain his employees. In case of Taiwan soft skills have
assumed great importance. It needs to be studied what kind of skills Pakistani small
business owner has. We need to take a bigger picture in terms of businesses
including services and trading. Owner manager is the most important entity in small
business. Without his education, his understanding of some of the modern
management techniques he cannot steer his firm toward success. We also need to
study role of partnership in success. Joint ownership/joint management is important
factor to examine.

Firm attributes is another area of great importance in small firms. It needs to be seen
if all vital systems are in place. What is keeping small firm from having HR,
Finance, Marketing and other important functions? What about accounting? Do they
have bank accounts? Why they do not have confidence in financial institutions and
why they don’t apply for loans. It is about time Pakistani SME start using
professional advice where it does not have expertise of its own. Why there is no
culture of using advisors. Is it lack of education and related shyness or is it the costs.

It needs to be seen if marketing can play a role in these firms and can owner
managers be made to understand marketing in a simple way in their language. How
do they do marketing now and what improvements can be made in their use of
marketing.

Do they for instance now do things which are related to marketing but are not
understood by them as such. What about the role of entrepreneurial marketing. and
how about strategic marketing. How about marketing planning. Is it happening? If
not why they don’t plan. And if they do what is the level of sophistication of their
plans.
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CASE ONE : ESSA LABS
(Medium sized enterprise, 230 employs)

HISTORY

Essa labs were established in 1987 by Dr. Essa father of Dr. Farhan Essa. It is a
family owned business and is mostly run by the father and son team. They started
with one lab in North Nazimabad. From that they have expanded to over 96 branches
over the next twenty years. It is basically a pathological laboratory but expanding
into other types of diagnostics. Thus growth of Essa has been phenomenal and this is
attributed to hard work, a good product which is essential for most people’s health
and shortage of supply of quality set ups doing the same.

Pathological labs business is a kind of business in which there is ample scope as
there are significant entry barriers and few good labs. Health sector in Pakistan is
inadequate to say the least. Most people have no proper health coverage. In both
rural and urban areas western medicine, i.e. Allopathy is still not in line with culture
and most people believe in traditional healthcare including hakims (herbal medicine),
ayurvedic or homoeopathy. Or even no treatment at all, depending on the will of God
to heal them. Going to doctors is a chore for most of them. Doctors are not available
in rural areas and those that are available are not up to the mark. This also means
there is no demand for pathological tests.

Even those that do go to the doctors in rudimentary rural health centers end up not
following doctors’ instructions or getting tests done. This means that market for such
labs is essentially an urban phenomenon. In spite of this market in the urban areas
remains quite large due to almost 45 % of population now residing in urban or
suburban areas. And even if most of them do not have health cover there is a large
segment of population which has need for testing whether it is in government
hospitals or in private ones. As government labs have poor quality if at all one is able
to get tests done through government facilities, need for private labs is indeed quite
huge. And this is specially the case for those established on professional lines. Essa
labs finds itself in this comparatively small group of labs. It is said out of the nearly
2000 labs or so in the country, about 80 % are quacks, an unbelievable number!
Government regulation is weak and cannot control proliferation of such outlets.
Therefore those who need to have reliable tests done have to go to the private albeit
expensive labs.

Among them foremost is the Aga Khan Labs associated with the Aga Khan
University of Medical Sciences. This is the penultimate facility in the country
established some 20 years ago by the Aga Khan Foundation. Their elaborate network
of labs is connected to the main facility in the heart of Karachi. Pick up points serve
as collection units and specimens are taken to the main labs within the hospital by
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their collection vans and results are displayed on computers mostly within 24 hours.
They are available online to the treating doctors.

It is in this scenario that Essa has found a gap for its services. Though Aga Khan has
almost 50 % of the market share there of the professional market, there is still a large
unfilled gap which is met through the private labs. There are almost 4 or 5 chain of
labs in Karachi. But Essa has the biggest network within Karachi having 96 labs
strategically situated throughout the city. Thus they do have an extensive distribution
in Karachi. The gap that is filled in by the likes of Essa is the one for professional
service at affordable prices. Prices of Essa thus being about 50 % of those charged
by Aga Khan. Even then in a city of a population of 16 million the demand is far
short of supply. And the prices are out of reach of most people. Thus the logic of
quack labs which give semblance of medical care where none exists.

MACROENVIRONMENT
ECONOMIC

As majority of the people in Pakistan cannot afford allopathic medicine market for
pathological labs is much less that expected. Thus most of those who go for tests out
of sheer need look for cheapest labs. Due to low education levels they cannot
distinguish between the properly equipped labs and those that are not. The ‘quacks’
are having a good time. Some of them are alleged not to even conduct the tests at all
and just make fake results. Or at best their results are not reliable.

A small percentage of people can afford the expensive tests and they don’t care how
much they cost. And others who work for organizations get some sort of cover for
medical expense. But this seldom allows them to use the top labs. Thus they also
sometime go to the less than reliable labs.

CULTURAL AND SOCIAL

There is hardly and tradition among the rural population to go for pathological tests.
They only do when forced by a life and death issue. In the urban areas those who can
afford do use these facilities whereas the vast majority does so very infrequently.
Thus majority of people remain ignorant of what such labs have to offer. Even when
some of them do use these tests they may not follow the results and usually leave
treatment half way due to traditional disbelief in western system of medicine.

COMPETITIVE

There are only a few chains of labs in the country. In Karachi there may be 4 or 5.
Others are isolated ones with each one or few outlets. They do not have highly
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motivated owners dedicated to growth or to acquiring latest technology by increase
of revenue through growth. Competition is still not very high for professional labs as
market is growing rapidly. This is due to secular increase of about 3 % in population
as well as growth in incomes of people and the influence of education with increased
awareness of preventive health and diagnosis of disease. It can be said that in future
there is likely to be a vast increase in the lab business as new hospitals come into
existence and as more and more people come into the health cover bracket. In this
situation value for money is the USP of Essa. They want to create image that they are
offering value for money for the market which is value and price conscious. And to
do this they need to emphasize their competitive edge which is lower prices and
distribution.

TECHNOLOGICAL

In this industry there is rapid growth in technology. It is known that medical
engineering is one of the fastest growing technologies in the world. And this fast
growth also finds itself into leading labs in Pakistan. Now for most of the
sophisticated tests one does not have to go abroad and they can be done locally. Still
there is a wide gap between demand and supply. Newer and more sophisticated
equipments are making their way into Pakistan. In order to compete, Essa is
investing a lot in the newer machines including CT SCAN and other state of the art
diagnostic equipment. It is one of the main points in the unwritten Essa philosophy to
keep ahead of technology in their field and remain a change agent rather than just a
place where one goes to get tests done. They want to be a part of introducing the
most sophisticated technology in the country at affordable prices. Each lab of Essa is
equipped to get the basic tests done on sight unlike Aga Khan which has to transport
specimens to their central lab which may take several hours and according to Essa
may compromise the quality of results.

