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Editorial
Welcome, welcome, welcome to Volume 2, Issue 2 of the International Journal of Business and
Applied Science (IJBAS)! The Editorial Board intends to maintain its current image as one of the
leading inter-disciplinary academic journals by publishing high quality, application-oriented
conceptual and empirical research papers in business and applied sciences. This issue has four
eclectic papers from military to marketing to sniping to participation in the arts.
Jonathan Ohn from Bloomsburg University and CathyAnn Tully, Donald Crooks & Michael
Mahoney from Wagner College in their article “Synergistic Solution to Military Viability and
Economic Equality: A Structured Approach” examine the pressures that draw dedicated US
military service individuals to other pursuits away from the military and it offers a favorable
income tax alternative to the ever growing issue of signing and reenlistment bonuses. The
purpose is to look at the US defense posture; the all voluntary army concept, and the difficulties
currently encountered in attracting enough individuals who are of a caliber to maintain U.S.
Armed Forces at a level as high or higher than any other military in the world. There is an
argument that individuals enlist out of internal compulsions ranging from ancestral pressures,
loyalty and civic pride; or to a quest for citizenship. The findings indicated that instead of
enlistment and reenlistment bonuses, upon honorable discharge with a minimum of five years’
service be granted a life time exemption from federal taxes; up to a maximum of $100,000 a
year. The research also indicated that through an aggressive social networking and more efficient
advertising campaign, several hundred million dollars can be saved. The enlistment bonus could
be totally revoked for new recruits and the re-enlistment award cut back and only used to
maintain a force of highly qualified individuals in competitive demand from civilian endeavors.
The future implication is besides assisting veterans and stimulating the economy, it would assure
a greater pool of acceptable recruits with the incentive to stay in the military and save the U.S.
Government in training and retooling.
O.S Ibidunni from Covenant University, Canaanland, Ogun-State, Nigeria in his article
“Structure and Strategy Policies for Achieving Marketing Goals by Nigerian Multi-National and
Indigenous Companies” investigated multinational and indigenous companies adopting
organizational structures and strategies to achieve marketing goals, and how these variables
influenced their respective performances. The significance of this study, drawn from the
aforementioned objectives, comprises assisting the operators of indigenous companies to learn
and acquire for adoption, better and more viable types of organizational structures, and strategies
that will support their operational activities and strategies. The findings suggest that
multinational and indigenous food and beverage companies have comparative advantages in
adopting different types of organizational structures and strategies in order to achieve marketing
goals, and continual optimal performance. The conclusions from this study are: (1) Marketing
goals were better achieved as a result of synergic organizational structures and diverse strategies
adopted by multi-national than marketing goals achieved by indigenous companies with their
family domesticated organizational structures and strategies in Nigeria, and (2) the
organizational structures adopted by multinational companies yielded better performance than
those of indigenous companies. The recommendation is that operators of indigenous food and
beverage companies have to learn and acquire for adoption of better and more viable types of
organizational structures and strategies that will support their operational activities and
strategies.
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Farooq Sheikh from SUNY Geneseo in his article “Sniping as a Rational Strategy” took a novel
approach to understand the behavior of a bidder who habitually starts with a conservative bid and
under challenge, revise the bid to a true value with an intent to snipe. The study looked at a
simple two-bidder problem and shows that there are conditions when it will be a dominant
strategy for a rational bidder to snipe, regardless of how the rival bidder behaves. The results
show that under the right conditions, last minute bidding or sniping is a dominant strategy even
for a rational bidder regardless of whether rival bidders are hard-wired incremental bidders or
rational bidders themselves. It also shows that the propensity to snipe decreases as the
reservation price increases. This is significant from extant literature where sniping is rationalized
as a Bayesian equilibrium. These findings are new as far as the authors are concerned and would
make a significant contribution to the literature. This could be very significant in the future since
it would help address why bidders change bids, whether it is justified, and whether the main
novelty is in including the practice of bid revision as a phenomenon of value discovery under
duress.
Odekhiren Amaize from Zayed University, Dubai in the article “Public Participation in the Arts
via the Internet and Other Media: A Survey Perspective from the Middle East” presents a study
(focusing on the twelve months of 2011). It reports on UAE citizens’ interest, frequency, and
recent use of the Internet and other mobile and portable devices to obtain information, watch,
listen to/ download live or recorded music, theatre or dance performances and to view visual arts
such as: paintings, sculpture, and photography. The market research results indicated that the
majority, 53.3% of the varied Abu Dhabi citizens expressed an interest in obtaining music, dance
and other arts performances from the Internet and 20% are not interested. It also showed that a
majority, about 60%, of those interested in using the Internet and other media for “participating
in the arts” used it for watching, listening to, or downloading live or recorded music, theatre or
dance performances compared to a 16.6% who use them for creating or posting their own works
of art. An almost equal number of individuals, 35.8% and 35.1% respectively, use the Internet
and other media for viewing the visual arts and obtaining information about the arts in general.
This research enhances programming, marketing and media planning efforts of the cultural and
arts institutions which are scheduled to open within the next two or three years in Abu Dhabi’s
Saadiyat Cultural District. This study should also help pave the way for a much needed
attitudinal and motivation arts consumer studies beginning with simple correlational studies of
key demographic variables with interest level in using the Internet and other media in arts
participation. Finally, this research, in the long run, can contribute to the UAE government’s
developmental efforts in realizing its objective of a cohesive society and preserved its identity.
I am very thankful to the authors, reviewers, technical editors, board members, and the managing
editor for their time and effort in making this journal possible. With your continued support
through your quality research, comments, and suggestions, IJBAS will continue to be the leading
journal for scholars for many years.
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Synergistic Solution to Military Viability and Economic Equality:
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ABSTRACT
Throughout history, empires have been built through the development of a superior military. Many
of these empires experienced slow decline and collapse through a conjectured lack of passionate
and loyal conscripted individuals who made up these armies.
Others argue that individuals enlist out of internal compulsions ranging from ancestral pressures,
loyalty and civic pride; or to a quest for citizenship. Historical and economic literatures document
that it becomes more difficult for a society with high and increasing prosperity to maintain a
sufficient number of dedicated individuals to serve in its military because of other career choices.
The problem, then, is how does a country structure an economic package attractive enough to
ensure sufficient enlistment for an effective military?
This paper: 1.) examines pressures that draw these dedicated individuals to other pursuits, 2.)
proposes economic and other benefits to attract a sufficient number of them to a military career;
3.) considers the cost to the United States Government of implementing these benefits; and 4.)
estimates whether these changes could become law.

Introduction
At the moment of his inauguration, the next U.S. President will face a myriad of crises: difficult
times for the economy, major deterioration of many critical foreign alliances, emerging Arab
spring, Iranian nuclear bomb controversy, totally inept Congress and illegal immigration are only
a few. The events of the past decade may have come full circle. Could the same circumstances
that removed Russia as a global player visit itself on the United States? We find ourselves in the
"Perfect Storm" of Murphy’s Law; an iteration beyond the simplistic description to the exponential
result of "everything that can go wrong is going wrong—all at the same time’". In times of severe
stress, emotional decisions tend to become the norm and almost always result in the absolute wrong
decision being made (Emotional inflation 2008). Time will tell whether the economic bailout of
2008 will be one of these wrong decisions. Nonetheless, given the time that they had to consider
it, it is clear that whether or not to vote for past packages and bailouts were emotional decisions
for many U.S. lawmakers and one in which many of these lawmakers could not get beyond partisan

6
politics when the times and the legislation demanded rational and not emotional decisions. In such
a climate as the one in which the U.S. finds itself, problems must be addressed systematically,
rationally, and unemotionally.
In this climate, where many issues must be addressed and the money to fund the solutions found,
it will be very easy to cut funds from the Defense budget and use them to fund new economic
solutions assuming that the Democrats retain control of Congress. This paper is not a knee- jerk
defense to maintain military funding at its current levels, nor does it enter into the debate of which
programs to cut and which to retain. However, it does look at one feature of our defense posture;
the all voluntary army concept, and the difficulties currently encountered in attracting enough
individuals who are of a caliber to maintain U.S. Armed Forces at a level as high, if not higher,
than any other military in the world. This quality of force is essential not to advance an American
imperialism but to assure that those bent on harming the country do not misinterpret our national
resolve. We do not want to become victim of a financial mentality or an even worse military
“Guns of August” mentality (Tuchman 1962). This paper: 1.) examines pressures that draw these
dedicated individuals to other pursuits, 2.) offers a favorable income tax alternative to the ever
growing issue of signing and reenlistment bonuses; 3.) considers the cost to the United States
Government of implementing these benefits; and 4.) estimates whether these changes could
become law.
What Draws These Individuals to Other Pursuits
For most of its history, the U.S. has mustered an all-volunteer army. Its only exceptions were: 1.
the Civil War; 2. World War I; 3.World War II; and 4. the Korean conflict through Viet Nam.
World Wars I and II were considered patriotic endeavors and all "did their part" to win the Wars.
Winning, and progress toward winning (after 1942 for World War II), helped with national morale
as well. Korea was much the same way and U.S. citizens were enthusiastic to fight the communists;
at least at the beginning. A majority of the populace saw the necessity of maintaining a large
standing army during the Cold War. In all of these wars, hot and cold, enough people were
motivated by patriotism and winning to make sure that there were enough men conscripted and no
significant dissent against the draft existed. They supported the military at the beginning of the
Viet Nam conflict until it became apparent that the military and the government were lying about
its conduct and results. At this point, a popular movement began, fueled by many in college who
would go to war if they lost their educational deferment. This had not been an issue in the Civil
War either as the wealthy and educated class (then one and the same) could "buy their way out" of
serving by paying $300 to a substitute who would fight in their place (Current, William& Freidel
1964). Nor was it an issue during World Wars I and II when patriotism drove neither war support
nor Korea when those in college had a military deferment (Current, William& Freidel 1964).
Since moving to the concept of an all voluntary army subsequent to Viet Nam, the U.S. Congress
has been loath to return to the conscription system. However, our largest potential adversaries
have huge human resources for very large standing armies, and we find ourselves stretched so thin
around the globe that we need to send National Guard personnel for multiple tours of duty in Iraq
and Afghanistan. These individuals volunteered for domestic service, did not expect to be billeted
abroad, and, indeed, would have been very useful here at home during the Katrina debacle of 2007.
Had separations not been suspended, it is reasonable to assume that many of these individuals
would not have reenlisted since they were not doing what they signed up to do.
Economic Issues
As the United States economy has grown and prospered we have become a nation of profligate
consumption. Subsequent to the Regan Revolution, armed with the [now] false security of
increasing housing prices, easy money and a non- sustainable rise in the stock market, many U.S.
residents eschewed saving, especially for a "rainy day". Swayed by the belief that interest rates
would stay low forever, millions of consumers tapped the equity in their homes and injected
additional discretionary spending into the economy. Studies will be written for decades about
what happened here and how this became the latest and most dangerous "black swan" in over 70
years. U.S. consumers, along with members of the U.S. financial community, collectively forgot
the lessons of the past; whether it was the worldwide currency crisis of the early 1990’s, the Long
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Term Capital Management collapse, or, at the beginning of the new millennium, the bursting of
the dot.com bubble. As a nation we spent, consumed, and ran up staggering amounts of household
debt as our savings rate plunged to zero (Marks & Scherer, 2005). The Federal Reserve Board,
under the direction of Alan Greenspan for nearly two decades, kept interest rates too low for too
long as the money supply exploded resulting in more and more dollars chasing fewer and fewer
safer investments. Adjustable rate mortgages, no document and NINJA (No Income No Job or
Assets) loans, coupled with teaser rates and interest only payments, led to an explosion of housing
prices and home construction that far out striped historical norms. Fannie Mae and Freddie Mac
found themselves in the position that they were losing their rank and business to the independent
investment banks. Both corporations came under intense scrutiny from their large shareholders as
they saw their profit and revenue base shrink; the victims of competitive disintermediation.
This environment made high paying jobs plentiful in many industries. Why enter the army when
you could get a high paying position without the potential risk to life and/or limbs. This increased
competition for human resources and with the military more stressed than at any time in U.S.
history due to simultaneous wars in Iraq and Afghanistan, it became necessary for the Pentagon to
relax enlistment standards and explode it budget for enlistment and reenlistment bonuses. These
ranged for $3000 to $15000 depending upon the arm of the service and the position (Armed Forces
Enlistment Bonus Levels, 2008).
This competition led these government sponsored entities to take larger and larger risks to maintain
their competitive position; risks with which they were unfamiliar and did not know how to control.
At the same time, the U.S. Government continued to spend unprecedented amounts of revenue on
its military as a response to the 9/11 calamity. As shown with President Johnson's effort to pay for
the Viet Nam conflict, a guns and butter approach could not be successful long term and,
ultimately, seriously hurt the U.S. economy. Waging two wars at the same time in Iraq and
Afghanistan was not only ill advised from a military perspective and almost fraudulently from an
economic slant in that these adventures were never factored into President Bush’s ongoing
budgets. This recession makes it increasingly difficult to fund reenlistment bonuses and maintain
an all-volunteer army. Some countries, like China, North/South Korea, Russia, and Germany,
either maintain a conscripted military or have returned to one. However, as noted above, the U.S.
population finds the draft an unacceptable alternative as does the Congress; although
Representative Charles Rangel (D, N.Y.) has sponsored a fact finding proposal regarding
reinstating the draft. Mark B. Cohen in his blog has argued that the draft would cost upwards of
one trillion dollars and be disruptive to the economy (2007).
Yet, should the U.S. continue to maintain its current military commitment, it must maintain high
levels of financial incentive to U.S. citizens, lower its educational standards for recruits, and
continue to intensify its recruitment to aliens with the promise of citizenship to meet its enlistment
goals. These have been the solutions that the Pentagon found and adhered to in recent years in its
not always successful efforts to maintain U.S. armed forces at their preferred levels.
In 2008 a new and more comprehensive GI bill became law which helps veterans with education
after separation from the military (G.I. Bill, 2008). Despite this, and the increased costs for
recruiting bonuses, and promises of citizenship, the US still is not drawing the numbers of recruits
that are needed to maintain the best armed forces in the world (G.I. Bill, 2008).
The all-volunteer concept has proven to be very expensive and the pay scale alone has increased
$24,000 per person for active personnel or 33% in real terms from 1999 to 2005 (Reenlistment
Bonus Program, 2002). Couple this with a housing allowance of 66% and health care at 69%, the
compensation system is unsustainable (Factors Influencing Growth, 2001). To increase the
military by just 40,000 troops will add an additional $4 billion per year to the service budget (U.S.
Government Accountability Office, 2005). In fact, a recent survey showed that average military
compensation now exceeds the 70th percentile threshold for comparable civilians (Report of the
Tenth Quadrennial Review, 2008). Indeed, the average enlisted member earned $5400 more and
the average officer $6,000 more, than comparable civilians (Transforming the Rewards, 2005).
Incentives have grown six fold since 2003 when the above numbers were recorded and some
bonuses can range as high as $150,000 for very senior Special Forces soldiers who re-enlist for
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six years. All told, the Army and Marines spent $1.03 billion in 2008 on reenlistment bonuses,
compared with $174 million in 2003, the year the war in Iraq began (The Defense Science Board
Task Force, 2008). This program is extraordinarily costly and will become even more so as it is
revised. A comprehensive new program needs to be passed and implemented to help recruit quality
personnel while providing severally needed financial help to veterans and their surrounding
collateral society. Right now the Army has lowered its standards by accepting up to 25% of new
recruits without a high school diploma; again lowering the quality of the armed forces (Baldor,
2008).
A New Proposal to Attract and Fund the All-Volunteer Armed Forces while Providing on
the Ground Immediate Local Stimulus
As noted earlier, the savings rate in the United States has fallen to zero. We have also seen multiple
stimulus packages to various economic sectors to lower the severity of the current recession in this
country. Instead of enlistment and reenlistment bonuses, we propose that upon honorable
discharge, all military personnel with a minimum of five years’ service in any military service be
granted a life time exemption from federal taxes; up to a maximum of $100,000 a year for
household income. We believe that an additional incentive of increasing that level by $5000 for
each additional two years served up to $150,000 annual income would help to keep soldiers in the
service longer. They would only pay on the income above the thresholds as described below.
Based on the 2012 Federal Tax form 1040-es the tax due on $100,000 is as follows:
Married filing jointly:
$70,700 to $142,700 = Tax liability of $9,735 plus 25% of income over $70,700
$9,735 + ($100,000 - $70,700 x .25) =
$9,735 + ($29,300 x .25) =
$9,735 + $7,325 = $17,060 (Dickinson, 2005)
If we use the 75th percentile of all living vets the numbers become more revealing. The 75th
percentile is $52,000.
Married filing jointly:
$17,400 to $70,700 = Tax liability of $1,740 plus 15% of income over $17,400
$1,740 + ($52,000 - $17,400 x .15) =
$1,740 + ($34,600 x .15) =
$1,740 + $5,190 = $6,930
Thus, a direct inflow of available capital totaling $6,930 from each veteran will be injected into
the economy where each of the veterans live.
Average salaries of veterans fall into a normal distributive pattern as shown in Table 1.
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Table 1: Average Annual Salaries of Veterans
< $21,840
$21,840 - $35,359
$35,360 - $51,999
> $51,999

