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Abstract 
This study has done to evaluation Managers Tendency to Market and its factors. The population 
of this study includes all directors, assistants and offices clerks at public and private banks in 
Ardabil province. Morgan Table is used to determine sample size and it was 147. For gathering 
data in theoretic section we used library and also interview with scholars and specialists of the 
organization and in data gathering section we used questionnaire method. In order to determine 
the validity of data collection we used Cronbach's alpha to test the validity of the formal symbol 
or reliability. To analyze the data and test hypotheses by using SPSS software version 16 using 
descriptive statistics (frequency, percentage, mean, standard deviation and etc.) and inferential 
statistics (the Kolmogorov-Smirnov test, one simple t- test) were used. The Kolmogorov-
Smirnov test results show that the test distribution is Normal, so we can used one simple t- test. 
Findings show that managers tendency to market and its factors (focus of customer, strategy 
implementation, information use, new services development, focus of competitor, and focus of 
environment) is higher than average at public and private banks in Ardabil Province.  
Keywords: Managers tendency to market, focus of customer, strategy implementation, 
information use, new services development, focus of competitor, focus of environment 
 
Introduction  
Many companies begin—and many continue—without a clear sense of their target customer. 
Some resist clarifying the target; they want to appeal to as many buyers as possible, and defining 
a target implies excluding some customers. Others are unable to describe in more than a cursory 
way who does or will buy their offerings. We have to serve the entire market, runs one common 
belief. Or sometimes: We can’t afford to focus. In practice, of course, product and service 
designers always make trade-offs. They sacrifice one feature or another so that they can achieve 
something else, such as a competitive price. But without a specific design target in mind, they 
may make these trade-offs without a good rationale. Asking customers what they want, with no 
constraints, doesn’t always help: Customers typically respond that they want “more” and 
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“better.” Sometimes that leads companies to conclude that more is the same as better 
(Gottfredson and Markey, 2014). 
To achieve the desired objectives, marketers typically identify one or more target customer 
segments which they intend to pursue. Customer segments are often selected as targets because 
they score highly on two dimensions: 1) The segment is attractive to serve because it is large, 
growing, makes frequent purchases, is not price sensitive (i.e. is willing to pay high prices), or 
other factors; and 2) The company has the resources and capabilities to compete for the 
segment's business, can meet their needs better than the competition, and can do so profitably 
(Clancy, Kevin and Kriegafsd, 2000). In fact, a commonly cited definition of marketing is simply 
"meeting needs profitably." (Kotler and Keller, 2006).  
Marketing management is the organizational discipline which focuses on the practical 
application of marketing orientation, techniques and methods inside enterprises and organization 
and on the management of a firm's marketing resources and activities. 
Globalization has led firms to market beyond the borders of their home countries, making 
international marketing highly significant and an integral part of a firm's marketing strategy 
(Rakesh Mohan, 2005).  Marketing managers are often responsible for influencing the level, 
timing, and composition of customer demand accepted definition of the term. In part, this is 
because the role of a marketing manager can vary significantly based on a business's size, 
corporate culture, and industry context. For example, in a large consumer products company, the 
marketing manager may act as the overall general manager of his or her assigned product (Kotler 
and Keller, 2006). To create an effective, cost-efficient marketing management strategy, firms 
must possess a detailed, objective understanding of their own business and the market in which 
they operate (Clancy, Kevin and Kriegafsd, 2000). In analyzing these issues, the discipline of 
marketing management often overlaps with the related discipline of strategic planning. 
Marketing management employs various tools from economics and competitive strategy to 
analyze the industry context in which the firm operates. These include Porter's five forces, 
analysis of strategic groups of competitors, value chain analysis and others (Porter, 1998). 
Depending on the industry, the regulatory context may also be important to examine in detail. 
In competitor analysis, marketers build detailed profiles of each competitor in the market, 
focusing especially on their relative competitive strengths and weaknesses using SWOT analysis. 
Marketing managers will examine each competitor's cost structure, sources of profits, resources 
and competencies, competitive positioning and product differentiation, degree of vertical 
integration, historical responses to industry developments, and other factors. 
In conjunction with targeting decisions, marketing managers will identify the desired positioning 
they want the company, product, or brand to occupy in the target customer's mind. This 
positioning is often an encapsulation of a key benefit the company's product or service offers that 
is differentiated and superior to the benefits offered by competitive products (Ries and Trout, 
2000).  For example, Volvo has traditionally positioned its products in the automobile market in 
North America in order to be perceived as the leader in "safety", whereas BMW has traditionally 
positioned its brand to be perceived as the leader in "performance." 
Ideally, a firm's positioning can be maintained over a long period of time because the company 
possesses, or can develop, some form of sustainable competitive advantage (Porter, 1998). The 
positioning should also be sufficiently relevant to the target segment such that it will drive the 
purchasing behavior of target customers (Ries and Trout, 2000). To sum up, the marketing 
branch of a company is to deal with the selling and popularity of its products among people and 
its customers, as the central and eventual goal of a company is customer satisfaction and the 
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return of revenue. In this study, we intend to the managers tendency to market is higher than 
average at public and private banks in Ardabil province. 
  