REGULATORY

Though laws do exist in general about all kinds of foul play and quackery these are
seldom applied. The public has to pay the price for this poor governance. And labs
like Essa have their task made more difficult in their difficulty to explain the
community why their service is high priced compared to the non professional labs.
The burden of quackery is thus shifted from the government to the business
community and the consumers in this highly sensitive product.

MICROENVIRONMENT
Essa has enough capital available for expansion now due to a good and rapidly

growing business in the last 20 years or so. Also it has one of the better trained
manpower in the industry. It is said by Farhan that manpower trained by them is
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absorbed quickly in the industry with as prestigious a hospital as Aga Khan. Essa are
one of the leaders in training of manpower in this field and have collaboration with
Dow Medical College and others for training of technical staff and for programs
leading to a degree in diagnostic sciences. Also their programs are popular and have
demand. And they are thinking of going into academics and research. Farhan is
himself an academic and is a lecturer in Dow Medical University.

Essa believe in value added services. They achieved 1ISO 9001 qualification in 2003.
This qualification has helped them enhance quality. They also have Pakistan Nuclear
Regulatory Authority certification. They were declared Best Lab in Pakistan for the
year 2005-6. Having each outlet as independent one and not needing specimens to be
taken to head office each time is an advantage in terms of quality of the tests
performed. Specimen does not expire and is more reliable. All tests can be done
under one roof. Essa also have certification from IQAS (International Quality
Assurance Society).

MARKETING

Now the question remains what Essa is doing in terms of marketing. And what are
marketing problems of Essa. And what is the kind of marketing that can be done by a
firm like this.

Marketing within Essa is not the marketing of the 4 Ps. No doubt there is the
product, price, promotion and place but not at the conscious level. Firstly what is the
meaning of product of Essa to the typical consumer? Whether it is the issue of being
a tool in achievement of health, as it may be for some; or it is the difference between
life and death as it is surely for many others. And what is it that the customer is
paying for. In other words what is the total product concept of Essa? It is not the test
itself for sure. It is what the test can do. For some it can be a back breaker and
useless activity leading to vast expenses. In other words for Essa to understand why
a consumer comes into his outlet they have to understand what does the product
mean for the customer. What is the core product and what is the enhanced product.
And what ancillary products are associated with it. As the product is a service the
four characteristics of product assume significance.

Pathological service is intangible. So how is Essa to tell the customer that what they
will do will be good. To this aspect they have hired 10 executives dedicated to
customer service. They are consciously trying to improve their product in terms of
the range and comfort of the patients. And the technology. This is the first thing that
needs to be done as the first thing is the product itself. Essa are not doing any formal
marketing research to establish the need of the market but are using their judgment
and think that they already know what their customer wants. With regard to price
they have knowledge of what price of their competitors is. But they are not selling on
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price. With regard to promotion they say they have no formal promotion and no
significant advertising. The small amount of advertising they do is in professional
journals locally. They are using below the line advertising in terms of conferences,
seminars, free camps, and other such events.

Distribution of Essa appears to be their main strength. They are present in all of
Karachi. At the same time they have not presented themselves in rest of the country.
This is like a local chain of service outlets. And they consider Karachi and its
vicinities as their prime trading area.

HOW ESSA ACTUALLY DO MARKETING?

Essa do not have conventional marketing. In discussion with Farhan, he said
marketing is important but so far they have not been able to do it. They think it is
now the time to take a look at their marketing and do something about it. There are
no written marketing objectives. And no analysis of the overall situation of business
in the country though this is all in the head of the top management including the
father and the son. Marketing strategy has not been chalked out.

Recently Essa have appointed 10 customer relationship persons. They are
responsible to improve customer relationships. And these employees are also making
calls on organizations to introduce Essa and promote business. This is the first
conscious effort on the part of Essa to increase sales in an organized way. Essa are in
a kind of oligopolistic situation. There is far more to do than they can handle.
Medical field in Pakistan is critically short of capacity and allopathic treatment is not
available to majority of population. The middle class who can partly afford treatment
and tests looks for cheaper version. Whereas all lab facilities together are short in
capacity. So consciously or unconsciously marketing does not occur to them. What
takes place instead is image building. As most of the facilities available are fake and
according to Dr. Essa they do not perform tests as they should, quality services are in
great demand.

Some thoughts have been given to branding in terms of a uniform color theme and
projection in professional journals but there is no active branding as such. He feels
though that the time has arrived when this needs to be done.

Under image building are softer measures such as trying to get into academics. Essa
wish to establish a medical university in the next 5 years. They are already training
personnel for some medical colleges in Karachi. They would like to start research
facilities. Dr. Essa himself is on faculty in one of the top medical colleges in Karachi
and is also writing his PhD dissertation on a local topic. Image building also includes
free camps they run from time to time.
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Image building in Essa consists of customer friendliness and good service to the
satisfaction of customer. Quality is part of this. And CME, (continuous medical
education) is a means to achieve this. There are newer challenges in Pakistan today,
e.g. Dengue fever, depression, etc. Recently Essa got certification from Nuclear
Regulatory Authority for safety in use of nuclear diagnostic facilities. Also they are
now consciously engaged in CSR, corporate social responsibility.

Essa is adding top of the line facilities and machinery in its labs. They are now
installing CT SCAN. They have established new departments including clinical
chemistry, infectious diseases, etc. As mentioned before most of the customers for
Essa are through word of mouth. They do not depend on advertising.

Marketing planning is not done as understood by the marketing text. Planning is in
terms of each branch giving an estimate of what they intend to do in the next year
and then trying to meet this target.

MARKETING ORIENTATION.

It is clear that marketing orientation in this business is practiced to an extent only.
And that is to understand customer satisfaction and improve it. It is not in terms of
doing marketing research with an effort to find out what is it that the customer really
wants. This in part is due to the fact that it is very much a sellers’ market in this
business. There is no effort at gathering marketing intelligence. And since it is not
available it cannot be consciously be disseminated. As mentioned above, efforts are
made starting recently to improve customer satisfaction but this is based on the
judgment of the owner managers rather than as a result of any market search.