25%
25%
25%
25%

(Department of the Treasury, 2008)

The next question to consider is how much will this proposal cost in comparison to the current
$500 million per year (and increasing rapidly) budgeted for enlistment and reenlistment bonuses?
This is addressed below.
Assuming an ongoing pool of veterans eventually totaling 5 million over the next twenty five years
we can make some assumptions as to the amount of shortfall to the U.S. Treasury from this
proposal.
Take into consideration an aggressive stance as to the economic/monetary stress to the government
by using the 75th percentile as a guideline, in 2038.
5,000,000 retired veterans x (6,930) = Annual cost
5,000,000 retired veterans x (6,930) = $34,650, 000,000
This cost would not be reached until 2038 as noted in the computations below. To see a more
immediate effect we will use recruit numbers to keep our military at a stable number. The armed
forces goal is to recruit 100,000 soldiers, sailors and airmen each year. For illustration we will
double that number to accelerate an appreciation of the overall impact. Since our program would
not be implemented until 2015, we would not see veterans entering into the all-volunteer non taxed
force until 2020. Therefore, the costs are more than offset by the saving in enlistment and
ultimately re-enlistment bonuses. A secondary saving would be the entire recruitment apparatus
as a more efficient advertising using the Internet will provide additional cash flows.
2015

200,000 eligible veterans’ treasury shortfall/direct infusion into the
local community would be:
200,000 x 6930 = $1.39 billion

2020

1,200,000 x 6930 = $8.32 billion

2025

2,200,000 x 6930 = $15.25 billion

2030

3,200,000 x 6930 = $22.18 billion

2035

4,200,000 x 6930 = $29.11 billion

2040

5,400,000 x 6930 = $37.42 billion

These numbers are estimates at twice the attrition rate that now exists. This amount would go
directly back into the neighborhoods where the retired veterans live. It could also entice veterans
to start saving money which, in itself, could foster more growth in the mortgage and banking areas.
Through an aggressive social networking and more efficient advertising campaign, several
hundred million dollars can be saved. The enlistment bonus could be totally revoked for new
recruits and the re-enlistment award cut back and only used to maintain a force of highly qualified
individuals in competitive demand from civilian endeavors. This proposal should provide for an
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adequate flow of new foot soldiers because of the inherent lifelong benefit. Based upon the figures
quoted earlier in the paper, at least $500 million in enlistment bonuses would be eliminated,
leaving an annual cost of roughly $22.18 billion in 2030. This is an insignificant amount when
compared to the $ 700 billion financial services industry bailout passed in 2008 and will not be
reached for 17 years. Even if this were not enough justification, the following could be argued.
Based upon the zero savings rate in the U.S. noted earlier in the paper, it might not be reasonable
to expect that these tax exemptions would be saved. Rather, we would expect that this savings of
the tax burden by these veterans would be injected directly back into the economy as stated,
exemplifying the ultimate "invisible hand." While it could also be argued that enlistment bonuses
go back into the economy, this proposal should be significantly more attractive to enlistees because
it is an ongoing lifetime benefit rather than a one- time event.
This proposal would not supplant the provisions and or pensions now in place for current veterans
but would go into effect in 2015 for new recruits only. To be fair to the 24 million living veterans,
a plan would also be to be considered to include these individuals in some form. However these
calculations are too complicated for this paper and will be considered elsewhere.
Besides helping our veterans and stimulating the economy, this proposal will assure a greater pool
of acceptable recruits, the incentive for them to stay in the military, and save the U.S. Government
untold billions in training and retraining. As noted earlier, by instituting this dynamic change the
armed forces could greatly reduce, or eliminate completely, the enlistment and reenlistment
bonuses. In today's political and economic environment it is incumbent upon both political parties
to lay aside partisan differences from the far left and far right. Rather, they must work in a
bipartisan way so that proposals which have merit, such as this one, have an opportunity to pass.
This proposal, besides providing a solution to a serious military problem, can become a template
to deal with other economic issues. For example, it could also be applied to those advocating for
civilian volunteerism to serve the social needs of those less fortunate.
Conclusions
In the political environment that existed before the near collapse of the U.S. financial system in
2008 this proposal would have had little, if any, chance of passage? With the recent $700 billion
bailout of the financial services industry, however, there is now a recent example of the center of
each party working together in both houses of Congress for the good of the country. As a nearly
revenue neutral proposal, this reform of the enlistment system is a great deal less risky and
controversial than the financial services solution. Now is the time to find answers to problems that
we will find facing ourselves in the future. This does not have to be a zero sum game but proposals
such as this can lead to a duplicative process by which several areas of the economy, national
safety and security can find safe haven in a synergistic fashion that we have not seen since the end
of World War II.

Endnotes
In order to get a better perspective on the costs and programs now in existence we need to look
back at the history of the armed forces and the advent and continued unabated growth of the bonus
budget for enlistment and re-enlistment is all branches of the service. Post -Vietnam and ending
of the Cold War led to increasing numbers of young lesser educated males enlisting in the armed
services. A more secure world made the possibility of entering into an armed conflict more remote,
coupled with an increasing level of unemployment saw enlistments grow. The problem still
remained: could we maintain a military large enough to face an armed conflict. A study sanctioned
by the Foreign Affairs and National Defense Division in 1981 summarized that the armed forces
would continue to experience quantitative and qualitative recruiting problems (Goldrich, 1981).
These problems become especially acute when referring to critical technical and medical areas
such as pilots, nurses and doctors. The Department of Defense is pouring greater and greater sums
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into the bonus pool in essence creating standing mercenary armed forces. The bonus budget has
been growing at an alarming rate which shows no signs of abating. The Department of Defense
[DOD] re-enlistment budget for the Selective Reenlistment Bonus Program has more than tripled
in recent years--from $235 million in fiscal year 1997 to an estimated $789 million in fiscal 2002
(United States General Accounting Office, 2002). There are many factors contributing to the
difficulty in recruiting high quality servicemen. During the Clinton years, especially from 19972002 there was a downsizing of U.S. military forces, a decline in recruiting budget and fewer
reenlistment (Department of Defense Financial Management Regulation, 2001). The abovementioned fact helped to reduce the government deficit and balance the budget but left the military
woefully lacking in preparation for an armed conflict. Secondly a growing economy lured young
eligible recruits away from the military and into civilian pursuits. The bonus budgets have already
begun to grow well before the 911 attacks and subsequent military incursions into Afghanistan
and Iraq. It is ironic to see that while there was a conscious effort to downsize the military there
was a concurrent rise in budgets for all branches of the armed forces for reenlistment bonuses.
The Army from $30 million to $72 million and exceeded this amount by $49 million.
Navy, the largest Selective Reenlistment Bonus Program from $78 million to $234 million and
exceeded that amount by $121 million
Marines $8 million to $25 million
Air Force $13 million to $123 million, an 846% and exceeded that number by $57 million
(Department of Defense Financial Management Regulation, 2001).
All in all, this is a very dangerous trajectory if one assumes exponential growth during times of
stress. Indeed during the second Iraq War, the numbers and amounts of bonuses skyrocketed
including tax free payments for those in harm’s way (Baldor, L 2008).
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Structure and Strategy Policies for Achieving Market Goals
by Nigerian Multi-National and Indigenous Companies

