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ABSTRACT: In organizational sciences, ex isting organi zati on literature 
ho ld s that enterprises should match oral ign their marketing practices and strategies 
with opportuniti es and threats caused by the environment in which they operate. 
But this alignment does not necessarily take place in all cases . Organizational 
sc ience provides the idea that env iro nmental variables may only marginally affect 
marketing practices. This study attempts to fin d out how small scale businesses 
adapted or responded in the post fire di saster situation. The study addresses a gap 
in literature about the influence of environmental discontinuities (or disaster) on 
the marketing mi x of small scale enterprises (SSEs). 300 respondents (small 
bus iness owners) who were victims of a major fire disaster in Calabar Watt Market 
were sampl ed. A five po int Iikert scale was used to generate primary data from 
respondents. The data analysis cons isted of descriptive analysis and multiple 
regressions. Four models were exam ined. Findings reveal among other things that 
organizatio ns (small scale business) realized that the environment changed, and 
a ligned their marketing strategies/practices. Product and place variables were seen 
as more effective post d isaster recovery strategies than price and promotion 
variables . It is therefore recommended that marketing strategy should be adopted 
as a tool for post disaster recovery for SSEs. 

INTRODUCTION 
Recently, incidents of environmental disaster are on the increase globa lly. The 

di saster incidents range from fl ood, fire, hurricane, storms cyclones, earthq uakes, 
gu lly e rosions. etc, thus causing uncontrollable environmental changes and 
conditions. These have become problematic and detrimental to life, human society, 
pro perty and business. Oftentimes, . peop le are displaced of their residents and 
dispossessed of their property and businesses. All of these cause environmental 
discontinuities with its inherent threats and opportunities etc (Burton, Kate, White, 
1978). 
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DFID (2004) traditional parad igm of Institutional Theory, postu lates the fact 
that an organization is a creature of its environment, this is true for a ll forms of 
organi zation be it large scale or small scale. The nature of business env ironment is 
typically assessed in a s ituation analysis and the result is used to develop or refine 
various organizatio nal strategies (Hill and Joness, 200 I; Pearce & Robinson, 
2005). Using this as a strategic fram ework, according to kolinsky ( 1997) 
companies ca n evaluate themselves continually by modifi ng their current 
strategies to make them fit into the chang ing enviro nment. This makes for better 
pos ition ing of the company. Ex isting lite rature suggests that success ful enterprises 
either respond to uncontrollable environment changes o r innovate in ways that 
actua lly change the environment (Stevenson et a l, 1999). Altho ugh the 
uncontro llable nature of business env ironment is seen as d isastrous, yet literature 
says it can be advantageous because it creates opportun ities for businesses to 
generate solutions capable of o ffering a competitive advantage. 

This ca lls for environmental scanning which c reates the avenues for 
organization success. Prior I iterature a lso state that a lthough the processes 
associated with env ironmental scann ing and strategic change potentially provide 
the means for o rgani zational success, companies often respond to the environment 
inappropriate ly when it is clear that shifting strateg ies wou ld seem to enhance 
business functioning (Haircloth, Valentine, & Bronson 2006). Furthermore, some 
exponents support ing the external perspective of business strategy "argue that 
organizations are under such complete contro l by the ir external environ ment that 
they have litt le abili ty to transform themse lves to any purposeful fash ion" in a sho rt 
run (Mol insky 1997). Kelly and Amburgy ( 199 1) appears to lend support to thi s 
c la im usin g an empirical work which concluded that environmenta l trans ition was 
not assoc iated with increased corporate mod ification . Baun ( 1990) also found that 
changes in the envi ronment resulted in only minimal organizational change. 

Wh ile it is clear that natural d isasters have a significant impact on busi ness 
functio ning, research literature has not generally focused o n this problem 
(Dah lhamer, 1992). Even more worrisome is the realization that many compan ies 
ineffecti ve ly respond to the discontinuiti es caused by extreme enviro nmental 
changes pro mpted by natural disasters. It is further worrisome and cha ll eng ing, 
that the responses of small scale enterpri ses or small busi ness are not properly 
understood as this group of business is particularly vu lnerable to disruption. Most 
of the natural disaster recovery literature that does exist is concerned with physical 
recovery. Therefore, it is timely to empirically embark on this study wh ich focuses 
ma inly on the influen ce of envi ro nmental di saster on marketing practices of small 
scale busine ses. 