MARKETING PLANNING

Marketing planning is not done. There is no written plan. Though there is indication
that at least verbally planning is considered as important, no systematic efforts are
made to plan. There are inputs regarding what is happening in the market based on
observations and this translates into expectations of increased revenues on the part of
individual outlets. These outlets are supposed to give their next six months forecast
to the top management. This is mostly an educated guess. Typical increase in yearly
revenues is about 10%. And not much pressure seems to be put on managers of
individual labs to meet these projections. In discussions with Essa it was found that
they are aware of their weakness in the field of marketing and expressed the desire to
hold some kind of marketing training for their staff. In this regard they said they
would appreciate if a business school were to hold some kind of short course in
marketing for their lab managers and the new 10 employees of the customer service
department.
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Planning as done in marketing function starting with the vision and mission and
moving on to objectives is unknown in this set up. It is indeed an eye opener that a
professionally run organization full of doctors and other highly technical personnel
does not seemed inclined to consider marketing as important. This in part reflects on
the discipline of marketing and its inability to penetrate where it is most needed that
is in the SMEs which form the backbone of the economy of a country like Pakistan.
It is a surprise that marketing in most of these firms is considered to be only a means
of enhancing revenues, i.e. a short term approach without regard to the long term role
of marketing in society and in business community as a means of maximizing
stakeholders value and interest.

BRANDING

This is one area that Essa consider as one which needs emphasis. And brand building
within Essa is image building. Concerted efforts are made to improve image. As
mentioned above image building consists of adding activities to the already existing
ones. This may be training, academics, conferences and providing leadership in the
industry on issues of importance, including technology, total service at your
doorstep”, etc. Still brand building does not include promotion as such. The brand
name itself is not pushed as being something to plant in the mind of the audience.
There is no effort to acquire brand logos, themes, colors, trademarks, and any such
other brand assets which make big brands. Efforts at public service and philanthropy
also do not push the brand name or add to its advantage.

There is no advertising carried out by Essa. Some very limited one may include
inclusion of a few ads in local medical professional journals to announce presence in
some areas or in acquiring new technology.

NETWORKING

Now we come to the foremost tool used by Essa, i.e. networking. This is what is
considered by them important in theory and in practice. Efforts are made to keep in
the evoked set of doctors and the medical community. Business of Essa is split
between organizational and individual. To get organizational business and be
constantly referred by doctors Essa has to keep constantly in touch with them. This is
not easy. There is constant need to be in forefront and be visible. Essa is in always
ahead of others in taking lead in the industry and this aspect of their operations is
emphasized in networking. Medical schools and colleges are another segment which
is approached through networking.

OTHER MARKETING ACTIVITIES

Product development is the most important activity in business development and it
must respond to the needs of the market. And it depends on market intelligence. But
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in Essa market intelligence is not carried out and dependence is made on judgment.
Then as regards other promotion activities are concerned, personal selling is the one
they consider as most important marketing activity. Public relationing is also
emphasized and carried out naturally but not consciously as a business development
activity but as an image building activity. It is clear that with increased capacity now
available to Essa in terms of the number and types of tests they can do as well as
other related activities, they can benefit from a conscious effort to market
themselves.

ANALYSIS AND LEARNING

It can be concluded that conventional marketing does not find place within Essa.
There is no 4 Ps seen. Conscious product development is there to an extent but not
due to understanding of market’s need. Rather it is competition and technology
driven. Pricing is to an extent based on what market is offering. But pricing methods
are not clear. Also there is no conscious promotion. There are efforts at building
image but it is not clear what image is aimed for. Also why image building is done
and with what purpose?

The only thing going for Essa as regards 4 Ps is placement or distribution. They are
good at that. And it is not in order to meet requirements of the 4 Ps but to be
everywhere in order to saturate Karachi. This does not need a genius or an
understanding of marketing.

Word of mouth is the main thing which Essa is using in order to generate customers.
But even this is being done not consciously but rather unconsciously. That is it
would have happened even if Essa did not think about it. If the product or service is
good the word will spread around.

The kind of product has a lot to do in this case with what works in the Karachi
market. Pathology labs diagnostic service is a product which is in great demand. And
it is an essential product in which the customer does not have a choice. As it is health
related even those who cannot afford it try and get service from a reliable outlet even
if they have to cut off budgets for other purchase items which are more discretionary.

Networking is practiced in Essa labs with the medical profession. Essa are very
active in many social services including activities of Rotary Club. There it is an ideal
place to meet lot of elite of the city who are there to be seen in such circles.
Networking is extremely important for Essa in case of organizational clients. They
need to have organizations on their panel to create a relationship base. Here
networking plays a major role. This is done in two ways now. One is Farhan’s own
efforts with the medical community. And the other with the help of the customer
relationship people who are supposed to call on organizations.
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Actually marketing for Essa is just being there and being visible. Their marketing
might be successful for the time being but it is unlikely that they can carry on this
passive marketing approach in the face of growing competition. In marketing if you
are not doing it and others are you either face lost business or you have to also react.
In this situation it is better to be proactive rather be reactive.

CASE NO. 2: PING SYSTEMS
HISTORY

Ping Systems is established and owned by Asaf Maruf Ali. He is a graduate of King
Fahd University, Saudi Arabia where he did MS Engineering in 1996. He has been
in business for the last 6 years. Ping has recently relocated themselves to a new
office on the mezzanine floor of a commercial building occupying about 1700 sqft.
This area in an upscale suburban locality of Karachi. They have 6 full time
employees. Ping has a Novell Practicum testing lab in their premises, the only one in
Pakistan. This means they can conduct Novell certification exams on their premises.
There are two marketing persons and four application and technical persons in the
company. Asaf supervises most of the projects that Ping undertakes. It seems
marketing is not a prime activity in this organization. And there is not enough
emphasis to generate orders but to serve those that are in hand.

Their main product is Linux which is an answer to Windows of Microsoft Corp.
Linux has the unique privilege of being an open system. That is changes can be made
by the user to the system based on his needs. Linux was introduced by Linus
Torvalds (a Finnish man). He was helped by Richard Stallman a very active and
energetic man who together created the FSF (free software foundation). ldea behind
this move was to freely provide users with a system which is more flexible and far
more stable and effective. And in the process they wanted to do a social service for
the community. Linux was the glue that connected all this together and was created
in 1991.

On other services like installation of mail, web, proxy server has a different cost
structure. This results in saving of a vast amount on the part of businesses adopting
the Linux system. For example for a company using ten desktops the costs of non-
pirated software and services from windows will be approximately Rs. 900,000
compared with only Rs. 150,000 with the Linux system. And the system will be far
more stable, flexible and fast. Thus it is clear that Linux makes an offer to the user
which the user ‘cannot refuse’, or should not refuse.