Dr. Olanrewaju Samson Ibidunni
Covenant University, Ota, Ogun-State, Nigeria

ABSTRACT
The study investigated multinational and indigenous companies adopting organizational structures
and strategies to achieve marketing goals, and how variables influenced performance. Variables
were used to evolve detailed analysis of issues relating to marketing goals and organizational
structures and strategies. Relevant models and theories were employed. Two hypotheses were
investigated through the survey of randomly selected forty multinational and one-hundred and
twenty indigenous foods and beverage companies. Findings revealed that marketing goals were
better achieved by multi-national companies than indigenous companies while the
structure/strategy adopted by multinational companies yielded better performance than those of
indigenous counterparts. It was concluded that indigenous companies were unable to achieve
better marketing goals. Additionally, it was concluded that the indigenous companies
outperformed multinational companies due to unconventional structures and strategies that were
adopted. It was recommended that indigenous companies should adopt functional organizational
structures and strategies, acquire better knowledge of marketing, and place their companies on
Nigerian Stock Exchange.
Key words: Multinational and indigenous companies, Organizational structures and strategies,
Marketing goals, Foods and beverage, Nigerian Stock Exchange. Acquire better knowledge of
marketing
1.0: Introduction / Background Information:
Dollinger (2003), Rugman and Verbeke (2006, pp. 237-250), and Awodun (2007) agreed that in
managing any organization, there are three conventional levels of management that constitute most
hierarchical structures. These are the corporate or strategic level, the business or operational level,
and the functional or tactical level. At each of these levels, different types of decisions involving
varying levels of sophistication of decisions are made with diverse scope and intensity. Decisions
considered as strategic in nature usually require top-level management with large amounts of
resource allocation. These decisions involve long-term prosperity, futuristic multinational or
multi-business consequences, and considerations of the external environment usually occupy
important positions. For these reasons, Jones, et al (1998), Harrison & Pelletier (2000) asserted
that top-level management or corporate managers are said to determine the right things to do, the
middle-level management or functional managers do the right things while the low-level managers
or functional managers do things right. On the other hand, Ferrel and Pride (2002), Kerin, Hartley
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and Rudelins (2004), Baker (2005), and Doole and Lowe (2006), wrote that a business
organization that is engaged in production and marketing of tangible goods or services must
employ aggressive marketing to achieve the following goals namely: human satisfaction, creation
of utilities, stimulation of demand, aid to competition, creation of links between market and
producers, facilitation of exchange, facilitate direction of investment, and profit generation.
The strategies that a company adopts predispose its choice of structure. These preferences for a
mix of links have certain predictable cost and benefits which vary according to the strategies that
are pursued. Existing literature has revealed that placement of multinational companies on the
Nigerian Stock Exchange is a form of strategic/structural leverage whereby capital adequacy in
form of funding and human resource development is ensured by multinational organizations. On
the contrary, the first problem this study identified was the family based ownership characteristic
of indigenous food and beverage companies. This possibly explains for their lack of effective
participation as they are located within the corridors of selected family members (Bennet, 2000,
Ogundele, 2007). Consequently, the majority of such companies are either unwilling, unqualified
or could not be listed on stock market. For these reasons, indigenous companies are denied the
numerous benefits accruing from such institutional affiliation and the opportunity of achieving
more of these marketing goals to transform into multinational status. Studies (Bennett, 2000, and
Dollinger, 2003) have also shown that multi-national companies are achieving superior
performance when compared with their indigenous counterparts, even when the dates of
establishment are not too different from the objectives of indigenous enterprises. From the above
background information, the objectives of this study are (i) to identify the organizational structures
and strategies being adopted by multi-national and indigenous companies that assist in achieving
marketing goals, and (ii) to explore the possible differences in organizational structures and
strategies between multinational and indigenous companies and how these affect their respective
performances. The significance of this study; drawn from the aforementioned objectives,
comprises assisting the operators of indigenous companies to learn and acquire for adoption better
and more viable types of organizational structures and strategies that will support their operational
activities and strategies. With these structures and strategies in place, the Nigerian populace will
be better served with more of the food and beverage products in every part of the country. Also,
academics would be able to use the gaps identified for criticisms, and propound further concepts
and theories in the area of organizational structure and strategy for adoption by all, but indigenous
companies particularly.
2.0: Literature Review / Conceptual Framework
Anthony and Govindarajan (2001) and Sullivan, Steven, and Sheffrin (2003) Hall, and Johnson
(2009, pp. 58-65) defined an organization as an entity consisting of a group of people who work
together to achieve certain common goals. In business organization, a major goal is to earn a
satisfying profit. The authors unanimously claimed that organizations are led by a hierarchy of
managers; with the Chief Executive Officer (CEO) at the top, and the managers of business units,
departments, sections, and other sub-units ranked below him or her in the organizational charts.
As explained, the complexity of the organization determines the number of layers in the hierarchy.
Griffin (1999) identified two categories of organization with their definitions as follows: (i).a
domestic business firm acquires all of its resources and sells all of its products or services within
a single country. (ii) a multi-national business firm, having a worldwide marketplace from which
it buys raw materials, borrows money, and manufactures its products and to which it subsequently
sells its products. Also Itsede (2003, pg. 2-4), one time Director-General of the West African
Institute of Financial and Economic Management (WAIFEM), at a seminar showed multi-national
companies as ventures that do not distinguish between domestic and global marketing
opportunities and have a single management strategy that guides their operating companies
throughout the world. As indicated by Itsede, multi-national companies have the following
characteristics:
(i). Treating all the various national markets in which they operate as if they are one.
(ii). Having a single management that guides all their various operating companies throughout the
world, and
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(iii). Thinking and operating in a “geocentric” manner. They are essentially world oriented in their
approach to their marketing and planning.
Also, Aremu, Olubamise, and Essienenkak (2006), and Harmon, (2007) claimed that multinational company or enterprise (MNC or MNE) are terms used by some authors to mean an
organization consisting of a parent company in a home country that owns relatively autonomous
affiliates such as branches, subsidiaries and associates in various host countries.
Organizational structure however, according to Pearce II and Robinson Jr. (2003), Gratton (2004),
Irani (2007) and Thareja (2007, pp.1-3) is the way and method through use of a hierarchy that a
group, business, organization, people or objects collaborate to achieve success on one common
goal. Accordingly, the structure of a business acts as the backbone and support concerning
decision-making and other processes. Deciding early what type of organizational system to
implement will ease the stress of the initial start-up. As claimed, either setting up a management
team would work the best for the organization, or perhaps hierarchy of decision makers would
work better. Burgelman, Christensen, and Wheelwright (2004), Robbins and Judge, (2007) and
Thareja (2008, pp. 1-5) defined organizational structure as a framework for effective collaboration
while accommodating the real and evolving interdependencies among new and existing businesses
that complex-strategic integration initiative creates a repertoire of organizational – design options
to augment the company’s entrepreneurial capability. Johns and Saks (2005) claimed that
organizational structure specifies the roles, reporting relationships, and division of responsibilities
that shape decision-making within an organization. Johns and Saks (2005) explained further how
organizational structure coordinates group efforts effectively and efficiently to achieve
organizational goals and accomplishments. The authors believe that to achieve the above, two very
basic things must be done namely, the division of labour among its members, and the co-ordination
of what have been divided. Division of labour was classified as follows: (i) vertical dimension of
labour, and (ii) horizontal dimension. Vertical dimension is said to be concerned primarily with
apportioning authority for planning and decision-making, while in horizontal division of labour,
the basic tasks must be performed into jobs and then into departments so that the organization can
achieve its goals and the required workflow. Workflow, as stated by them, is the main basis for
this division. In figure 1 below, Awodun, (2007) agreed with Otokiti, (2004), on the type of
organizational structure relating to the operations of multinational organizations. He applied the
structure to Malaysians operations of multi-national companies regarding their international
marketing and export management, and established mother-daughter relationship as a pre-requisite
for great and continuous success at every continent and regions. Fig. 1 below shows.
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Figure 1: Specimen of Organizational Structure Relating to Multinational Organization
involved in International and Export Business.
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Source: Otokiti (2004). International Marketing and Export Techniques
Otokiti claimed that multi-national companies are turning to the “transnational strategy” that
combines global market power and superior internal efficiency, local sensitivity and
differentiation, and worldwide innovation and diffusion (Gummesson, 2002, Amaral and Uzzi,
2007, pp. 1033-1035). Variations in the strategic roles to be carried out by foreign subsidiaries will
subsequently pose different headquarters’ subsidiary relationship contexts. A headquarters’subsidiary relationship contexts comprises the following factors: (i) the locus of strategic control,
(ii) the nature of dependency and interdependency, (iii) the presence of common values, (iv) the
locus of decision-making, and (v) the focus of strategy (Gummesson, 2002, Otokiti, 2004, and
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Awodun, (2007, pp.70-72). In figure 2 below is Awodun’s (2007) model reflecting the motherdaughter linkages.

Figure 2: Mother-Daughter Subsidiary Linkage Model
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Source: Awodun, Muritala, (2007) A Comparative Analysis of Strategies for Managing Multinational and Domestic Enterprises in Emerging Economies.
Awodun, (2007) propounded that the corporate link between a foreign subsidiary and its parents
as well as its peer subsidiaries in other countries is concerned with the extent to which a foreign
subsidiary is related to its parent and peer subsidiaries via sharing strategic resources and activities.
As a result, management of multi-national companies resides at two different levels—headquarters
(parent) and subsidiaries. Parent –level corporate management is concerned about how the parent
firm’s rights, responsibilities, control, and power are distributed and monitored (Luo and Zhao,
2004, pp. 77-105, Luo, 2005, pp. 1-18).
2.1: Marketing Goals
Doole and Lowe (2006), Etzel, Walker, and Stanton (2007) wrote that a business organization
engaged in the production of tangible goods or services must employ aggressive marketing to drive
its products to the target markets. While it may not matter how high the quality and beautifully
branded a product is, the roles being played by marketing today are tremendous. The roles are
human satisfaction, creation of utilities, stimulation of demand, aid to competition, creation of
links between market and producers, facilitation of exchange and profit generation. Earlier Kerin,
Hartley and Rudelins (2004) had supported these facts through their writings on why marketing is
the driving force in the modern global economy. Kerin, Hartley and Rudelins proclaimed that
domestically aggressive and effective marketing practice has been largely responsible for the high
standard of living in the United States of America. Secondly, that marketing employs quite a
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significant population in its numerous divisions. These include retailing, wholesaling,
transportation, warehousing, communication, and marketing research. Thirdly marketing creates
utility. The reason for a customer purchasing a particular product or service is the satisfaction to
be derived from that product. The kinds of utility to be created are (i) form utility, which is
associated primarily with production, (ii) place utility, which exists when a product is readily
accessible to potential customers, (iii) time utility, which means having a product available when
customers want it, (iv) information utility, which is created by informing prospective buyers that
a product exists. Related to information utility also is image utility, which is an emotional or
psychological type of information depicting a value buyers attach to a product or brand because of
its reputation or social standing, and (v) possession utility, which is created when ownership is
transferred to the buyer as a result of purchase of a product.
Ferrel and Pride (2002), Hermandez (2005, pp.1-2) claimed that competition is dependent on
research in business. Two-steps process to reach competitors was given as (i) discovering how
specific businesses are competing with one using advertisements, yellow pages, the internet,
newspaper advertisements, and direct mail pieces to make their presence known, and (ii) then
visiting each one. It helps in the conversion of company products from its physical state of final
production to naira (Nigerian Currency) value
Kotler and Armstrong (2001) wrote that exchange functions are what are commonly thought of as
marketing. However, exchange functions involve finding a buyer or a seller, negotiating price and
transferring ownership (but not necessarily physical transfer). These functions take place at the
"market" - that is, the physical meeting point for buyers and sellers at the point of production or
via some other means of communication. At this point, formal or informal property rights are
important to ensure the reliable transfer of ownership and to guarantee legality.
Kotler and Keller (2009) gave the definition of distribution as the process of making a product or
service available for use or consumption by a consumer or business user. In the chain of
intermediaries, each passes the product down the chain to the next organization before it finally
reaches the consumer or end-user. This process is known as the 'distribution chain' or the 'channel.'
Each of the elements in these chains will have their own specific needs, which the producer must
take into account along with those of the all-important end-users.
Achumba (2006) claimed that the key elements of marketing concept are consumer orientation,
integration of activities, and profits. Howard (2010, pp. 1-3) explained the role of profit generation
system's approaches that an entrepreneur can optimize in business for greater efficiency,
exponential growth and maximization of profits. These are given as (i) prospecting for more
customers, (ii) gaining larger sales, repeat sales and customer loyalty, (iii) getting the business to
operate more efficiently, (iv) maximizing margins and profitability, (v) making company "Investor
Ready" - planning exit strategy, (vi) reducing overheads and staff problems, (vii) showing how to
systemize business so that a person can choose to work rather than have to work, and (viii) ensuring
that profit is the surplus or differences the manager can generate between the values of inputs and
outputs. However, Tolani (2008, pp. 2-3) had earlier expressed that profit is essential for the
growth and survival of a business. A manager may decide to forego some profits today for the
profits which he is seeking tomorrow, but in the long run he must understand that no business can
survive if it does not make a profit. Business activity is undertaken to satisfy a need of the society
in a manner which yields profits. The author further reiterated that profit generated can be used
for expansion, upgrading of technology, and growth of paying dividends. Profits are one of the
cheapest sources of financing, as they involve no interest liability nor losing independence as a
result of having representatives of financial institutions sit on your board of directors. Profits give
entrepreneurs the cushion to take risk, think big, and venture into relatively unknown areas.