1- Methodology 
The research includes all Directors, assistants and offices clerks at public and private banks in 
Ardabil province. Morgan Table is used to determine sample size and it was 147. For a sampling 
it was used of simple random sampling to select any of the managers as same as possible. 
For gathering data in theoretic section we used library and also interview with scholars and 
specialists of the organization and in data gathering section we used questionnaire method. 
In this research, In order to determine the validity of data collection we used Cronbach's alpha to 
test the validity of the formal symbol or reliability. Table 1 shows the reliability of variables.  
Table 1: Reliability of Variables 

Alfa  Items  variables  
0.815 25 managers tendency to market 
0.765  5 focus of customer 
0.737 5 strategy implementation 
0.753 3 information use 
0.724  3 new services development 
0.787 6 focus of competitor 
0.734 3 focus of environment 

To analyze the data and test hypotheses by using SPSS software version 16 using descriptive 
statistics (frequency, percentage, mean, standard deviation and etc.) and inferential statistics (the 
Kolmogorov-Smirnov test, one simple t- test) were used. 
Table 2: Kolmogorov-Smirnov test results  

Sig  Z  Variables  
0.143 1.115 managers tendency to market 
0.267 1.003 focus of customer 
0.059 1.335 strategy implementation 
0.058 1.332 information use 
0.184 1.092 new services development 
0.155 1.13 focus of competitor 
0.197 1.043 focus of environment 

The Kolmogorov-Smirnov test results show that the test distribution is Normal. So we can used 
one simple t- test. 

1- Findings 
The One-Sample T Test compares the mean score of a sample to a known value. Usually, the 
known value is a population mean. Also, a one sample t-test allows us to test whether a sample 
mean (of a normally distributed interval variable) significantly differs from a hypothesized value. 
We developed on main and six sub-hypotheses as follow: 

1. The managers tendency to market is higher than average in public and private banks 
 The focus of customer is higher than average in public and private banks 
 The strategy implementation is higher than average in public and private banks 
 The information use is higher than average in public and private banks 
 The new services development is higher than average in public and private banks 
 The focus of competitor is higher than average in public and private banks 
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 The focus of environment is higher than average in public and private banks 
Table 3 shows sample output of a one-sample T test for all hypothesis. We compared the mean 
level of manager’s tendency to market factors (focus of customer, strategy implementation, 
information use, new services development, focus of competitor, and focus of environment). 
Table 3. The results of one-sample T test  

p-value  t Mean  Median  Variables  Row  
000.0  10.487 90.8784 75 managers tendency to market 1 
000.0  10.433 18.7095  15 focus of customer 2 
000.0  9.168 18.2905  15 strategy implementation 3 
000.0  6.762 10.6892  9 information use 4 
000.0  4.592 10.1014  9 new services development 5 
000.0  8.730 21.9595  18 focus of competitor 6 
000.0  8.461 11.1284 9 focus of environment 7 

 
1. The mean of manager’s tendency to market is 90.8784, which is higher than population 

mean of 75. And T value is 10.487 in 147 degrees of freedom. The estimated significance 
(0.000) is less than .05. Therefore, we can say that manager’s tendency to market mean of 
90.8784 is significantly greater than the population mean of 75. So, we can reject null 
hypothesis and say that the managers tendency to market is higher than average in public 
and private banks. 

2. The mean of focus of customer is 18.7095, which is higher than population mean of 15. 
And T value is 10.433 in 147 degrees of freedom. The estimated significance (0.000) is 
less than .05. Therefore, we can say that focus of customer mean of 18.7095 is 
significantly greater than the population mean of 15. So, we can reject null hypothesis 
and say that the focus of customer is higher than average in public and private banks. 

3. The mean of strategy implementation is 18.2905, which is higher than population mean 
of 15. And T value is 9.168 in 147 degrees of freedom. The estimated significance 
(0.000) is less than .05. Therefore, we can say that strategy implementation mean of 
18.2905 is significantly greater than the population mean of 15. So, we can reject null 
hypothesis and say that the strategy implementation is higher than average in public and 
private banks. 

4. The mean of information use is 10.6892, which is higher than population mean of 9. And 
T value is 6.762 in 147 degrees of freedom. The estimated significance (0.000) is less 
than .05. Therefore, we can say that information use mean of 10.6892 is significantly 
greater than the population mean of 9. So, we can reject null hypothesis and say that the 
information use is higher than average in public and private banks. 

5. The mean of new services development is 10.1014, which is higher than population mean 
of 9. And T value is 4.592 in 147 degrees of freedom. The estimated significance (0.000) 
is less than .05. Therefore, we can say that new services development mean of 10.1014is 
significantly greater than the population mean of 9. So, we can reject null hypothesis and 
say that the new services development is higher than average in public and private banks. 

6. The mean of focus of competitor is 21.9595, which is higher than population mean of 18. 
And T value is 8.730 in 147 degrees of freedom. The estimated significance (0.000) is 
less than .05. Therefore, we can say that focus of competitor mean of 21.9595 is 
significantly greater than the population mean of 18. So, we can reject null hypothesis 
and say that the focus of competitor is higher than average in public and private banks. 
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7. The mean of focus of environment is 11.1284, which is higher than population mean of 9. 
And T value is 8.461in 147 degrees of freedom. The estimated significance (0.000) is less 
than .05. Therefore, we can say that focus of environment mean of 11.1284 is 
significantly greater than the population mean of 9. So, we can reject null hypothesis and 
say that the focus of environment is higher than average in public and private banks. 

Findings show that managers tendency to market and its factors (focus of customer, strategy 
implementation, information use, new services development, focus of competitor, and focus of 
environment) is higher than average at public and private banks in Ardabil Province.  
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