Then why most companies fail to see this. Of the 3.2 million economic units in the

country at least a third should be such as to be able to benefit from and use a
computer. Thus there are a million users of computers. Of these if only 10% have 10
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or more desktops to justify such a migration it is a figure of 100,000 to say the least.
Of these at least 25 % should be in Karachi. That leaves a figure of at least 25,000
installations in Karachi. These will include mostly the small and medium enterprise.
The MNCs usually have either the system installed or have to have head quarter
permission to do so. Thus they are out in most cases.

With only about 5 competitors in the field it gives a figure of 5,000 per Linux dealer
to achieve in the next few years. It is our understanding that only a minuscule
fraction of this has already been sold by the firms in this market. Not more than 200
systems appear to have been installed in Karachi. This leaves a market for a lot of
sales to the remaining organizations.

The interesting question is why has such an attractive product not been sold in the
market which is very cost conscious. The most obvious reason seems to be lack of
awareness in the market of the existence of such a system and appreciation of its
benefits. Ping lacks the manpower to spread the word around in the market. And
even if they are able to get the orders they do not seem to be in a position to service
them. This is classic example of a ‘gold mine’ left unexplored waiting for some one
else to do it. The most obvious reason for lack of awareness on the part of the market
is absence of any worthwhile campaign to inform the prospect of about the product.

MACROENVIRONMENT
ECONOMIC

Main customer segment for Linux are small organizations. There has been a growth
in the economy of nearly 6.5 % last year. The number of cars on the road have
increased by about 40 % in the last one year indicating there is money in the market.
Personal computers ownership in Pakistan is growing at the rate of 50,000 to 70,000
per year. This indicates there is a substantial market for computer related products.
As the import of computer is duty free, pcs have made great inroads into Pakistan
market.

SOCIAL AND CULTURAL

Computer culture is fast growing in the country. Even small retailers who did not
know the name of computer 15 years ago have removed their ‘fear’ of computer and
are learning how to use them. If for nothing else then for emails, web surfing and
typing only. Though a great segment of the organizational users are doing more with
computers, i.e., using sophisticated software related to their field. Computer is no
longer a novelty in Pakistan. And like mobile phones which are in excess of 50
million in the country, personal computers are fast becoming a household thing, and
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even those who do not use them are familiar with them and know roughly the
purpose of them. Any small organization will be shy to be caught without one.

COMPETITIVE

As far as another operating system is concerned, windows is the only competitor for
Linux. And almost all personal computers come with windows installed. But this is
usually a pirated one. The price of a non pirated one which organized sector uses is
about Rs. 20,000, which is prohibitive for an individual or a small organizational
buyer.

There are 5 main competitors in the field in Karachi offering Linux. They include
Emergen, Arpatech, IKS, and Khawar Nehal and Ping. Ping consider themselves to
be number one or two occupying about 25 % market share. So far they have sold
only 30 systems. Their competitors also have been slow in sale of this valuable
system which offers unique and obvious advantages to users compared to windows.
Ping do not feel there is much competition at this stage in their business. Karachi is a
vast market of 15 million people and the 5 competitors leave a lot of ground to be
covered. Most of the prospects do not know about Linux and thus are left untapped.

There is good understanding between competitors. Often they share work overloads
and also ask each other to do tasks they cannot do themselves. For example one of
the competitors recently requested them to do training on their behalf as they could
not handle it themselves. So networking with competitors is good.

TECHNOLOGICAL

In this business technology is the name of the game. Most of the computer users
know in which direction technology is going and thus can be called technology
savvy. At the same time in computer technology it is important to keep abreast of
what is happening in the field and what typical customer wants. They also need to
know how to help consumers achieve satisfaction and how the system can help
integrate with their requirements. This business also requires constant knowledge
update and knowing what is happening in the field and which way the newer
technologies are headed. Thus this is not a business for the novice. It requires
substantial know-how. This may be an entry barrier. It needs understanding of the
Linux system and how to install, apply, and modify to suit the users’ needs and how
to trouble shoot later.

REGULATORY
This is relevant to the extent that due to anti piracy laws it is getting tougher for at

least the organized sector to buy pirated products. And this will eventually help
Linux as most of the windows installed in the country is pirated.
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MICROENVIRONMENT

Ping has sufficient assets to do business. Recently they have acquired new premises
in the new location. But they do not have sufficient number of qualified and clever
staff who can take the challenge. Asaf believes in hiring university graduates as he
thinks it is important to have a degree to be able to think scientifically. His major
problem is to find the right kind of manpower to hire. He says deserving manpower
just does not exist or do not want to join or stay long enough in the company. In
discussions it came out that he needed greater liaison with universities and business
schools to not only introduce product early to the future users but also to be able to
attract manpower to work with Ping. Also getting financing in Pakistan is not
difficult any more for a going business. And hardware required to do the job is
available with Ping in terms of about 20 desktops for demo and training for potential
clients; and to do the expansion into other areas which Asaf is thinking about.
Motivation seems to be a problem as staff seems to feel they are under paid. This is
the chicken and egg situation. Should Asaf pay them highly first and then expect
them to do the job or vice versa.

MARKETING

In the interview with Asaf it came out that marketing was mentioned as important
but actions needing to be taken for marketing were lacking. As found in SMEs
literature the world over, most emphasis in Ping is on personal selling. Selling is
done mostly by one individual Emmad Hameed a young man, energetic, fast and
abrupt wanting to do many things but needing to plan and organize efforts in a
planned way. Marketing in Ping relates to selling only. Emmad goes out to make
presentations to some organizations to generate their interest in Linux He is usually
accompanied by a technical person who answers the technical questions. And they
are recently accompanied by a young female Mahrukh who has joined in the past
week and is being groomed to take on the role from others.

In depth interviews carried out by me twice in the premises of Ping led to some
understanding of how they operate. They are mostly waiting for word of mouth from
their customers to their prospects who they expect will talk to others of their good
product. But word of mouth is not generated consciously. In other words word of
mouth is left to itself to generate. It may or may not happen. There is no incentive
provided to anyone to do word of mouth. The thumb rule that a satisfied customer
tells 3 others is not used to advantage. And customers are not actively asked to do
word of mouth.

Ping has not given thought to a vision or mission of the company. But they would
like to have one.
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MARKETING ORIENTATION

This is not well understood within Ping. Though their product is standard, it needs
some tailoring to suit the needs of the buyer. But at the same time much needs to be
done to find out why customers are not buying in big numbers. Is it lack of
awareness, or lack of understanding of the benefits of Linux? Or is it the perceived
risk of going for something new? Sufficient market intelligence does not exist
regarding who the prime prospects in the market are and how they can be reached.
Thus there is lack of communication with the prospects. This kind of product needs
for the marketer to saturate the market with information about the product and what
it can do and the value for money it offers. As there is no formal or informal
intelligence generation there is nothing to disseminate among employees. Except
once in a while sales meeting are held to discuss efforts. These meetings seem to
discuss what was done and not what was not done which could have been done.