2.2: Some Theories on Organizational Structure and Strategies
2.2.1: Likert, Rensis, (1971) (The Central Role of Work Groups)
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Oyedijo (1995) using the work of Likert (1971) wrote on the importance of work groups for
individual performance. According to him, every person desires to achieve and maintain a sense
of personal worth. But the response one gets from the people to whom one is close also determines
the satisfaction he gets. Therefore people tend to behave in ways that are consistent with the goals
and values of their work groups in order to obtain recognition, support, security, and favorable
reactions from such groups. Likert therefore concluded that management will make full use of the
potential capacities of its human resources only when each person in an organization is a member
of one or more effectively functioning work groups that have a high degree of group loyalty,
effective skills of interaction, and high performance goals.
2.2.2: The Systems Approach
The System approach, also called the Structure-Functional approach, was developed from the
writings of Chester Bernard (1938). The system approach sees organizations as systems. System
theories are based on the view that it is not only appropriate to examine individual parts of the
organization, but also formal and informal relationships among sub-systems within the
organization. System theories suggest that both the interaction between the internal parts of the
organization and the relationship between the organization, and its environment should be
considered in decision making process.
2.3: Some Theories on Marketing
Brown (1995) propounded a theory on two types of corporation: those with a marketing
department and those with a marketing soul. Using Fortune 500, it revealed that those
organizations having marketing department were the top performing companies while those
companies with a marketing soul possessed business traditions of the past and they are fast
disappearing. Simon (1996) also noted that many of the firms in his sample of ‘hidden champions’
did not have marketing departments. These firms were reportedly sharing two main traits. First
they were very close to their customers and all employees recognized their role in serving the
customer. Secondly, they focused in solving customers’ problems through innovation and
providing additional customer value. These two traits were some of the essentials of marketing
orientation presented in Simon’s theory.
2.3.1: Freudian’s Marketing based Theory of Personality
Achumba (2006) related this theory of personality to needs, wants, and value as Freud (1939)
propounded it. One major contribution of Freud theory of personality, according to Achumba
(2006), is that a consumer is an object, both individualistic and gregarious; and that from an
individualistic point of view; the customer is someone who has physiological and psychological
needs. He elaborated that physiological needs are of infinite variety, such as the need for food,
warmth, etc., but that psychological needs are restricted to three main types. They are ego
bolstering, ego defensive, and affectoral. Thus, these are instinctive needs- the id of Freud which
supported the claim that individual also possesses five senses, intelligence and a personality. In
addition to this, Freud identified individual goal-needs satisfaction processes and presented a needwant transfiguration mechanism, which he linked to value desired. Thus Freud identified this value
as super-ego influencing parameter towards goals attainment.
2.3.2: Basic Functions of Marketing: Arch .W. Shaw’s (1912) Functional Approach of
Marketing
Brian-Jones and Monieson (1990, p.109) discussed Shaw’s (1912, p. 731) work, “Some Problems
in Market Distribution” as it originated the functional approach to marketing. Brian-Jones and
Monieson (1990, p.109) revealed that Shaw (1912, p.731) used the term “general functions” to
refer to acts or services performed by middlemen as a universal law of marketing. And to study
such marketing problems, Shaw advocated what he called the “laboratory method,” which
included the use of observation, statistics, comparison, and an historical perspective. The products
of such a scientific method were found to be general principles, exemplified by the functions of
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middlemen, while the two traits were found to be part of the essentials of marketing orientation.
From the review of literature, the following hypotheses were formulated.
Hypothesis 1: (H0) Marketing goals are not better achieved as a result of organizational structures
and strategies adopted by multi-national than marketing goals achieved by indigenous companies
in Nigeria.
Hypothesis 2: (H0) The organizational structures and strategies adopted by multinational
companies cannot be associated with better performance than the similar structures and strategies
adopted by indigenous companies.
3.0: Methodology
Considering the population of the study, a survey method was adopted and a well-structured
questionnaire was developed to gather information from top executives/ management staff
involved in marketing activities in the two categories of companies sampled. Sample size available
was 216, (45) multinational, (171) indigenous registered food and beverage companies associated
with the Manufacturers’ Association of Nigeria (MAN) (2006). A simple random sampling
technique was employed to select sample sizes of (40) multinational, and (120) indigenous
companies using Yard’s formula which is concerned with the application of normal approximation
and popularly postulated by Guilford and Fruchter (1973) with 95% confidence level and 5% error
tolerance. Validity and reliability of the instrument were measured at Cronbach’s alpha of 0.69
and alternative form validity of 0.62. Descriptive and statistical analyses were used in analyzing
the data collected with the aid of Statistical Package for Social Sciences (SPSS). Analysis of
Variance (ANOVA) was used in testing the stated hypotheses. All the steps recommended in using
ANOVA were observed. Based on 8 copies for each company, 300 copies of questionnaire were
distributed to multinational companies. 231copies were returned, 18 were rejected for impropriety,
while 213(71%) copies were used. 500 copies of the questionnaire were distributed to indigenous
companies. 340 copies were returned, 16 were rejected, while 324(64.80%) copies were used.
The population statistical formula is as follows:
n

=

N………
∑ [(1 + N (e2)]

Where:
n = The desired sample size to be determined
N = Total population.
e= Accepted error limit 0.05 on the basis of 95% confidence level.

Where:
To determine the sample size for multi-national companies, the total number
registered was 45,
N = 45
E = 0.05
n = sample size
Substituting from above n =

=

45
1+ 0.1125
40 samples.

45
1+ 45 (0.05)2

45
1.1125
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To determine the sample size for indigenous companies, the total number registered was 171, the
sample size goes as follows
The population statistical formula is as follows:
n

=

N………
∑ [(1 + N (e2)]

Where:
n = The desired sample size to be determined
N = Total population.
e= Accepted error limit 0.05 on the basis of 95% confidence level.
Where for (Indigenous Companies)
N = 171
E = 0.05
n = sample size
Therefore n =

=

171
1+ 171 (0.05)

171
1 + 171(.0025)

171
1+ 0. 4275

45
1.427

120 samples.

Therefore the total population sample selected was the sum of 40(multi-national companies) + 120
(indigenous companies) = 160 food and beverage companies.
4.0: Discussion of the Findings: (Theoretical and Empirical)
In the two categories of the food and beverage companies studied, according to figure 3 below,
537 participants represented the number of respondents. Multinational companies accounted for
213 (39.7%) respondents, while indigenous counterparts accounted for 324 (60.3%) respondents.

Figure 3: Classification of Companies
Perception of Respondents on Category of Companies and Positions in the Industry
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Multinational
39.7%

Indigenous
60.3%

However, in figure 4 below, the nature and types of companies studied were four as follows; public
limited liability companies, private ventures which were mostly family based, private limited
liability companies which were medium scale, and public sector which comprised food and
beverage companies established and being managed by various governments. Of the 537 sampled
respondents, 213 (39.7%) respondents were from public limited liability companies, followed by
private ventures accounting for 136 (25.7%) respondents, private limited liability companies
accounting for 121 (22.5%) respondents, and public sector which accounted for 65 (12.1%)
respondents.
Figure 4: Pie Companies’ Nature, Types and Percentages

Public Limited Liability
39.7%

Private Venture
25.7%
Private Sector
12.1%

Private Limited Liability
22.5%

4.2: Summary of Means of Organizational Structures’ sub-variables: In table 1 below, on subvariable of tasks and psychological support to the workers, multinational companies had a mean
of 3.42 against a mean of 2.31for indigenous companies. Delegation of duties by superior officers
had multinational companies showing a mean of 3.46 as against a mean of 2.08 for indigenous
companies. Regarding the sub-variable of management granting some authority and
responsibilities relating to employees’ functions, multinational companies had a mean of 3.04,
while indigenous counterparts had a mean of 2.36. On the span of management variable,
multinational companies had a mean of 3.64 as against indigenous companies having a mean of
2.06. On the functional specialization to develop specialized skill sub-variable, multinational
companies had a mean of 3.62, while indigenous companies had a mean of 2.26. On the subvariable of company operating organic form of structure, multinational companies had a mean of
3.64 as against indigenous companies having a mean of 3.04. The sub-variable involving the
company’s authority giving power to workers to act officially had multinational companies with a
mean of 3.51, while indigenous companies had a mean of 2.06. Lastly, on the sub-variable of
systems rules and procedures of operations having been made flexible for managers, multinational
companies had a mean of 3.98, while indigenous companies had a mean of 2.46.
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Note:

MNCN = Number of Participants from Multinational Companies
INCN = Number of Participants from Indigenous Companies
Table 1: Analysis of Field Survey, 2007/2008, Showing the Summary of Mean and Standard
Deviation of Organizational Structures/Strategy of Both Multinational and Indigenous
Companies (MNCsN= 213 INCN= 324)
Items
Our Company’s organization
systems provide both tasks and
psychological support to the
workers
Delegation of duties by the
superior officers to their
subordinates is encouraged,
hence, initiates management
and fosters better relationships
Management allows
departments in the company
some authority and
responsibility relating to their
functions
For effective performance of
tasks at each level, span of
management (supervision) is
limited to maximum ten
subordinates.
Functional specialization
enables Company’s workers to
develop specialized skill and
knowledge to achieve set goals
Marketing departments of our
Company operates organic
form of structure in order to
meet with the dynamic nature
of the business environment.
Company’s authority gives
workers power to act officially
Systems rules and procedures
of operations are at times made
flexible for managers.

N

Mean

Std.
Deviation

Mean
MCs

Mean
ICs

537

3.2365

1.20553

3.42

2.31

537

3.5047

1.05115

3.46

2.08

537

3.3110

1.16307

3.04

2.36

536

3.2425

1.19067

3.64

2.06

537

3.5754

1.13886

3.62

2.26

537

3.0149

1.16372

3.64

3.04

536

3.2015

1.17628

3.51

2.06

537

3.1117

1.15682

3.98

2.46

4.3: Summary of Means of Marketing Goals
In Table 2 below, on sub-variable of customers’ satisfaction, multinational companies had a mean
of 3.73 as against indigenous companies having a mean of 2.68. On creation of utilities to clients,
multinational companies had a mean of 3.62 while indigenous companies had a mean of 2.26. The
sub-variable of stimulation of apparent demands saw multinational companies having a mean of
3.64 but indigenous companies had a mean of 3.04. In terms of aiding management of competition,
multinational companies had a mean of 3.51 as against indigenous companies having a mean of
2.06. On facilitation of relationship between distributors and company, multinational companies
had a mean of 3.98 as against indigenous companies having a mean of 2.46. On facilitating
exchange of products, multinational companies had a mean of 3.64 while indigenous companies
had a mean of 2.42. On the sub-variable of direction of investment, multinational companies had
a mean of 3.42 as against indigenous companies having a mean of 2.54. Lastly, on profit
generation, multinational companies had a mean of 3.21while indigenous companies had a mean
of 2.42.
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Table 2: Analysis of Field Survey, 2007/2008, Showing the Summary of Mean and
Standard Deviation of Marketing Goals of both Multinational and Indigenous
Companies (MNCsN= 213, INCsN= 324) wf = 5.0
Items
In the last two years the way
we marketed our products
resulted in customers’
satisfaction
Marketing activities created
utilities to clients
Marketing activities stimulated
apparent demands
Marketing activities of our
company aided management of
competition
Marketing activities facilitated
relationship between
distributors and our Company.
Marketing activities adopted by
our Company facilitated
exchange of products
Marketing activities facilitated
direction of investment into our
Company.
Marketing activities operated
by us contributed to our profit
generation

N

Mean

Std.
Deviation

Mean
MCs

Mean
ICs

537

3.9199

0.93397

3.73

2.68

537

3.8063

0.95794

3.62

2.26

537

3.8361

1.02358

3.64

3.04

537

3.5959

1.02334

3.51

2.06

537

4.0652

0.95292

3.98

2.46

537

3.6331

1.07093

3.64

2.42

537

3.2700

1.10109

3.42

2.54

537

3.5158

1.23091

3.21

2.42

Test of Hypotheses:
Hypothesis One: (H0): Marketing goals are better achieved as a result of organizational structures
and strategies adopted by multi-national and indigenous companies in Nigeria.
Table 3: Analysis of Field Survey, 2007/2008, Showing the Mean
and Standard Deviation of Marketing Goals Achieved by
Multinational and Indigenous Companies’ in Relation to their
Adopted Organizational Structures/Strategies
Items
Marketing goals achieved by
multinational companies
Marketing goals by achieved
indigenous companies
Multinational companies’
performance based on
Structure/strategy
Indigenous companies’
performance based on
Structure/Strategy

N

Mean

Std.
Deviation

213

88.43

2.68

324

46.24

0.84

213

68.20

0.22

324

26.12

0.96

4.4: Test of Hypothesis 1
Table 3 above shows the difference between the means of marketing goals and resultant
performances of multinational and indigenous companies. Multinational companies with a mean
of 88.43 and a standard deviation of 2.68 achieved marketing goals much more often than
indigenous ones that had a mean of 46.24 and a standard deviation of 0.84. Equally, a comparison
of the performances of the two indicated that multinational companies with a mean of 68.20, and
a standard deviation of 0.22 performed better than indigenous ones that had a mean of 26.12 and
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a standard deviation of 0.96. The question now is, “Was the difference significant enough or was
it as a result of sampling error?” The answer is presented in Table 4. However in interpreting the
figures, the marketing goals achieved by multinational and indigenous companies culminated in a
significant difference in performance at f (4, 537) =3.389, at 0.05 significant level. The fact that
these two organizations are significantly different in operation equally showed the differences in
the structures/strategies adopted at f (1, 537) = 5.230, at 0.05 significant level. In testing the first
hypothesis which combined the two variables together and stated that the marketing goals are not
better achieved by multinational companies with the use of structure and strategies than those of
indigenous companies, the findings indicated that there was a significant difference at f (4, 537) =
2.837, at 0.05 significant level. This implies that the first hypothesis was rejected and alternative
hypothesis retained which meant that the marketing goals achieved by multinational companies
were higher with their structures and strategies than those of indigenous companies. This also
corroborated the views expressed in the background of studies by Bennet, (2000), Dollinger
(2003), and Ogundele( 2007). The question now is, “Was the difference significant enough or was
it as a result of sampling error?” The answer is presented in Table 4 below.

Table 4: Summary of Analysis of Variance on Marketing Goals Achieved Based on
Adopted Organizational Structures/Strategies
By Multinational and Indigenous Companies
Source

Type III Sum of
Squares
94.136
944.876
12.322
19.015

Corrected Model
Intercept
Marketing goals
Company Types
Marketing Goals *
36.096
Company Types
Error
467.175
Total
7505.000
Corrected Total
561.311
*Significant at 0.05 two tailed test

df

Mean Square

F

Sig.