Problem and Objective: The phenomenal increase in the inc idence of 
Environ menta l Di sasters g lobally has become a matter o f great concern . N igeria 
a lso shares in the experiences of the increasing G lobal Environmental disasters 
wi th its overwhe lming consequences. On the strength of the foregoing reasons, 
there is need to execute a N igeria oriented study on the influence o f envi ron mental 
discontinui ty on the trategic marketing practices of small scales enterprises in 
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Calabar, C RS N igeria. Calabar has experienced fi fteen ( 15) fire disaster incidents 
in 2012 and most have been within marketplaces where many sma ll sca le 
enterpri ses (SSEs) are housed . This is considered to be on the high side. 

It is noteworthy that env ironmental/natural disaster studies have been 
conducted in countries like As ia (see Yasuyuki, 1960) on aggregate impact of 
natural disaster a qualitative analysis. In USA, Horicane sandy and recovery effect 
2012 has been carried o ut. In Canada studies on green ho use effect o n natural 
d isaster reported by a team of researchers in Okanagan. 

Extant I iterature a lso stated that bus inesses do not a lways completely adapt 
to environ mental changes. The purpose o f thi s study therefore, is to investigate 
these issues by exam ining the influence of environmenta l discontinui ty on a 

igeria business community (small sca le enterprises) operating in a populo us 
market watt market) in Ca labar, Cross River State. In related stud ies by Tansuhaj 
(200 1) and Faircloth (2006), Skidmore and Toya (2002), these discontinuities were 
manifest in changes in the competition, cons umer, and supp lier environment. 

LITERATURE REVIEW 
Several defin itio ns of Environmental Disaster abound. For th e purpose of 

this study, environmental disaster refers to a specific event caused by natural 
human activ ity that results in a seriously negative effect on the environment 
(Evans, 201 1 ). According to literature, apart from man-made disasters such as o il 
spill, fire o utbreak, etc, there are natural disasters like earthquake tsunam i, tornado, 
hurricane, etc. Whether natura lly oriented or man-made o riented, di saster in any 
form causes changes and discontinuities in the environment. The constantly 
changing environment req uires that businesses be alert to ant ic ipate environmental 
c ircumstances which present variety o f strategic threats and opportunities (see 
Grewa l and Tansuhaj , 200 1.; Kuratko and Hodgetts, 1998, Kotle r 2002; tycbjee, 
Bruno and Mc ln, 1983). Thi s is because the nature of business environment is 
typically assessed in a situatio n analysi s, and depend ing on the resu lts adj ustments 
are made (adaptations) (H ill and Jones 200 1; Pearce and Robbinson, 2005). 

Using this as framework, Molinsky ( 1997) states, businesses or companies 
can pos ition themse lves bette r by continual evaluation and modificatio n of her 
current strategies so they can fi t with the chang ing environment. UP and SCORE 
(2007), appreciates that small bus iness owners invest money, time, and resou rces 
to make their ventu res successfu l but was skeptical about their preparedness for 
emergency cha llenges such as environmental disaster. 

Corroboratin g this line of thought, Nigg and T ie ney, ( 1990) wondered that 
the response o f small businesses regarding environmental problems is not really 
cha lleng ing because such organ izati ons are vulnerab le to disruption. C ha llenges in 
this regard may mean data loss for typical business outfit and for marketing 
enterpri ses adapting their marketing planning practices so as to fit into a post fire 
environment. 

Theoretical Framework and Hypothesis Formulation: Earlie r and 
contemporary marketing concept c learly indicated that corporate survi va l, growth, 
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and profitab il ity hinges on strategic management and sound strateg ic plan and 
application (Hise, 1965). At the centre of this corporate survival are the c lassic 
strategic marketi ng mix elements 4Ps, prod uct, price, promotio n and place which 
constitute the internal variables used for the study. Arguably in the present century, 
views of marketing have undergone significant rev isions in response to changes in 
econom ic conditions and environmenta l systems. This looks at the large 
environment and how the strategic 4Ps adapt to the changes that occur continually. 

To th is end, Organization lite rature suggested that organizat ions wi ll be 
sensitive to envi ronmental changes and wi ll al ign business practices w ith the 
changed environment such as the one ca used by fire o r other environment d isaste rs 
(Kotler & Keller, 2001). However, there was no consensus in the lite rature on 
whether organ izations would strategica lly adapt in response to the post fire 
environment, or how they might manage the change ISDR (2007). Thi s is because 
Organizations will be constrained in the amount o f change they can contain as a 
result of other environment factors or cond itions. 