INTELLIGENCE GENERATION

This aspect is lacking. Ping agree on the need to work on it. They mostly depend on
in house research for this. And personnel in the field who go out to meet customers
bring in the news of what is going on in the market. Regarding response to customer
product preferences, it is a bit slow. They take up to two days or more to respond to
customers’ product preferences. They do not talk to end users to assess quality of
product. And talking to those who can influence sale of product is not structured.
Meetings with industry are also not taking place often. Similarly gathering
information on competitors is also not formalized. They however do keep abreast of
industry changes but are not fast enough.

INTELLIGENCE DISSEMINATION

Ping does talk about competitors’ tactics and strategies. They discuss differences in
prices, and scope of supply. Marketing personnel are always discussing needs with
other departments. In fact they are often working hand in hand as they call together
and discuss each customer’s requirement in house.

RESPONSIVENESS

Ping does not respond to competitors’ price changes immediately. As the customer
base is small there is no formal segmentation in this business though informally Ping
understands the difference between say educational institutions and business houses
regarding needs. Needs of customers are not changing appreciably in this business as
Linux is just starting to enter Pakistan. There is little product development in this
field. Yet once the order is obtained the product is developed according to
customer’s requirements. Most of the work is done for a particular customer thus it is
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a customization business. In other words the product is designed for the customer.
Business plans are not driven by technological advances but by market
considerations. Emphasis is on core business issues with standard technology. It does
not happen often that competitors target customers of Ping for sale of their service.
Customer complaints are taken care of quickly. If a new marketing idea was
generated it can be and is quickly implemented. Requests for modification are
addressed as part of the nature of business.

Compared to the competitors, level of customer service in Ping is average. They are
striving to be better. Emergen is doing good. They give that impression. They are
smart marketers.

MARKETING PLANNING

They do not have a formal marketing plan. They do make plans from time to time
but they are not formal. They do not do critical point planning or opportunistic
planning. Planning is an unusual activity. A so called plan that | saw was no more
than a list of ‘things to do’ in day to day work. Benefit of planning is not understood
well. Objectives of marketing are not sufficiently understood or disseminated.
Purpose of marketing plan, the target customer, benefits of product, or the USP
(based on SWOT Analysis), positioning of company, marketing strategy and tactics,
and marketing budget all need to be established.

PERSONAL SELLING

Usual marketing technique on which Asaf seems sold is making presentations with
customers including companies and educational institutes. This presentation is
generally made by the sole salesman Emmad along with the support staff including
applications engineer/s. In the half day workshop, focus is on exposure to what
Linux is, its applications, cost savings, value for money, after sales service,
flexibility of the system and compatibility with old hardware. This area also needs
improvement. Presentations need to be more professional. They need to focus on
customer’s needs and therefore a meeting with the customer is important before this
presentation is made. Presentation itself needs to be attractive, connect with the
customer and dwell on value for money. And after sales support and other things of
value to the customer need to be included.

PUBLIC RELATIONING AND DIRECT MAIL
This can be very useful for this company. Ping had a news letter which was

discontinued after 4 months of publication. This was a good opportunity for
projection which should be used to put their name in front of prospects. This was in
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form of a leaflet of one page. It would be better to make it a bit longer and Ping can
support it with some ad material and include some text to appeal to readers.

INSIDE THE ORGANIZATION

There is a reward system that allows for opportunity for initiative including bonuses,
dinners, etc. Ping employees have good commitment but need to be pushed a bit to
accomplish more.

Lack of infrastructure is the common problem in all of Pakistan's industries. There is
frequent shortage of electricity and power interruption is happening many times a
day. This results in disruption of work and erosion of motivation. In the new location
of Ping, transport is also a limiting factor. There are no public buses available for the
staff and it is inconvenient specially for the female staff to commute. Karachi is a
huge city, and many living in the far flung areas find it hard to come to the place of
work.

BRANDING

Asaf considers branding to be important but accepts they have not been able to do
much in this regard. They are now thinking of using give-aways as one economical
way to promote themselves. Advertising is considered as expensive and out of reach.
It was suggested to them to adopt banners and roadside hoardings but it does not
appear to be very attractive for them. Word of mouth is the main source of
promotion in addition to presentations made by marketing personnel. Value of
branding is not understood fully. And the magic and dynamics of powerful brand
names needs to be exploited.

OVERALL PERFORMANCE

Asaf thinks his is a clean business. And he is happy with this aspect of the business.
There are no under hand deals to be made, and no bribes to be given to the
government officers. It is a knowledge based business and this is a source of
satisfaction. Also this poses serious entry barriers. So how successful is Ping. In
terms of financial measures it is still to realize its potential profitability. And though
this is confidential, it is felt that the business could not have achieved break-even if
salary and all overheads of the organization were accounted for. Specially since the
new office was bought by Asaf for Rs. 7 million amounting to Rm. 420,000.

ANALYSIS AND LEARNING

In essence if we look at Ping Systems we can arrive at the following conclusions:
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Ping is not marketing oriented. They do not study the market before offering their
product. Their contention is that irrespective of whatever marketing study they do the
product offered will remain the same. It cannot be changed. It is a standard product.
If any modifications are required they can be done at the time of installation of the
product. And all buyers need this modification. And everyone who has 10 or more
computers installed is a prospect for Linux. Ping is selling just what the others in the
business are selling. They think the product it the core product itself. There is no
effort to differentiate the product from others. This can be done in many simple
ways. Some include financial arrangements. Others may include related products
which can be tied to the product or can be separately offered. Still other options not
considered seriously are of expansion of the market or going into diversification
using the existing arrangements. Asaf has the option of either offering products that
his customers need in addition to Linux or offering other products related to his field
to other customer, i.e. new market. He is looking at this now. One of the areas he is
considering is education and training in various computer related areas using his
impressive set up including classrooms and desktop computers.

Company does not offer any financial packages though this may be one of the things
to explore. There may be some prospects that want the product but may not be able
to put up front the money. Leasing arrangements could be considered for them in
collaboration with some leasing companies.

Another dilemma seems to be that on the one hand there is such a big market out
there but on the other hand there is not enough capacity within Ping to cope with
that. Actually this is the problem due to lack of planning. There has not been enough
forecasting for the coming years and there is not enough medium term and long term
vision. Without this it is difficult to hire and train enough manpower. It is the
chicken and egg situation which comes first. Whether Ping should invest more in
manpower and then look for market or whether it should wait for market to come and
then add manpower. This is a strategic decision and requires cash inputs and thus
needs thorough analysis and study.