22
1
4
1

4.279
944.876
3.081
4.754

4.708
1039.581
3.389*
5.230*

.000
.000
.009
.000

4

2.578

2.837*

.000

514
537
536

.909

Source: Researcher’s Analysis of Field Survey, 2007/2008
In Table 4 above, the first column describes each row of the ANOVA summary table. In this study,
there are four rows. The row labeled with one of the independent variables (marketing goals)
corresponds to the between-groups estimate of variance for the main effect of those dependent
variables as do the rows labeled with the other independent variables and types of company. This
corresponds to the between-groups estimate of variance for the main effect of independent
variables. The row labeled with both independent variables is separated by an *,. “Marketing goals,
and * types of company”. These correspond to the between-groups estimate of variance of the
interaction effect of the two independent variables on the dependent variable. The row labeled
Error corresponds to the within-groups estimate of variance. The Sum of squares column gives the
sum of squares for each of the estimates of variance. The sum of squares corresponds to the
numerator of the variance ratio. The third column gives the degrees of freedom for each estimate
of variance. The degree of freedom for the between-groups estimate of variance is given by the
number of levels of the independent variable - 1. In this study there are five levels of the marketing
goals independent variable, so there are 5 - 1 = 4 degrees of freedom for the between-groups
estimate of variance for the main effect of marketing goals on performance. There are two levels
to the types of company variable, so there are 2 - 1 = 1 degrees of freedom for the between-groups
estimate of variance for the main effect of types of company. The interaction degree of freedom is
given by the product of the main effect degrees of freedom. Thus the interaction effect has 1 X 4
= 4 degrees of freedom associated with its between-groups estimate of variance. The degrees of
freedom for the within-groups estimate of variance is calculated by subtracting one from the
number of people in each condition / category and summing across the conditions / categories. The
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final row gives the (corrected) total degree of freedom which is given by the total number of scores
- 1.
Hypothesis Two: The Company’s structure and strategy adopted by multinational companies does
not yield better performance than that adopted by indigenous companies.
Table 5: Mean and Standard Deviation on Company’s Structures Adopted and Performances
attained by Multinational and Indigenous Companies
Frequency
The company’s structure
adopted by multinational
companies
The company’s structure
adopted by indigenous
companies
Multinational companies’
performance
Indigenous companies’
Performance

Mean

Standard Deviation

213

68.40

1.18

324

42.64

1.22

213

68.20

0.22

324

26.12

0.96

Source: Field Survey, 2007/2008
4.4.1 Test of Hypothesis 2
Table 5 above shows the difference between the means of companies’ structures and resultant
performances of multinational and indigenous companies. Multinational companies, with a mean
of 68.40 and a standard deviation of 1.18 had a better structure than indigenous ones with a mean
of 42.64 and a standard deviation of 1.22. Equally, the performances of the two indicated that
multinational companies with a mean of 68.20 and a standard deviation of 0.22 performed better
than the indigenous ones that had a mean of 26.12 and a standard deviation of 0.96. Was the
difference significant or was it as a result of sampling error? The answer is presented in Table 6
below.
Table 6: Summary of Analysis Of Variance On Company’s Structure Adopted and
Performance Achieved by Multinational Companies and Indigenous Companies
Source
Corrected Model
Intercept
Marketing goals
Company Types
Marketing Goals *
Company Types
Error
Total
Corrected Total

Type III Sum of
Squares
284.808
1787.508
19.015
22.767

df

Mean Square

F

Sig.

9
1
1
4

31.645
1787.508
4.754
5.692

34.515
1949.598
5.230*
6.208

.000
.000
.000
.000

16.386

4

4.097

4.468

.001

483.185
6748.000
767.993

527
537
536

.917

a R Squared = .371 (Adjusted R Squared = .360)
*Significant at 0.05 two tailed test

Source: Researcher’s Analysis of Field Survey, 2007/2008
Table 6 above shows that the company’s structure adopted by multinational and indigenous
companies culminated into significant difference in their level of performance at f (4, 537) =6.208,
at 0.05 significant level. The fact that these two organizations are significantly different in
operation equally contributed to significant difference in performance at f (1, 537) = 5.230, at 0.05
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significant level. In testing the second hypothesis which combined the two variables together, the
company’s structure adopted by multinational companies yielded better performance than that of
indigenous companies. The findings indicated that there was a significant difference in
performance at f (4, 537) = 4.468, at 0.05 significant level. This implied that the second hypothesis
was rejected and alternative hypothesis retained which meant that the company’s structure adopted
by multinational companies yielded better performance than that of indigenous companies. Ferrel
and Pride (2002), Kerin, Hartley, and Rudelins (2004), Baker (2005), and Doole and Lowe (2006)
were quoted to have expressed this view in the background of study.
5.0: Conclusion from the Findings:
The evidence from the findings suggested that multinational and indigenous food and beverage
companies had comparative advantages in adopting different types of organizational structures and
strategies in order to achieve marketing goals and continual optimal performance. There were 171
indigenous food and beverage companies registered with Manufacturers’ Association of Nigeria
(2006) while there were 45 multinational companies registered with the same body. Also
respondents in indigenous companies accounted for 324 (60.3%) against 213 (39.7%) respondents
in multinational companies. This showed that respondents in indigenous companies were 34.2%
over that of multinational companies. However, specific conclusions from this study are: (i)
Marketing goals were better achieved as a result of synergic organizational structures and diverse
strategies adopted by multi-national than marketing goals achieved by indigenous companies with
their family domesticated organizational structures and strategies in Nigeria, and (ii) the
organizational structures adopted by multinational companies yielded better performance than
those of indigenous companies. The work of Gibson, Ivancevich, Donnelly and Konopaske (2003)
corroborated the above findings that for an efficient organizational structure, a synergistic
approach could be employed. Gibson, Ivancevich, Donnelly and Konopaske (2003) talked of
synergy as the relationships between all the parts of an organization, reflecting the concept that the
whole is greater than the sum of its parts. From this, departments and units in a business are more
productive when they work together than when they operate independently. Also, Rugman, and
Verbeke (2006) revealed the argument of this particular study by saying that multinational
enterprises have sophisticated global structures that form the basis of their organizing strategies.
The strategy sets out the plan of action, but the structure is critical in ensuring that the desired
goals are met efficiently. Price (2007, pg. 3-7 ), in his study on organizational structure as a tool
for effective performance, classified organizational structure into (i) functional organizations
which he claimed has the advantage of being simple to understand with clear lines of command,
specified tasks, and responsibilities, (ii) divisional organizations as being split into self- contained
units, able to react to environmental changes as quickly as small companies, (iii) matrix forms of
management as an early form of “network” structure that focuses on project teams, bringing skilled
individuals together from different parts of the organizationmaking individuals responsible, both
to their line manager and the project manager involved, (iv) federations’ form of organizational
structure are said to be a loosely connected arrangement of business with a single holding company
or separate firms in alliance, and (v) networks and networking form of organizational structure are
employed in a fashion analogous to that being used in computing.
5.1: Recommendations/Implications:
(i) Since all organizations face an external business environment that constantly changes, Onah
(2000, p.4), the types of organizational structures adopted will aid the decision-making process
and hence will determine strategies that will be put in place for capturing as much of the market
as is possible.
(ii). Operators of indigenous food and beverage companies have to learn and adopt better and
more viable types of organizational structures and strategies that will support their operational
activities and strategies.
(iii) With these structures and strategies in place, there is a need for operators of indigenous
companies to appreciate the importance of customers as ‘Kings’ to be satisfied (Kotler, 2006).
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(iv) Of great importance are the structure, strategies, performance and fit. In fact, the performance
variables were more revealing and required additional efforts from participants in indigenous
companies.
(v) Operators of indigenous food and beverage companies need to place their companies on
Nigerian Stock Exchange for them to acquire more funds and other resource opportunities that
abound in order to promote their businesses.
(v) The contribution of this work to knowledge is a tripod analysis from conceptual contribution
to literature, to specific structural and operational strategies of multi-national and indigenous
companies in order not only to perform, but to achieve marketing goals.
This study in its embodiment as scientific enquiry can be seen as contributing immensely to the
field of marketing by employing the knowledge of management to substantiate its stand, thus
aiding the operators of food and beverage companies, federal and state governments, academia,
and marketing consultants in Nigeria in the following ways:
(a) The work succeeded in operationalizing the descriptive participants in food and beverage
industry all over Nigeria, as consisting of the multi-national and indigenous companies in every
region of the country.
(b) The research has also provided an empirical database in the operations of multi-national and
indigenous food and beverage companies in Nigeria; on which bases academics, governments,
marketing and management consultants could build further research
(c) The study also gave insightful information concerning indigenous food and beverage
companies in Nigeria as most of them trade the business rather than market it. The models
employed in this research can further be utilized to develop into useful theories to assist the
development and growth of indigenous food and beverage companies in terms of evolving
scientific structures and strategies. Therefore, this study calls for urgent government policy
intervention, academics’ attention, and marketing and management consultants’ interest to lift the
stage of Nigerian indigenous food and beverage companies above infancy.
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Sniping as a Rational Strategy
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ABSTRACT
Sniping is defined as a commonly observed bidding behavior on Internet auctions with hard
deadlines such as EBay: bidders tend to bid aggressively in the last minute of the auction, often
revising their best bid. This behavior runs contrary to established wisdom in literature on sealed
bid second-price auctions or Vickrey auction. This behavior which is apparently not in one’s selfinterest has baffled economists. In this article, we take a new approach in order to understand this
behavior by introducing a bidder who habitually starts with a conservative bid and under challenge,
revises his bids to the true intended value with idea to snipe late in the bidding process. We study
a simple two-bidder problem and show that there are circumstances where sniping will become
the dominant strategy for a rational bidder regardless of how the rival bidder behaves.
Introduction
Internet commerce has been on the rise since the opening of the Internet to the general public and
Internet auctions have become a popular vehicle to match buyers with sellers to achieve efficient1
transactions. Of all the different platforms of Internet auction, EBay is by far the most popular
and has possibly the highest volume of auction transactions (in total number) per annum. EBay
generally follows the sealed bid second price auction form, also known as Vickrey auction, where
bidders can bid their highest value and the auction-engine of the platform increments the sale price
to the highest bid of the second highest bidder, without revealing the maximum bid of the first
highest bidder. The auction has a hard deadline and the highest bidder past the deadline pays the
price that equals the maximum bid of the second highest bidder in the bidding history of the object.
The standard literature on auction anticipates that the rational bidder will submit their best bid as
a dominant strategy and will wait upon the final outcome without further revision of their bids.
However, it is now well known that bidding behavior on EBay overwhelmingly deviates from this
expected pattern; instead, bidders hold their bids till the last minute when there is a flurry of bids
and many bidders revise their maximum bids at least once before the auction ends. One time entry
of the maximum bid is very convenient, yet bidders follow the more costly route of watching the
progress of bidding process at the auction, sometimes at wee hours, ready to pounce in as firsttimer in that auction, or with a higher maximum bid. This anomalous pattern of bidding behavior
has received much attention in the auction literature with various attempts to understand such
behavior. In this article, we take a novel route in that we assume that some bidders may not know
their personal true value of an object unless they are under duress with the prospect of losing their
bid. Because of this feeling, they are likely to revise their bids when forced into a spirited bidding
competition. Possibly we might infer that these bidders are unwilling to undertake thee additional
search cost involved in discovering their own personal true value of the object in auction, but this
search process is forced upon them when they face competitive bidding.
The literature on late bidding on Internet portals has grown quite fast; most notable are the works
of Roth (2002, 2006) and Bajari and Hortaçsu (2003). The work of Bajari and Hortaçsu (2003)
1 By efficiency the author means the matching of the object with the bidder who values it the
most; this concept is common in economics literature.
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was among the earliest papers to present a detailed empirical study of EBay auctions. In this article,
they report that a majority of the bids at EBay auctions are submitted after more than 90% of the
auction time had elapsed. In their work, Roth et al included empirical and theoretical study of latebidding, or sniping as it is commonly known. This paper differs from their work in our assumption
that bidders are likely to revise their valuation of an object as they progress in the auction and
particularly when facing the threat of losing their bid. These bidders are usually unable to
determine their revised value before reaching a critical point in the auction. Unlike Bajari and
Hortaçsu (2003), it is demonstrated here that bidding late under some conditions could be a
dominant strategy even for bidders who know the accurate private value of the object at the outset.
Winter (2008) studied bidding practices on EBay and found some correlation of bidding pattern
between experts and collectors; in addition, this article reported positive evidence of bid revision
(multiple bids) and suggested that it might contribute to sniping. Our research offers an explanation
for one of their surprise findings that experts tend to bid more often. Friesner, Bozman and
McPherson (2008) in their empirical study, find evidence that bidders are more likely to snipe
when there is higher uncertainty about the value of the object, or when the auction seems high-risk
with many bidders following incremental bidding strategy. Our research offers explanations for
some parts of their findings.
Model
We model the auction with two bidders. The bidders can be of two types: those who KNOW their
true private valuation of the object at the outset and those who start the bid with a conservative
estimate of the object’s value when their personal true value is actually higher; these bidders will
revise their estimate to the true value when under duress. We refer to these bidders as interim value
(IV) bidders and those who know their personal true full value at the beginning as full value (FV)
bidders. Our paper is different from all other papers in the literature in this particular modification
where we model IV bidders as somewhat bounded rational players, at least in a temporary way.
We, however, do not investigate why they have a hazy understanding of their personal value of
the object. It is possible that these bidders are deal seekers who start with a very optimistic
expectation of winning the auction with a fantastically low bid, but later become more aware in
the competitive bidding and become realistic and hence rational. It is also possible that these
bidders are not sure if the object is good enough, or is of the quality that they desire, but when
other bidders outbid them, they feel reassured about its value and are encouraged to come up with
a rational bidding strategy. Bajari and Hortacsu (2003) did report similar perceptions especially
in noting how the objects could have blemishes about which bidders may not have prior to the
opening of the bidding. In addition, it is well known to economists that even though Vickrey
auctions are efficient in allocating the object to the bidder of highest valuation, it is not an auction
form that is widely followed, primarily because bidders are very reluctant of submitting their true
valuation of the object being auctioned. It is this reasonable to model bidders with such bidding
behavior and hence the inclusion of IV in our analysis.
We assume that both the bidders arrive before the last minute, which we nominally label as t1 . The
IV-bidder is hard-wired to bid whenever he arrives at the auction and starts with an interim bid. If
contested by a rival bidder, an IV-bidder will revise his valuation to its true value with probability
of 1.0 and submit his bid in the last minute; if not contested till the last minute, he will stay with
his original maximum bid which is strictly lower than his true value that remains undiscovered. In
this model, we assume that if there is a last minute bid past t1 , an IV-bidder will not be able to
revise his bid to revise his best bid; we model that a time resource is required for the discovery
process. An FV-bidder is the rational bidder in this research setting and can (i) choose to submit
his bid (equal to his true value) right away, (ii) choose to imitate the behavior of an IV-bidder, or
(iii) choose to bid his true value in the last minute. An FV-bidder that initially chooses to imitate
an IV-bidder will always submit his true value in the last minute of the auction. The interim value
bidder (IV) generally believes all bidders are like him while the FV-bidder recognizes that there
are bidders who have a low estimate of their valuation, which they may revise upwards if alerted
about the possibility of a contest for the object. Knowledge of the probability of interim value that
can increase if challenged by frequent counter bidding might incline an FV bidder to avoid getting
into early bidding. However, this might not be the only reason why a rational bidder will bid in the
last minute. Since the auction has a deadline and the two bidders might sprint in the last minute to
be the first to cross the deadline. When a second bidder comes in (with a bid already in place from
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the first bidder of the auction) an IV-type would engage in interim bidding till one of the two
bidders is beaten.
Following Roth et el (2006), we assume that in the last minute the probability of a bid getting
through is q, (0 < q < 1), and is independent of whether any other bid is also submitted in the
same time. If two bids are submitted in the last minute, the probability that both get through is q2 .
Each bidder’s personal value of the object is private information, and is an independent and
identically distributed random variable with a commonly known cumulative distributive
function, G(x): x ∈ (x, x). In case of bidders who follow IV strategy, the cumulative distribution
function of interim bids is given by: F(y) ∈ (y, y ), where y = α x; α is a random variable such
that its support is give as follows, α ∈ (0 , 1) . For analysis, however, we will take α as a constant
number since randomness has no special role in our results. Clearly, for the same x, F(x) > G(x),
which implies that the interim bids are always lower than the true value of the object to the bidder.
Nature chooses the bidder’s type and assigns the signal to the bidder. The rational bidders
immediately recognize their true values, but the conservative bidders interpret nature’s signal
conservatively and assume a low initial value, yI , that it can revise upwards to the true value when
under duress with the prospect of losing the object in the auction. Every y in interim value maps
to a unique true value x in the support of G(x). In our model, we assume there is no cost to bidding
as has been common in this literature. We note a few notational usages here to make the analysis
portable.
𝑉 ≡ expected value of the losing bid of an FV-bidder given that the bid was lower than the
winning bid of an FV-bidder
𝑉 ≡ expected value of the losing bid of an IV-bidder given that the bid was lower than the
winning bid of an FV-bidder.
We assume all participating bidders arrive before the last minute; IV bidder bid upon arrival but
FV bidders are flexible as described earlier.