To this end, it becomes a matter of academic interest as to how SSEs adapt 
to the disconti nuities generated by the fire, and their post fire cond it ions and 
practices. The strategic market ing practices identifi ed include the 4Ps (product, 
price, promotion and place (market) (dependent variables) which are critica l to the 
firm ·s success. Hence the followi ng hypothesis is fo rmulated: 

Ho: Di saster-re lated environmenta l disasters do not have any significant 
influence on strategic marketing practices (product, price, 
promotion, and place) of sma ll businesses. 

METHODOLOGY 
The design in this study is survey design with both de criptive and 

inferential intent. The study adapted the data collectio n instrument constructed, 
va lidated (scale) and used by Haircloth, Valentine and Bronson (2006). A 
purposive sample size of 300 small business owners who have experienced flue 
disaster in Walt market and other markets in Calabar South C RS was used for the 
study. According ly, 300 copies ofre earch instrument were administered o f which 
288 copies were properly completed and return ed ; thereby lead ing to return rate of 
96%. 

The Iikert scale items anchored by" I" po int for stro ngly disagree and "5" 
points for strong ly Agree, were used to measure changes in these strategic 
marketing practices - which a re : ( I) Product, (2) Price (3) Promotion (4) 
Distribution (place). These formed the dependent measures (dependent variables) 
wh ile the independent variables (multidimensional environment) were 
competition, suppli er and consumers. The re liabil ity o f the various sub sca les 
measured via C ranbach Alpha were calcu lated. The re liabi lity coeffi c ients 
obtained were product (0 .8 1 ), price (0.65), promotion (0.83), market (0.68) for 
dependent variables and competition (0.89), suppliers (0. 73) and consumer (0.81 ). 
Thus a ll fina l measures generally met the Nunna lly ( 1978) c riteria. 

81 



Anionwu, Nwaizugbo and Ukenna 

The data ana lysis consisted of descriptive and mu ltiple regression. Four 
mode ls were examined . The three environment variables were regressed against 
each o f the four marketing practi ce vari ables (product, price, promotion and 
pl ace/market) 

Sampling: Three Hundred (300) smal l scale business owners in the fire 
devastated ' Watt Market ' and other markets in Calabar South, C ross River State, 

igeria formed the sample for study. These sma ll scale businesses had a capital 
base worth N 150,000 to N200,000, and between 0 - 5 employees. Most o f the 
businesses (85%) went out o f bus iness thus facing a period o f d iscontinuity varying 
between 6 months to one year, and above. Hitherto, 80% of them had been in 
business for over ten years, whi le 20% of the affected people had carried on 
business for fi ve years. 

G iven that three hundred (300) smal l scale enterpri ses (SSEs) were 
purposive ly sampled. Based on this fi gure, 300 copies o f the questionna ire was 
produced and d istributed. A total of 288 copies of the question na ire, after editing, 
were considered fit for further ana lys is, wh ich represented 98% return rate. The 
high return rate was as a result o f the researcher adopting a drop-and-pick method. 

The socio-demographic characteristics of the respondents further shows 
that about 99% of the respondents are SSEs w ith about 90% employ six persons or 
less in their organizations. The businesses of about 95% of the respondent are 
located in Wa lt and Mbakpa markets in Calabar, Cross River State; and they deal 
in assorted lines of business. The table also shows a fa ir d istribution of gender, 
age, qua lifications and marital status . From the above characteristics. it is 
considered that the respondents are in a position to supply credible information 
required to conduct th is study. 

Questionnaire Design: The design used in this study is survey design with 
both descriptive and inferenti al intent. The study adapted the data co llection 
instrument constructed, validated (scale) and used by Ha ircloth, Va lenti ne and 
Bronson (2006). T he Iikert scale items anchored by "I" po int for strongly 
di sagreed and "5" po ints for strongly Agree, were used to measure changes in these 
strategic marketing practices- whi ch are: (I) Product, (2) Price (3) Promotion 
(4) Distribution (place), which formed the dependent measu res (dependent 
variables). The independent variables (mu lti-dimens ional environment) were 
competition, supplier and consumers. 