Next point is about networking. It appears enough networking is not happening with
either the competitors or with customers. If so there would be much more business
flowing into the company. Ping only has 30 customers which means that they are
able to gain only 5 customers per year. Whereas the market is such that at least 100
new customers may be gained per year. This means the company is only achieving 5
% of its potential. This business is a gold mine if tapped well.

USP of Ping is not clear or at least not being put across effectively enough to
motivate the prospect to buy. There is not enough homework before calling on a
client. Ping is waiting for word of mouth but are not making it happen. Word of
mouth means someone else will do your job, but it does not happen automatically.
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Someone has to urge others to do it or create conditions for it to happen. This means
you make it known to your customers that you will appreciate their involvement in
your business by sending others to be your customers. It is also to be appreciated that
it will pay in the long run to create your advocates in the market. Advocates are those
customers who are so satisfied with your product that they start selling it for you on
your behalf to others.

Emailing also has not been fully exploited. Lists are available in Karachi. A list of
100,000 emails is available for Rs. 5,000 or so. And even if there are 100 queries
resulting out of it and only 25 result in sale, it would mean doubling their customer
base.

CONCLUSION

Moving from Essa to Ping what do we see? Both companies are not doing planning.
Both are dependent on word of mouth. Both lack marketing orientation. And both
do not think in terms of the 4 Ps. If they do it is done on a sub conscious level. There
is lot of scope to play with the product but this is not happening. Both products can
benefit from creativity and creation of competitive edge but this is not happening.
Though Essa is a medium sized organization with much more resources and money
to spend, efforts at marketing have been lukewarm.

Both consider advertising to be expensive and not fruitful. Low budget advertising
has not been seriously considered. Public relationing has been used by both to some
effect. Social marketing has also been touched upon but the objectives of marketing
are not very clear. There are no well defined laid down targets to achieve. Business is
taken as it comes. Aggressive marketing is not practiced.

There is no evidence of marketing planning in both firms.

Branding is only done as an image building activity. The power of brand names,
brand logos, typesets trade marks, themes, brand themes and brand associations is
not there at all. Market is not saturated with promotion of brand and thus an
opportunity to gain share is lost.

Networking seems to be done extensively. But networking is not stretched to the
limit. There are many gaps in the networking efforts. For Ping it was suggested to
offer presentations to colleges specially those offering IT related education. This will
put the name of Ping in the evoked set of Linux solution outlets in the minds of the
graduating class. Many possibilities of publicity can be created for Linux as well as
Essa by appearance on the vast TV networks in the country. Educational programs
can be offered for public by both organizations.
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Judgment seems to be the dominant modus operandi in case of Ping and to an extent
Essa. It seems entrepreneurs in Pakistan are making marketing decisions by
themselves without involvement of professionals. And marketing occupies a back
seat in the organization.

(To Be Continued)
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A Word About The IBA

Our logo reflects “our resolve to meet the future challenges with

integrated and multi - disciplinary knowledge and its creative
application in a changing global environment.”

FOREWORD

t the institute of Business Administration we recognize the importance both

theory and application. In our teaching practices we celebrate a very strong
sense of our, future encouraging our students to welcome change, growth and
becoming. By exposing them to the problematic issues and a wide variety of
perspectives we invite them to see the world from the standpoint of the role they will
assume tomorrow. Besides deepening their knowledge, by placing their specialized
concerns in a broader perspective, we expect them to develop an understanding of
our national issues in a large global context.

In teaching we follow a research oriented methodology, characterized by both,
passion and objectivity, revision and anticipation. As an academic and intellectual
discipline, future oriented and goal seeking research and teaching methodology aims
to focus on our cores. These courses with well defined areas of specialization and
integrative analysis aim at drawing various insights into the fold of a larger
perspective of discovery. We believe that when teaching is pursued with such a
pronounced bias, and discovery is made an integral part of our teaching
methodology, skills and insights developed in one field become meaningfully
relevant in many fields, enriching both the analytic and synthetic approaches to the
perrspectival unfoldment of our view of life. More importantly, it deepens our
interpretative approach, broadening at the same time our descriptive skills. Also, by
combining the application of these skills with a broad and general view of education,
fusing theoretical with practical, weaving the realities of the lived — world with the
academic analysis in the class room, it enriches both the theoretical and the applied
components of our teaching methodology. As a radically pursued creative approach,
such a pedagogical orientation is bound to result in a deeper appreciation of the
nature and scope of the operational and strategic management of our corporate
affairs. In the present day academic world, corporate concerns derive their relevance
and significance from the specialized competence of various academic departments.
Beside providing the material and insights, our departmental studies offer guidance
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and direction in the fields of teaching core and collaborative courses, conducting and
promoting pure and applied research and applied research in the related fields of
specialization.

In this focused and yet diversified approach, as we engage in research, we experience
the joy of moving beyond the way things are towards the anticipation of the way they
can be and there ought to be. With each perspectival variation and horizontal
unfoldment we see the future expanding into a large and still larger horizon, merging
with the existing picture of the “given” reality, adding to it new dimension and new
profiles, making it larger than the sum total of its parts. As members of the IBA
community we celebrate the holistic approach and the gestaltan view of life and
knowledge and truth.

We uphold the academic and the corporate concerns of the Institute of Business
Administration. Essentially, our reflections in this regard converge upon two
fundamental thematic concerns: teaching and research. Individually and in
conjunction with all other factors that bear upon the process of education, these two
concerns define our forte and our calling which is ours not by compulsion or
imposition but as a consequence of the divine ordinance of our privileged choice. At
the IBA, we emphasize the importance of making choices and decisions. We believe
that he who is taught to be well educated knows that not to choose is also a way of
making a choice and not to choose is also a way of making a choice and not to
decide is also a way of making a decision. We are free to choose not to decide and
we are free to decide not to choose. But our choices and our decisions have
consequences. So, we can, if we will, decide to live creatively; we and therefore we
ought to live transcendentally. These are matters of serious educational significance,
inspiring the passion for authenticity, integrity, excellence and research.

The passion for excellence defines the creative and dynamic orientation of the IBA
research culture and its belief in the principle of growth and development. They who
live in knowledge societies, for them the most critical idea is their belief in the
creative principle of movement towards a higher and still higher stage of
development inherent in their culture. They believe that they can disentangle
themselves from the petrifying weight of necessity becoming or wanting to become
larger than who they are. We are not what we could have become; we are the
possibility of what we are capable of becoming. By living the kind of life we decide
to live, we assume a fate, a destiny and a character. They who live with that
knowledge are, according to the Quran, “without excuses”.