Analysis and Results
In our analysis, we will consider two bidders. In principle, both the bidders can be an FV type;
that is to say, that they both would bid their final value without any intention of revision when
outbid, or at least one of the bidders can be IV type meaning he follows the strategy of bidding an
interim maximum price that will be revised upwards in case he is overbid by the other bidder.
Proposition 1: When it is common knowledge that the first bidder is always an IV-bidder then
for an FV-bidder it is dominant strategy to bid in the last minute.
Proof
We consider the different bidding strategies of the FV-bidder who may bid (i) full value upon
arrival, (ii) interim value (lower than its full value) upon arrival with an intent to bid full value in
the last minute, or (iii) bid his personal true value in the last minute.
(i) Full-value bid. This will result in either falling below the interim bid of the IV-bidder, and
the FV-bidder would lose the bid. Else, IV-bidder might be outbid and this would force this IVbidder to explore his true value. In our model, we assume that an IV-bidder will always bid his
true value in the last minute; FV-bidder will not bid since he has already bid his best value. So, if
the FV-bidder wins, his expected surplus is…
1𝐼𝑉
𝐸(𝜋2𝐹𝑉
) = 𝑞𝐺(𝑥)(𝑥 − 𝑉).
(ii) Interim-bid. In this case, if FV-bidder is to win, he will have caused IV-bidder to discover his true value
and both the bidders submitted their personal true values in the last minute.
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1𝐼𝑉
𝐸(𝜋2𝐹𝑉𝐼
) = 𝑞2 𝐺(𝑥)(𝑥 − 𝑉) + (1 − 𝑞)𝑞𝐹(𝑥)(𝑥 − 𝑉).

(iii) Last minute bid. In this case the IV-bidder doesn’t submit a revised bid, and so the
FV-bidder is the only bidder submitting his bid in the last minute. Its expected payoff is,
1𝐼𝑉
𝐸(𝜋2𝐹𝑉𝐿
) = 𝑞𝐹(𝑥)(𝑥 − 𝑉)

Clearly, payoff to FV-bidder is highest when it bids in the last minute.
QED
Proposition 2: Against a first bidder of FV-type, it is optimal for the second FV-bidder to bid
true value before the onset of the last minute.
Proof:
If the first bidder is an FV-bidder, he could have either placed an interim bid or might have placed
his true value bid. In case of true value bid, it is dominant strategy for the second FV-bidder to bid
true value before the last minute. This is because in the last minute, there is no additional surplus
in expectation but the chance of successful bid transmission is less than 1.0 and hence the expected
surplus from last minute bidding is strictly lower than bidding full value right away.
In case of an interim bid, it is also dominant strategy to bid full value bid before last minute. This
is because the payoff from bidding right away is
1𝐹𝑉
𝐸(𝜋2𝐹𝑉
) = 𝑞𝐺(𝑥)(𝑥 − 𝑉) + (1 − 𝑞)𝐺(𝑥)(𝑥 − 𝑉)

The payoff from last minute bidding is:
1𝐹𝑉
𝐸(𝜋2𝐹𝑉𝐿
) = 𝑞2 𝐺(𝑥)(𝑥 − 𝑉) + (1 − 𝑞)𝑞𝐺(𝑥)(𝑥 − 𝑉).

Clearly the first payoff is strictly higher than the latter. Hence it is dominant strategy to bid true
value upon arrival if it is known that the first bidder is an FV-type.
QED
So against an FV-bidder who has placed a bid, it is dominant strategy for an FV-bidder coming as
the second bidder to place a full value bid before the last minute. As we can see an FV-bidder
prefers last minute bidding when facing an IV-bidder and bidding true value upon arrival if facing
an FV-bidder. Hence, if we assume that nature chooses a bidder type such that with probability 𝜃
the bidder is IV-type and probability (1 − 𝜃) the bidder is FV-type then the there is some threshold
value of 𝜃 ∗ such that for 𝜃 > 𝜃 ∗ , an FV-bidder will always bid in the last minute, else always bid
true value upon arrival.
Proposition 3 There is a Bayesian equilibrium where an FV-bidder of private valuation x will bid
in the last minute for all 𝜃 > 𝜃 ∗ , elsethis FV-bidder will bid his true value upon arrival before the
last minute; 𝜃 ∗ is a function of q and x and the probability distribution of x. Specifically,
𝜃∗ =

(1 − 𝑞2 )𝐺(𝑥)(𝑥 − 𝑉) − (1 − 𝑞)𝑞(𝑥 − 𝑏)
𝑞𝐹(𝑥)(𝑥 − 𝑉) + (1 − 𝑞 − 𝑞2 )𝐺(𝑥)(𝑥 − 𝑉) − 𝑞(1 − 𝑞)(𝐺(𝑥)(𝑥 − 𝑉) + (𝑥 − 𝑏)

It is easy to calculate θ∗ for the given parameters of the game. The above proposition is the same
as one of the results in Roth et al. (2006) except that we make explicit the cutoff value for θ∗ as a
function of bidder valuation, and use a different model with the IV-bidder type. In this sense our
result is a further generalization of their result. However, our main result is the following
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proposition where we show that, regardless of θ∗ , there are conditions when an FV-bidder will bid
in the last minute.
Proposition 4: For an FV-bidder with private valuation x, it is a dominant strategy to bid in the
last minute regardless of the proportion of bidder types, provided the probability of transmission
𝐺(𝑥)(𝑥−𝑉)

of the last minute bid exceeds a threshold value, specifically if 𝑞 > (𝑥−𝑏)−𝐺(𝑥)(𝑥−𝑉).
Proof: We have seen that the second bidder of FV-type would bid in the last minute when the
first bidder is an IV-type and bid true value upon arrival when the first bidder is an FV-type. In
this section all we need is to establish the condition when an FV-bidder arriving first would defer
and bid in the last minute. An IV-bidder would have already placed his bid before the last
minute, so the only other bidder type who might simultaneously bid in the last minute would be
another FV-type bidder. In case both FV-bidders in this two-bidder auction problem decided to
submit bid in the last minute their expected payoff is:
𝐹𝑉,𝐿
𝐸(𝜋(1,2)
) = 𝑞2 𝐺(𝑥)(𝑥 − 𝑉) + (1 − 𝑞)𝑞(𝑥 − 𝑏) where b is the starting bid.

Their expected payoff from the alternative of bidding true value immediately upon arrival is,
𝐹𝑉
𝐸(𝜋(1,2)
) = 𝐺(𝑥)(𝑥 − 𝑉)

If both the bidders choose to bid in the last minute, then it must be true that
𝐹𝑉,𝐿
𝐹𝑉
𝐸(𝜋(1,2)
) > 𝐸(𝜋(1,2)
)

By substituting the values of the expected payoffs and simplifying, we find the requirement
reduces to,
𝐺(𝑥)(𝑥−𝑉)

𝑞 > (𝑥−𝑏)−𝐺(𝑥)(𝑥−𝑉) =𝑞

QED
Corollary 1: As the reservation price if an FV-bidder decreases, he is less likely to bid in the
last minute of the auction.
𝐺(𝑥)(𝑥−𝑉)

It is clear that 𝑞 = (𝑥−𝑏)−𝐺(𝑥)(𝑥−𝑉) < 1. Taking the first derivative of the right hand side
expression with respect to 𝑥 we obtain 𝑞 ′ =

𝑔(𝑥)(𝑥−𝑉)+𝐺(𝑥)(𝑉−𝑏)
((𝑥−𝑏)−𝐺(𝑥)(𝑥−𝑉))2

> 0 , which clearly shows that

as the reservation price of the FV-bidder increases it would require a greater probability of bid
transmission success to induce him to bid in the last minute. In short, when high value bidders
arrive at auctions, they will have less patience with bid congestion and will have a greater
likelihood of placing their true valuation bid right away. Such bidding behavior has actually been
observed on EBay auctions when a bidder would bid a high value suddenly.
Discussion and Future Research
We have shown that under right conditions last minute bidding or sniping is a
dominant strategy even for a rational bidder regardless of whether rival bidders are hard-wired
incremental bidders or rational bidders. This is significant from extant literature where sniping is
rationalized as Bayesian equilibrium. In addition, we show that the propensity to snipe decreases
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as the reservation price increases. Both these findings are new as far as we know and do indeed
make a significant contribution to the literature. Our results are generalized as we used a very
general distribution of private values. Our main innovation is that we include the practice of bid
revision as a phenomenon of value discovery under duress. Internet auction, unlike traditional
auctions, has brought the auction market home, and participating in an auction has become free
in terms of time and effort investment. Consequently, many bidders participate with a fleeting
notion about its value of the object to them, or how much they would be willing to pay for this
object in an auction. However, when they face competition near the end of the auction and fear
losing the object to some last minute bidder they revise their bids upwards or have a readiness to
revise their bids. This small behavioral action can account for much of the anomalous behavior
we observe at these auctions. This has been shown by this research.
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ABSTRACT
In the UAE, despite the presence and growing array of arts and culture activities and events
experienced by her richly diverse populace, along with the wide variety of media available, there
are no detailed and published documentation of public arts participation via live attendance, in
general, and, specifically, via the use of the Internet and other media. Focusing on the Capital
City of Abu Dhabi, this survey research begins to address the extent to which UAE citizens
indulge in cultural offerings in the performing arts (music, dance, drama), the visual arts, and in
reading literature through the Internet and other mobile and portable devices.