Reliability of Instrument: The reliability of the various sub-scales 
measured via Cronbach Alpha was calcu lated . The reliability coeffic ients obtained 
were : product (0 .8 1 ), price (0.65), promotion (0.83), market (0.68) for dependent 
variables and competition (0.89), suppli ers (0. 73) and consumer (0.8 1 ). Thus all 
final measures generally met the Nunnally ( 1978) criteria. 

Model Specification and Variable Description: The data analysis 
cons isted o f descriptive analysis and multiple regressions . Four models were 
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examined. The three environmental variables were regressed against each of the 
four marketing practice variables (product, price, promotion and place (market). 

Variable Description: Y 1 = Product; Y 2 = Price; Y 3 = Promotion; Y 4 = 
Place; X1 =Competition; X2 Supplier ; X J = Consumers 

Model Description: Y 1 = f(x 1 X2,x3); Y 2 = f(x 1 X2,X3); Y 3 = f(x 1 x2,x3); 
Y 4 = f(XI X2,X3) 

ANALYSIS, RESULTS AND INTERPRETATION 
The collected data was ana lyzed using multiple regression ana lysis, while 

F- ratio and t-test were used to test for descriptive statistics for the seven variables 
of the study. 

Result 1: Descriptive Characteristics of Data: The observed mean score 
for product is 8.03 with a standard deviation of2.737. The observed mean score of 
price is 5.47 as against an expected value of6.0 with a standard dev iation of 1.998. 
For promotion, the mean score of 16.27 was observed, aga inst an expected value 
of 18.0 with a standard deviation of 4.476. In the case of market, the observed 
means scored was 13.73 against the expected value of 15 .0 with a standard 
deviation of 2.66 1. For compet ition, the observed means score was 0.43 aga inst 
12.0 expected with a standard dev iation of 3 .206. For suppliers, the observed mean 
score was 12.34 aga inst 15.0 expected with a standard deviation of 3.397. The 
mean of 20.77 was observed for consumers aga inst 24.0 expected with a standard 
deviation of 4.298. All the observed means are below their corresponding ex pected 
values. 

Res ult 2(a): Regression of product on competition, suppliers and 
consumers: To find out the nature of influence of competition. suppl iers, and 
consumers on product, a regression of product on the three predictor variables was 
carried out. 

The result shows a coefficient of correlation (r) value of 0.189 and 
determinant of correlation (r2) value of 0.036, indicating that 3.6%. The obtained 
R-Squared of 0.036 means that about 3.6% of the total variation in product score 
is accounted for by th ree pred ictor variable competition, suppliers and consumers. 
The P-va lue (0.0 16) associated with the computed F-value (3.497) is less that the 
chosen level of significance. The nu ll hypothes is was thus rejected. Th is means 
that the small scale business adapt their product significantly to changes in 
competition, suppliers and consumer , resulting to the fire incident. 

Result 2(b): Model parameters and t-test for influence of completion, 
suppliers and consumers on product. 

To find out the relati ve contribution of the three predictor variables, the 
linear model parameters were estimated and tested for sign ificance using the 
student t-test. 
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The pred iction equation is y=6.731 + 0.073=,+0.147x2+0.062x3 
Where: X, = competition; X2 = suppliers; X3- consumers 

With respect to the respective contribution of the 3 indices, the one that 
contributed most was the suppliers, with 0. 18 beta coefficients, fo llowed by 
competition with 0.086 beta coefficients. Then the least was cons umer which 
contributed negative ly to product with 0.097. 

Result 3: Regression of price on competition, suppliers a nd 
consumers: 

The analysis was repeated with price as a response variable. The results of 
the test for signi ficance show that the P-value (0. 772) associated with the computed 
F-valued (0.373), is less than the chosen level of significance, which means that 
the null hypothesis was thus retained. The import is that competition, supp liers and 
consumers activit ies after the fire disaster does not s ignificantly influence price. 
On ly about 0.4% of the total variation in price is accounted for by the three 
predictor variables . 

Result 4: Regression of place (market) on competition, suppliers a nd 
cons umers: The model, parameters were however estimated . The P-va lue (0.03 4) 
associated w ith the computed F-value (2.930) is less than the chosen level of 
significance (0.05). Consequently, the null hypothesis was rejected. Thi s means 
that market after the fire d isaster, depends sign ificantly on competition, suppliers 
and consumers. 

The relative contribution of the three predictor variable were 
estimated and tested for significance. With respect to the respective contribution 
of the 3 indices, the one that contri buted most was the consu mers, w ith 0.096 beta 
coefficients, fo llowed by com petition w ith 0.05 1 beta coeffic ients. Then the least 
was suppl iers which contributed negatively to place (market). 