At the IBA, we believe that research orientation, in varying degrees of emphasis, is
always dominated by the questions we did not care to ask and the answers we
carelessly look for granted. It is also dominated by our ability to creatively welcome
the phenomena of change and more so, our ability to draw the principle of movement
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towards the future into our world — view. Therefore, we recognize the importance of
change and emphasize the need to grow by out growing ourselves. We trust to let
education define the goal we ought to be seeking and to let research determine the
direction in which we ought to be moving to reach our goal.

INTRODUCTION

The IBA is the oldest business school outside North America. It was established with
technical collaboration of U Penn’s Wharton School of Finance and later University
of Southern California.

The IBA set the standards of educational and professional excellence. It seeks to
advance and encourage new ideas and to promote enduring values to guide the
practice of management. Over the years, the IBA has built a reputation for producing
graduates of unmatched professionalism and sound ethical and moral values. The
IBA has an academic environment in which talented and outstanding young men and
women are inspired to reach out to the farthest limits of their vision and capacities.

The IBA is proud of its nearly 7,500 accomplished alumni who are engaged in highly
specialized and professional undertaking all over the world. Many of them hold
demanding positions of administrative responsibilities in various fields of governance
in Pakistan and abroad. We proudly celebrate their association with the IBA.

CORE VALUES

We uphold:

o Merit e Truth e Integrity o Humility
o Creativity ¢ Discipline e Tolerance

as the creative dimensions of the “highest good” — summum bonum — of an ethically
motivated academic life based on moral foundations.

MISSION

At the IBA our mission is to provide education and training for management
leadership in business and public sector in Pakistan. We aspire to be the best
business school in Asia and amongst the best in the world.

It is our cherished mission to establish links with renowned business schools in the
world and with business and public sector organization in Pakistan and to try to
introduce the knowledge, current and contemporary business culture and work -
ethics for making Pakistan amongst the most competitive countries in the world.
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IBA PHILOSOPHY

Our philosophy is rooted in the creative urge to strive continuously to improve upon
all components of our system: culture, people and infrastructure; and to turn bright
students with leadership potential into outstanding human beings and business
professionals and leaders for tomorrow.

MEETING THE CHALLENGES

A fine blend of our academic environment, research culture and the highly qualified
and devoted faculty at the IBA, moulds bright and intelligent students with
leadership potential into high performing entrepreneurs and professional managers.

THE GOAL AHEAD

The IBA is set on a path of constant improvement, introducing changes in all critical
fields of its undertaking. Its delete partnership with MICROSOFT has given a new
dimension to the Center for Computer Studies, enabling students and faculty to
remain abreast with the most advance technologies in software as well as hardware.
It has entered into agreements with CBR to impart not only the qualify education to
its probationers but also to its senior members in the field of management in order to
realize the government’s policy to change the culture and the managerial practices of
this sensitive department and to bring them to the accomplished level of modern-day
needs and expectations.

PROGRAMS OF STUDY AT THE IBA

Our programs have been growing steadily in keeping with the needs of the society
and the competence of the Institute of Business Administration.

We offer courses in the fields of:

. Doctor of Philosophy — Ph.D. (MIS/ICT/CSE)

. Master of Business Administration — MBA (Morning Program)

Master of Business Administration — Management Information System
MBA- MIS (Morning Program)

. MS (Economics)

. MS (Finance)

. Master of Business Administration — MBA (Evening Program)

. Master of Business Administration — Management Information Systems
MBA- MIS (Evening Program)

. Postgraduate Diploma in Business Administration — PGD (Evening

Program)
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Certificate Courses (Evening Program)

Visiting Students Program (Evening Program)

Master of Business Administration — Tax Management (Morning Program)
Bachelor of Business Administration — BBA (Morning Program)

Bachelor of Business Administration — Management Information Systems
MBA- MIS (Morning Program)

. Bachelor of Computer Studies — BCS (Morning Program)

. Preparatory Program for Rural Students (Talent Hunt)

. Business English Program

CAREER OPPORTUNITIES

The Institute offers a flexible curriculum, diverse and focused, to the committed and
highly motivated students who are willing to embrace change and ready to
experiment with new ideas and though patterns, anxious to assume the leadership
role in the corporate world of today and tomorrow.

CENTER OF EXECUTIVE EDUCATION

The Center of Executive education is a state-of-the-art learning and training center. It
focuses on training the managers and providing them with educational opportunities
aimed at the refinement of the skills and attitudes they will need to succeed in the
highly volatile, competitive and complex business environment of today’s corporate
world.

The programs designed by the center aim at helping organizations gain competitive
advantage by developing their most important resources - the people. The center
encourages activities designed to enhance organizational effectiveness of the
professionals and their training in various areas of professional interest by providing
them with the tools and knowledge to improve their managerial skills. The programs
offered are designed to strengthen the participants’ leadership skills with a focus on
personal development, productivity improvement and strategic thinking. The Center
Specializes in executive education and management development activities through
“open-enrollment’ courses, client- specific programs, consultancy and applied research.

CENTRAL BOARD OF REVENUE (CBR) - CAPACITY BUILDING
PROGRAM

The IBA is providing training to the Tax and Customs officers of CBR in Karachi,
Lahore and Islamabad. Up till now, 350 officers of grade 17 — 21 have been trained
in Karachi. All the courses are designed by the faculty at IBA, which include
Computer Skills, Communication and Presentation Skills, Management Skills,
Leadership and Teambuilding Skills.
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CENTER FOR ENTREPRENEURSHIP IN PAKISTAN

United States has chosen the IBA establishing a Center for Entrepreneurship in
Pakistan under its broader Middle East and North African Initiative. There will be a
distinguished advisory panel, ‘Blue Ribbon Panel’, consisting of the Directors of
Entrepreneurship Institutes at MIT, Babson, Harvard and Stanford. This panel will
not only advise but also assist and support the new Pakistani Center. Dr. Peter
Bearse, who is an International Consulting Economist and an Expert in developing
Entrepreneurial Center, is supervising the project. This project will start functioning
by the end of 2007.

RESEARCH CENTER

The Research Center at City Campus plays a key role in the development of
industrial and financial sectors of Pakistan by providing useful research and
evaluation guidance. The activities of the Research Center consist of both core and
collaborative research to provide help to the federal and provincial governments,
non-governmental organizations and the private sector.

The Center is a repository of the core research done by the IBA faculty, scholars and
students. The research papers written are documented, archived and made available
to other researchers and industry. The IBA faculty and students can access these
research papers via the IBA internet.