Introduction
Commercial and personal use of the Internet and other portable devices in various forms
continue to grow in most markets around the world. In the UAE, for example, market research
reveals the convergence use of print and digital media for reading the news as 19.6% (11.5%
print and Internet equally; 7.4% use of Internet more than print; and 0.7% use of Internet only)
(Arab Media Outlook, 2012). The same research reports a relatively healthy number of UAE
citizens indulge in alternative media other than print for news (tablets 8.5%, Twitter 8.8%, blogs
11.85, Mobile news alerts 16.6%, Emails 20.8% and Websites 33.5%).
Moreover, UAE citizens are increasingly spending more time online. In 2009, for example, an
average of 2.1 hours was spent online compared to 2.3 hours in 2012. 32.0% of the population in
2009 compared to 46.5% in 2012 spent 2-5 hours online. Similarly, online activities of UAE
citizens continue to grow. Arab Media Outlook (2012, p.171) not only reports steady increase
between 2009 and 2012 in such activities as social networking, getting information, watching
videos/TV programs, chatting, online gaming, downloading music/videos, etc., VOIP calls, and
listening to radio, but also in the increase in frequency of visiting social network sites.
Ownership of media devices is considerable, including the 73% ownership of a smartphone with
77% downloading applications; 23% download applications at least once a week.
Thus, the present study (focusing on the recent twelve months, 2011) reports on UAE citizens’
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interest, frequency, and recency of use of the Internet and other mobile and portable devices to
obtain information, watch, listen to or download live or recorded music, theatre or dance
performances; view visual art, such as paintings, sculpture, or photography; as well as reading
literature.
Methodology
The 650 Abu Dhabi male and female adults represented in this survey were randomly selected
(using a Kish Grid) and interviewed by Pan Arab Research Centre (PARC), a major marketing and
media research firm with over thirty years of experience in the region. The sample is representative
of the city’s population of UAE Nationals, Arab expatriate mix, the Asian expatriate mix and the
Western expat community. The survey was conducted within legal households that excluded
provisional housing, labour camps, and collective housing. Within the households, only family
members and resident relatives (excluding lodgers, domestics or house-helpers) were interviewed.
Accordingly, the four major ethnic groups were equally split by gender and “structured by age
groups within each gender in accordance with population pyramid profiles as available in the
Y2005 population census.”
Details of sampling and data collection considerations are provided in the following Figure 1 and
Figure 2 summarizes the statistically projected composition of the Abu Dhabi population for basis
of the eventual analyses and discussion.
Figure 1: Sampling
Margin of
Error at the
Confidence
Interval 95%

Ethnic Group

Males

Females

Total
Sample

UAE Nationals

100

100

200

+ or – 7%

Arab Expats

100

100

200

+ or – 7%

Asian Expats

100

100

200

+ or – 7%

Western Expats

25

25

50

Total

325

325

650

Margin of Error at the
Confidence Interval
95%

+ or – 5.5%

+ or – 5.5%

+ or – 4%

Figure 2: Demographic Profile of Study

GENDER
MALE
FEMALE
AGE (years)
18-24
25-34
35-44
45+

Thousands
1,687.9

Percent
100%

928.3
759.5

55.0%
45.0%

281.9
663.4
518.1
224.5

16.7%
39.3%
30.7%
13.3%
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ETHNIC GROUP
UAE national
Arab Expats
Non-Arab Expats
DURATION IN AND AROUND
ABU DHABI CITY (years)
1-3
3-5
5-9
10+
MARITAL STATUS
Single
Married with children
Married without children
Others
OCCUPATION
Govt. Public Sector
Private / Semiprivate/Selfemployed
Not doing anything and
others
EDUCATION
College+
No College
HOUSEHOLD MONTHLY
INCOME (UAE Dirhams)
(3.67 UAE Dirhams = 1.00 $US)
Up to 5,000
5,001-10,000
10,001-20,000
20,001-50,000
More than 50,000 &
Refused to mention
Don’t Know
NUMBER OF CHILDREN IN
HOUSEHOLD
None
1-2
3-4
5-6
More than 6
Incidence of school-age children
visiting museums/art galleries in
last 12 months
FATHER'S EDUCATION
College+
No College
MOTHER'S EDUCATION
College+
No College

371.4
506.2
810.3

22.0%
30.0%
48.0%

139.3
146.0
252.8
1149.8

8.3%
8.7%
15.0%
68.1%

406.0
1184.0
92.1
5.8

24.1%
70.1%
5.5%
0.34%

290.8

17.2%

671.6

39.8%

725.4

43.0%

1270.8
417.0

75.3%
24.7%

62.1
143.2
154.5
154.4

3.7%
8.5%
9.2%
9.1%

765.4

45.3%

394.0

23.3%

639.2
711.4
266.6
53.0
17.6

37.9%
42.2%
15.8%
3.1%
1.0%

491.0

29.1%

576.1
1111.8

34.1%
65.9%

415.4
1272.5

24.6%
75.4%

Findings and Discussion
Not surprisingly, considering the market research results highlighted above in the introduction,
majority 53.3% of the varied Abu Dhabi citizenry expressed interest in obtaining music, dance and
other arts performances from the Internet and 20% are not interested. In Figure 4 below, a majority,
about 60% of those interested in using the Internet and other media for “participating in the arts”
use it for watching, listening to, or downloading live or recorded music, theatre or dance
performances, compared to 16.6% who use them for creating or posting their own works of art.
An almost equal number of people 35.8% and 35.1% respectively use the Internet and other media

40
for viewing the visual arts and obtaining information about the arts in general. Obviously, people
do not find online viewing experience of the visual arts of painting or photography and the “three
dimensional” nature of sculptures as rewarding. Similarly the “creation of art” via the Internet and
other portable mobile media (with a resounding 83.4% of people with a negative response) is still
perhaps the purview of the professional artist or commerce.
Figure 3: Interest in Internet and Other Media to Obtain Music,
Dance and Other Arts Performance
Thousands
898.8
113.9
332.2
343.0

Most Interest
Neutral
Least Interested
Not Interested

Percentage
53.3%
6.7%
19.7%
20.3%

Figure 4: Incidence of Using Internet or Mobile Portable Devices to Participate in the
Following Activities in the last 12 months
Thousands

Percentage

Yes

No

Yes

No

Watch, listen to, or download
live or recorded music,
theater or dance performances

942.8

745.0

55.9%

44.1%

View visual art, such as
paintings, sculpture, or
photography

603.6

1084.3

35.8%

64.2%

Obtain information about
music, theater, or dance
performances, or art exhibits,
including purchasing tickets

591.7

1096.1

35.1%

64.9%

Create or post your own art
including design, music,
photography, films, video, or
creative writing

280.8

1407.1

16.6%

83.4%

In each category (Figure 5 below) of usage of the Internet and other mobile portable devices for
“participating in the arts, majority of the people have done so within the recent 30 days: 72.6%
(watch, listen to, or download live or recorded music, theater or dance performances); 69.5%
(viewed visual art, such as paintings, sculpture, or photography); 61.0% (obtained information
about music, theater, or dance performances, or art exhibits, including purchasing tickets) and
74.7% (created or posted their own art including design, music, photography, films, video, or
creative writing). Apparently the relatively small percentage of the population that are engaged in
participating in the arts via the Internet and other media do so regularly, as only a small fraction
of them 2.0%, 4.1%, 5.6%, 3.7% respectively so before 6 months of the study.
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Figure 5: Last Time Using Internet or Mobile Portable Devices to Participate
in the Following Activities in the last 12 months*
Activity

Base

Past 30
Days

Past 3 to
6 Months

Before
6 months

Not
Known

Watch, listen to, or
download live or
recorded music, theater
or dance performances

55.9%

72.6%

22.2%

2.0%

3.1%

View visual art, such as
paintings, sculpture, or
photography

35.8%

69.5%

23.1%

4.1%

3.4%

Obtain information
about music, theater, or
dance performances, or
art exhibits, including
purchasing tickets

35.1%

61.0%

31.5%

5.6%

1.8%

Create or post your own
art including design,
music, photography,
films, video, or creative
writing

16.6%

74.7%

21.6%

3.7%

0.0%

* The Last Time Use is the Share of the Base %

Demographically, this study evaluated twelve characteristics of UAE citizens regarding the three
preceding issues of interest, incidence and nature of usage, as well as the recency of usage of the
Internet and other media in “participating in the arts”.
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Figure 6: Interest in Internet and Other Media to Obtain Music, Dance
and Other Arts Performance
Gender
Male
Female
Age (years)
18-24
25-34
35-44
45+
Duration in and
Around
Abu Dhabi City
(years)
1-3
3-5
5-9
10+

Most
Interested

Neutral

Least
Interested

Not
Interested

56.2%
43.8%

62.3%
37.7%

54.3%
45.7%

50.0%
50.0%

24.7%
43.8%
24.2%
7.3%

10.4%
49.7%
29.5%
10.4%

7.1%
38.1%
40.6%
14.1%

7.2%
25.2%
38.4%
29.2%

9.6%
9.3%
17.8%
63.4%

11.5%
9.3%
10.0%
69.2%

5.9%
11.0%
14.5%
68.6%

6.0%
4.5%
9.8%
79.8%

34.5%
59.0%

15.1%
79.5%

11.1%
83.1%

12.3%
83.7%

6.4%

5.4%

5.1%

3.5%

0.16%

-

0.75%

0.54%

17.0%

20.4%

20.8%

13.3%

39.8%

51.6%

39.3%

36.2%

43.2%

28.0%

39.8%

50.5%

78.8%
21.2%

86.5%
13.5%

70.6%
29.4%

67.0%
33.0%

4.2%
8.2%
9.4%
10.8%

7.8%
11.9%
7.9%

5.8%
7.1%
9.3%
5.2%

1.5%
10.8%
7.3%
9.1%

45.8%

53.4%

50.0%

37.0%

21.2%

17.8%

22.0%

32.1%

42.3%
38.8%
15.3%
2.8%
0.76%

26.1%
53.3%
13.3%
7.3%
-

27.0%
51.4%
19.1%
1.7%
0.71%

40.6%
38.2%
14.7%
3.9%
2.5%

Marital Status
Single
Married with
children
Married without
children
Others
Occupation
Govt. Public
Sector
Private/Semi
Private /
Self Employed
Not Doing
Anything
and Others
Education
College+
No College
Monthly Household
Income (UAE Dirhams)
Up to 5,000
5,001-10,000
10,001-20,000
20,001-50,000
More than 50,000
& Refused to
Mention
Don’t Know
Number of Children
in Household
None
1-2
3-4
5-6
More than 6

Figure 6: Interest in Internet and Other Media to Obtain Music,
Dance and Other Arts Performance (continued)
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Incidence of Schoolage children visiting
museums/art galleries
in last 12 months
Father’s Education
College+
No College
Mother’s Education
College+
No College

Most
Interested

Neutral

Least
Interested

Not
Interested

27.4%

38.4%

35.7%

24.1%

42.1%
57.9%

36.1%
63.9%

27.9%
72.1%

18.8%
81.2%

29.9%
70.1%

28.5%
71.5%

22.1%
77.9%

11.9%
88.1%

Preliminary results in Figure 6 above reveal the following regarding interest in using the Internet
and other media devices to obtain music, dance, and other arts performances: male (56.2%) more
than female (43.8%) are more interested; the 25-34-year-olds (43.8%) are most interested than all
other age groups, the least interested being the 45+ age group (7.3%). In terms of ethnicity, nonArab Expats (50.4%), over Arab Expats (29.9%), and UAE Nationals (19.7%) expressed more
interest. Those who have lived in and around the City of Abu Dhabi the longest, ten years or more
(63.4%) expressed more interest in using the Internet and other media than those with 1-3 year’s
duration of stay (9.6%); however, those that have lived longest also expressed the highest
proportion of those not interested; those married with children (59%) more than singles (34.6%)
and married without children (6.4%); those who are privately/semi privately/self-employed
(39.8%) more than government employers (17%) and those doing nothing (43.2%); a great number
of citizens who are college educated (78.8%) expressed more interest in using the Internet and
other portable media for arts participation than the non-college educated. (21.2%); the higher the
income level, the higher the their expression of interest; the less number of children in household,
the more interest; finally, parents’ education (particularly in instances where both father and
mother are not college educated) of Abu Dhabi citizens seem to influence their interest in the use
of the Internet and other media to “participate” in the arts.
Demographically, preliminary results (Figure 7 below) of the incidence of using the Internet or
other mobile portable devices to watch, listen to, or download live or recorded music, theater or
dance performances; view visual art, such as paintings, sculpture, or photography; obtain
information about music, theater, or dance performances, or art exhibits, including purchasing
tickets; and create or post personal art including design, music, photography, films, video, or
creative writing, is quite revealing. The results essentially replicates, in varying degrees, in most
of the twelve demographic groups, the results of the citizens’ interest in using the Internet above
in Figure 8, across all four activities. For example, the males favor the female; duration of stay in
and around Abu Dhabi, income, ethnicity, etc.

Figure 7a: Incidence of Using Internet or Mobile Portable Devices to Participate in the
Following Activities in the Last 12 Months

Gender
Male
Female
Age (years)

Watch, listen to,
or download live
or recorded
music, theater or
dance
performances

View visual art,
such as
paintings,
sculpture, or
photography

56.1%
43.9%

51.0%
49.0%

Obtain
information
about music,
theater, or
dance
performances,
or art exhibits,
including
purchasing
tickets

58.0%
42.0%

Create or post
your own art
including design,
music,
photography,
films, video, or
creative writing

63.1%
36.9%
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18-24
25-34
35-44
45+

23.6%
43.9%
24.5%
8.0%

20.6%
44.0%
26.9%
8.5%

18.6%
47.0%
27.4%
7.0%

29.7%
43.8%
19.6%
6.9%

23.2%
32.0%

22.3%
32.3%

17.6%
34.7%

22.8%
29.6%

44.8%

45.4%

47.7%

47.6%

9.6%
10.2%
15.2%
65.0%

10.0%
8.8%
16.1%
65.1%

12.4%
8.7%
16.0%
63.0%

8.7%
9.1%
13.3%
68.9%

33.7%

27.3%

30.1%

39.7%

60.0%

65.5%

64.0%

54.0%

6.0%

6.7%

5.9%

6.3%

0.27%

0.55%

-

-

17.1%

18.9%

18.5%

19.1%

40.6%

37.3%

41.0%

37.0%

42.4%

43.8%

40.5%

44.0%

78.3%
21.7%

82.8%
17.2%

81.0%
19.0%

77.8%
22.2%

Ethnic Group
UAE National
Arab Expats
Non-Arab
Expats
Duration in and
Around Abu Dhabi
City (years)
1-3
3-5
5-9
10+
Marital Status
Single
Married with
children
Married
without children
Others
Occupation
Govt. and Public
Sector
Private/Semi
Private / Self
Employed
Not Doing
Anything and
Others
Education
College+
No College
Monthly Household
Income (UAE Dirhams)
Up to 5,000
4.2%
4.7%
3.5%
5,001-10,000
8.8%
8.6%
10.2%
10,001-20,000
10.5%
8.3%
10.1%
20,001-50,000
10.5%
9.5%
9.2%
More than
50,000 &
42.0%
38.8%
47.1%
Refused to
mention
Don’t Know
23.4%
29.7%
19.9%
Figure 7a: Incidence of Using Internet or Mobile Portable Devices to
Participate in the Following Activities in the Last 12 Months (continued)

Number of Children
in Household
None
1-2
3-4
5-6
More than 6

4.4%
14.0%
11.8%
8.9%
38.6%
21.4%

Watch, listen to,
or download
live or recorded
music, theater
or dance
performances

Watch, listen to,
or download
live or recorded
music, theater
or dance
performances

Watch, listen to,
or download live
or recorded
music, theater
or dance
performances

Watch, listen to,
or download live
or recorded
music, theater
or dance
performances

41.3%
38.2%
17.3%
2.8%
0.46%

38.5%
38.6%
19.6%
3.3%
-

42.8%
39.5%
14.7%
2.1%
0.74%

45.7%
36.2%
12.7%
3.9%
1.5%
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Incidence of SchoolAge Children
Visiting
Museums/Art
Galleries
Father’s Education
College+
No College
Mother’s Education
College+
No College

28.3%

36.3%

31.6%

28.4%

38.7%
61.3%

36.5%
63.5%

37.9%
62.1%

49.6%
50.4%

28.3%
71.7%

27.5%
72.5%

28.2%
71.8%

36.4%
63.6%

Figure 7b: Incidence of Using Internet or Mobile Portable Devices to Participate in the
Following Activities in the Last 12 Months
(Significant difference in gender, ethnicity,
age, marital status, education, and income)

Figure 8: Number of Times Using Internet or Mobile Devices to Do the Following
in the Last 12 Months

Gender
Male
Female
Age (years)
18-24
25-34
35-44
45+
Ethnic Group
UAE National
Arab Expats

1-2

3-4

5/+

Can’t
Remember

50.3%
49.7%

54.9%
45.1%

59.1%
40.9%

51.6%
48.4%

19.4%
44.1%
28.4%
8.1%

17.1%
45.6%
28.8%
8.5%

24.8%
42.6%
23.6%
9.0%

18.4%
46.9%
30.8%
3.9%

18.1%
31.1%

13.1%
29.8%

23.9%
32.3%

27.4%
46.1%
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Non-Arab Expats
Duration in and Around
Abu Dhabi City (years)
1-3
3-5
5-9
10+
Marital Status
Single
Married with
children
Married without
children
Others
Occupation
Govt. Public Sector
Private/Semi Private
/ Self Employed
Not Doing Anything
and Others
Education
College+
No College
Monthly Household
Income (UAE Dirhams)
Up to 5,000
5,001-10,000
10,001-20,000
20,001-50,000
More than 50,000
and
Refused to Mention
Don’t Know

50.8%

57.2%

43.8%

26.4%

13.1%
6.0%
12.4%
68.6%

12.4%
14.2%
14.9%
58.4%

8.7%
9.0%
15.9%
66.4%

4.1%
11.8%
14.4%
69.7%

29.5%

25.8%

33.2%

41.0%

67.3%

69.0%

58.2%

59.0%

2.7%

5.3%

8.1%

-

0.44%

-

0.52%

-

14.3%

14.6%

19.0%

15.5%

42.6%

44.0%

39.6%

29.9%

43.1%

41.4%

41.4%

54.6%

84.1%
15.9%

86.2%
13.8%

78.9%
21.1%

66.1%
33.9%

4.7%
8.7%
12.6%
3.2%

1.4%
13.4%
7.0%
11.5%

4.2%
8.0%
10.7%
11.4%

2.1%
18.8%
4.3%
9.4%

37.6%

43.9%

42.9%

44.5%

32.7%

22.8%

22.3%

19.9%

Preliminary results (Figure 8 above) vary within and between demographic groups regarding
frequency of usage of the Internet or other mobile portable devices within the preceding twelve
months of the study, to engage in watching, listening to, or downloading live or recorded music,
theater or dance performances; viewing visual art, such as paintings, sculpture, or photography;
obtaining information about music, theater, or dance performances, or art exhibits, including
purchasing tickets; and creating or posting personal art including design, music, photography,
films, video, or creative writing. For example, the most for males (59.1%) is 5+ times compared
to females (49.7) 1-2 times; UAE nationals, majority (23.9%) is 5+ times compared to Non-Arab
Expats (50.8%) with a maximum 1-2 times.
Similarly, preliminary results regarding recency of usage of the Internet or portable mobile devices
in the recent twelve months for the identified activities stated earlier show considerable variability
between and within Abu Dhabi demographic groups. However, majority of the people indicate
within the past 30 days or 3-6 months.
This study also evaluated the literature reading habits of the Abu Dhabi adults via the Internet and
other media (Figure 10 below). Specifically, it evaluated respondents on the kinds of books they
have read or watched or listened on radio, TV or downloaded from Internet in past 12 months, and
whether or not they have read articles, essays, or blogs; read novels, short stories, or poetry;
listened to novels, short stories, or poetry, or none at all. For example, non-Arab expats read
articles, essays or blogs mostly online, (30.6%) and very seldom (11.9%) listened to novels, short
stories, or poetry via the Internet and other media.
Figure 9: Last Time Using Internet or Mobile Devices to Do the Following in the Last
12 months
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Gender
Male
Female
Age
18-24
25-34
35-44
45+
Ethnic Group
UAE national
Arab Expats
Non-Arab Expats
Duration in and
Around Abu Dhabi
City (years)
1-3
3-5
5-9
10+
Marital Status
Single
Married with
children
Married without
children
Others
Occupation
Govt.
Public Sector
Private/Semi
Private /
Self Employed
Not Doing
Anything and
Others
Education
College+
No College
Don’t Know
More than 6

Past 30 days

3-6 Months

Before 6
months

Can’t
Remember

56.6%
43.4%

58.1%
41.9%

35.0%
65.0%

37.6%
62.4%

21.9%
43.5%
25.9%
8.8%

17.6%
47.5%
28.8%
6.1%

19.1%
47.4%
29.2%
4.4%

20.0%
42.1%
28.5%
9.3%

23.3%
32.3%
44.4%

13.7%
25.9%
60.5%

13.9%
37.3%
48.8%

12.3%
30.0%
57.7%

9.9%
10.4%
14.1%
65.6%

10.1%
7.4%
19.5%
63.0%

8.2%
14.3%
16.1%
61.4%

5.6%
9.6%
11.9%
72.9%

32.3%

28.3%

26.8%

22.5%

61.1%

65.9%

73.2%

66.4%

6.2%

5.4%

-

11.1%

0.43%

0.39%

-

-

19.3%

14.7%

12.6%

8.1%

38.0%

49.2%

34.9%

30.6%

42.7%

36.1%

52.5%

61.3%

79.2%
20.8%
22.3%
0.95%

84.3%
15.7%
26.7%
0.39%

71.7%
28.3%
36.6%
-

82.1%
17.9%
44.1%
-

Figure 9: Last Time Using Internet or Mobile Devices to Do the Following in the Last
12 months (continued)

Monthly Household
Income (UAE Dirhams)
Up to 5,000
5,001-10,000
10,001-20,000
20,001-50,000
More than 50,000
and Refused to
Mention
Don’t Know

Past 30 days

3-6 Months

Before 6
months

Can’t
Remember

3.7%
10.5%
10.8%
10.4%

1.7%
7.9%
10.2%
7.0%

14.9%
4.6%
4.7%

10.4%
8.1%

41.8%

46.1%

36.4%

37.5%

22.3%

26.7%

36.6%

44.1%
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Number of Children
in the Household
None
1-2
3-4
5-6
More than 6
Incidence of SchoolAge Children
Visiting
Museums/Art
Galleries
Father’s Education
College+
No College
Mother’s Education
College+
No College

43.4%
36.6%
16.2%
2.8%
0.95%

35.5%
45.3%
14.7%
4.2%
0.39%

33.5%
46.8%
14.7%
5.0%
-

26.1%
54.5%
19.3%
-

29.3%

32.5%

35.9%

35.9%

36.9%
63.1%

41.1%
58.9%

50.2%
49.8%

30.3%
69.7%

27.3%
72.7%

32.1%
67.9%

38.5%
61.5%

20.4%
79.6%

Figure 10: Read or Watched or Listened on Radio, TV or Downloaded from Internet in
past 12 months

Gender
Male
Female
Age (years)
18-24
25-34
35-44
45+
Ethnic Group
UAE National
Arab Expats
Non-Arab Expats
Duration in and Around
Abu Dhabi City (years)
1-3
3-5
5-9
10+

Read articles,
essays, or
blogs

Read novels,
short stories,
or poetry

Listened to
novels, short
stories, or
poetry

None

53.4%
46.6%

48.9%
51.1%

66.2%
33.8%

56.9%
43.1%

20.3%
38.8%
28.5%
12.4%

18.2%
41.3%
29.6%
10.9%

15.5%
44.8%
28.8%
10.9%

15.6%
37.6%
32.9%
13.9%

14.3%
30.6%
55.1%

28.0%
39.5%
32.5%

45.9%
42.2%
11.9%

15.7%
21.0%
63.3%

11.3%
6.3%
17.4%
65.0%

5.8%
9.1%
16.2%
68.9%

8.3%
8.6%
10.8%
72.4%

7.6%
10.2%
15.0%
67.2%

Figure 10: Read or Watched or Listened on Radio, TV or Downloaded from Internet in
past 12 months (continued)

Marital Status
Single
Married with
children
Married without
children
Others

Read articles,
essays, or
blogs

Read novels,
short stories,
or poetry

Listened to
novels, short
stories, or
poetry

None

27.2%

25.9%

25.2%

22.4%

66.2%

66.9%

67.5%

72.0%

5.9%

6.5%

6.0%

5.6%

0.77%

0.69%

1.2%

-
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Occupation
Govt. Public Sector
Private/Semi Private
/ Self Employed
Not Doing Anything
and Others
Education
College+
No College
Monthly Household
Income (UAE Dirhams)
Up to 5,000
5,001-10,000
10,001-20,000
20,001-50,000
More than 50,000
and
Refused to Mention
Don’t Know
Number of Children
in the Household
None
1-2
3-4
5-6
More than 6
Incidence of School-Age
Children Visiting
Museums/Art Galleries
Father’s Education
College+
No College
Mother’s Education
College+
No College

13.3%

18.7%

26.5%

15.6%

40.6%

34.0%

36.7%

44.1%

46.0%

47.4%

36.9%

40.4%

89.2%
10.8%

72.2%
27.8%

61.8%
38.2%

79.2%
20.8%

1.8%
6.0%
5.2%
8.8%

3.2%
7.7%
8.2%
9.8%

5.7%
6.4%
9.0%
14.6%

3.5%
9.9%
9.9%
8.0%

59.7%

46.2%

42.0%

42.0%

18.1%

25.0%

21.1%

25.7%

39.4%
41.2%
17.1%
2.3%
-

39.3%
34.6%
21.9%
3.7%
0.52%

40.2%
30.4%
21.9%
5.7%
1.8%

36.5%
48.1%
12.0%
2.2%
1.2%

30.8%

34.4%

32.0%

27.1%

40.2%
59.8%

28.9%
71.1%

28.2%
71.8%

34.3%
65.7%

31.3%
68.7%

19.5%
80.5%

17.6%
82.4%

25.6%
74.4%

Conclusion
In a multicultural, multiethnic, and multi-religious setting of the UAE with a population of about
5million inhabitants, majority from all corners of the globe, concentrated in and around its two
major commercial and cultural canters of Dubai and Abu Dhabi, an ongoing documentation of
media consumption and usage patterns, particularly in the selected rapidly growing arts industry
is imperative.
Such research, for now, enhances programming, marketing and media planning efforts of cultural
and arts institutions. Already scheduled to open within the next two or three years in Abu Dhabi’s
Saadiyat Cultural District are the Zayed National Museum, Louvre Abu Dhabi, Guggenheim Abu
Dhabi, Performing Arts Center, and the Maritime Museum. This study should also help pave the
way for a much needed attitudinal and motivation arts consumer studies beginning with simple
correlational studies of key demographic variables with interest level in using the Internet and
other media in arts participation.
Finally, this research, in the long run, contributes to the UAE government’s developmental efforts
in realizing its objective of “cohesive society and preserved identity”.
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