HIGH PROFILE FACULTY

The IBA faculty comprises of teachers with academic achievements as well as
successful practical business management experience. The faculty ensures that the
system of education at the IBA is a unique blend of the best in classroom instruction,
case studies, role-playing, business games, research and practical training in business
organizations.

HIGH ACHIEVING STUDENTS

Our students win distinctions and praises from foreign and local dignitaries for their
confident, reasoned discourse, organized team work and knowledge. The IBA
student groups arrange dozens of seminars and conferences every year. As individual
contestants our students have been successful in national and international
competitions. Two of our students; Muniva Mahmood and Asim Ali Raza were
chosen to go to Geneva in an international seminar. They joined 30 other business
students from around the world. The IBA was the only school in the world which
had the distinction of having two students accepted for the seminar. Last year Asnia
Asim topped contestants from 109 countries to win the World Bank Essay Contest.
The IBA team won Pakistan round of Microsoft India’s Imagine Cup 2006.
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wide margins for referee’s comments.
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with each copy. Their placement should be indicated in the text.

5. Footnotes should be numbered consecutively throughout the text.

6. The first page of the manuscript should contain the following information:
(i) title of the paper; (ii) the name(s) and institutional affiliation(s) of the
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codes to be used for indexing purposes. The text will start on page number
3.

Acknowledgements of all sorts should be included on the first page.

All mathematical derivations should be presented on a separate sheet (note
to be published) to help the referees.

Manuscript should include only those references that are cited in the text.
Authors are advised to follow American Psychological Association (APA)
style of referencing.

All literary material, including books, journals and manuscript for review
should be submitted in triplicate to the Editor, Business Review, Institute of
Business Administration, University Road, Karachi, Pakistan.

It is assumed that the paper submitted is an original unpublished work and it
has not already been published or submitted for publication elsewhere.

The opinion, ideas and evaluations expressed in the articles printed in the
Business Review do not necessarily represent the views or polices of The
Institute of Business Administration or the Editorial Board. They should be
considered as representative examples of opinions and analysis now current
in the academic field on various subjects of intellectual, educational and
cultural interest.

After internal evaluation, the Editor will send the selected articles to the
external referees or the consulting foreign editors for their evaluation.
Selection of the referees will be the discretion of the Editor.

For advance electronic submission of the material:
businessreview@iba.edu.pk
tufail.qureshi@gmail.com

All enquiries should be addressed to the Editor, Business Review, Research Journal
of The Institute of Business Administration, Karachi, Pakistan.

206



Business Review — Volume 3 Number 1 January — June 2008

BUSINESS REVIEW
ISSN 1990-6587

PUBLICATIONS RECEIVED

1. Scratching The Surface: Democracy, Traditions, Gender
Edited by Jennifer Bennett
Published by Heinrich Boll Foundation
Regional Office, Pakistan / Afghanistan,
76-B, Nisar Road Lahore Cantt 54800, Pakistan
369 pp Price Not Given
ISBN No: 969-9080-00-0

2. Different Facets of the Islamic Ummah in A Globalised World
Edited by Naveed Ahmad Tahir
Printed by B.C.C & T. Press
University of Karachi and Goethe Institute of Karachi
214 pp, Price Rs 350.00
ISBN No: 969-8551-13-1

3. Corporate Pakistan
Edited and Published by Taha Turabi
Printed at Noorani Press Karachi, Pakistan
Volume 02 No 03, June 2007
62 pp, Price 100.00

4, Paradigm
Vol 1 No 1 January — June, 2007
The Research Journal of Institute of Management Technology
Ghaziabad (India)
Editor : G.D Sardana
Published by: Institute of Management Technology, Ghaziabad, India
Printed at : First Impression Advertising, A — 169, 1* Floor Dilshad Colony
Delhi 95, India
ISSN No 971-8907

207



Business Review — Volume 3 Number 1 January — June 2008

5. Journal of Social Sciences and Humanities
Editor: Professor Dr. Tanweer Khalid
Published by Faculty of Arts, University of Karachi — 75270, Pakistan
Printed at BCC & T Press
University of Karachi, Pakistan
ISSN No 0257 — 4276

6. Women and Religion, Problems and Prospects, Vol 1
Heinrich Boll Foundation
Regional Office for South Asia
Published by: Mazin Printer Lahore, Pakistan
162 pp, Price not given

7. Women and Religion, Vol V
Text and Context: Critical Alternatives
Edited by: Durre Ahmed
Printed by: Argam Lahore, Pakistan
151 pp, Price not given

8. Women and Religion, Vol VI
Religious Violence: Conflict and Resolution
Edited by: Durre Ahmed
Published by: Heinrich Boll Foundation Regional Office for South Asia
Printed by Star Press Lahore, Pakistan
151 pp, Price not given

9. Working Series on Traditional Societies and Democracy
Analytical Reports of the Three Symposia by Jennifer Bennett
Heinrich Boll Foundation
Regional Office Pakistan / Afghanistan
76 — B Nisar Road, Lahore Cantt Pakistan
165 pp, Price not given

10. Biannual Journal of Gender and Social Issues
Edited by: Prof Dr. Najma Najam
Fatima Jinnah Women University Publication
The Mall, Rawal Pindi, Pakistan
ISSN No 1813 — 9892

11. The Business Review
Bi-annual Publication of the Faculty of Commerce and Management
Studies
Chief Editor: Prof Mohiuddin Sangmi
University of Kashmir, Srinagar, India
Volume 12, No 2 March 2007
ISSN 0972 — 8384

208



Business Review — Volume 3 Number 1 January — June 2008

12.

13.

14.

Proceeding: Innovations in Reducing Non point Source Pollution,
Methods Policies, Programs and Measurement. A conference Organized
by the Rivers Institute at Hanover College Indianapolis, Indiana, USA
Editor Dennis Wichelns

Published by Rivers Institute at Hanover College, Hanover, Indiana pp. 384,
Price not given.

The Journal of Management

Vol 9 No 1, July 2007

Edited by: Zia Islam

Published by: NIM Karachi, Pakistan

Printed by: Print Proofs, Karachi, Pakistan

159 pp, Price not given

National Institute of Management

Gulshan-e-Igbal, University Road, Karachi, Pakistan

Grassroots

(Culture)

Biannual Research Journal

Vol. No XXXV, 2007

Prof. Dr. Khalida Jamali

Published by: Mr. Ayaz Channa

Printed by: Intel Communications, Hyderabad, Pakistan
212 pp, Price 300.00

ISSN No. 1726-0396

Pakistan Study Centre

University of Sindh

Allama I.1. Kazi Campus, Jamshoro, Sindh, Pakistan

209