Result 5: Regression of place (market) on competition, s uppliers a nd 
consumers: To test the nature of the influence of competition, suppliers and 
consumers on promotions, the results show that the P-val ue (0.952) associated with 
the computed F-va lue (0.1 14) is greater than the chosen leve l of significance. The 
null hypothesis was not rejected. This means that promotion after the fire d isaster 
does not signi ficantly depend on competition, suppl iers and consumers. 

DISCUSSION OF THE FINDINGS 
The first outcome of the analysis is the mean and standard deviation (see 

table I) of al l the seven variables in the study. 
After the fire incident the changes in the independent variables together 

prod uced only 3.6% change in product variability. Although 3.6% seems sma ll but 
P-val ue associated with the computed F-value is less than the level of s ignificance. 
This means that there are other environmental variables that are accountable for 
product variabi lity after fire disaster. The implication of the result is that product 
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variable is sensitive to changes in the predictor variables. This therefore suggests 
that strategic adaptation of product variable during a post-disaster marketing 
operation is likely to quicken recovery. The result also shows that the major source 
of variation among the pred ictor variables is the supplier environment indicating 
that strengthening the relational marketing with the supplier will al so he lp in the 
strategic product adaptation. 

Another marketing variables that shows significant sensitivity is that place 
(market) variable with a correlation coefficient (r 0.178) and determ ination of 
correlation (r = 0.20). This shows post disaster changes in the independent 
variab les together produced 2percent change in the place variab le. This aga in 
shows that the marketer can use market strategy to adapt to post-disaster busi ness 
operations. The major source of variation in this case is the consumer which is 
significant (P<0.028) indicating that closer or strengthened relationship with the 
consumers wil l also quicken post disaster recovery. Resu lts show also that changes 
in the independent variables affect the price and promotion variables but their 
effects are not significant suggesting that the strategic use of the two variables need 
not be emphasized in a post disaster marketing operation. 

The 3 variables do not significantly influence price variabi li ty 
significantly. Al l the independent variables contribute negatively to the price of 
the products. Competition, supplier and consumer variables in thi s table show that 
the effect is not significant. If there are changes, it may happen only by 
coincidence. So, company does not need to engage in promotion. Promoti on does 
not respond to changes in the competition , suppli es, and consumption. 

Result shows that none of the independent variable has a significant 
influence on changes in promotional activities. However, competition, supplier 
and consumers, influenced market practices. This is because competition 
increased, consumers' preferences changed, they were affected by new products. 
Individually, only consumers contribute significantly to changes in the market; 
however, suppliers contribute negatively to changes in market; and competition 
and consumers contribute positively. 

SUMMARY /CONCLUSION 
The findings of this study agree with the argument that busines es will 

attempt to respond to opportunities created by environmental changes or 
discontinuities (or disaster) by adapting thei r marketin g strategies (V incent, 20 12). 

Much of the literature (for example, Kel ly, 2001; Vincent, 20 12; Baum, 
1990) contend that business should match their strategies with the environment. In 
other words, if the environment changes the business shou ld adapt to the new 
cond ition. Still other researchers (for example, Molinsky, 1997 ) contend the 
alignment does not necessary take place. However, following the suggestions 
raised in organization literature, the small businesses studied appreciated the fact 
that environment had changed and firms aligned or matched their marketi ng 
practices. 

The result of th is study ha shown that small scale enterprises in Calabar 
based on their profess ional experience and adapt or adjust their marketing strategy 
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as a way of coping with post-disaster recovery in their business. This finding is in 
consonance with the findings of Grewal and Tansuhaj (200 I), Haircloth, Valentine 
and Bronson, (2006) who examined the influence of environmental/natural 
d iscontinuities/ on business adaption in a post flood situation. This study as we ll 
showed an influence of the environmental discontinu ity on post fire di saster 
adaptation. 

Finally, the predictor (environmental) variables of consum ers and 
suppliers seem to have the most influence on how small businesses operate while 
it was also observed that post-fi re environmental cond ition, exerted signi fi cant 
influence on product and place variables, while exert ing marginal or limited 
influence on how small scale businesses adapted to price and promotion variables 
in marketing. 

RECOMMENDATIONS 
Since this study has revealed that small scale entrepreneurs resort to 

marketing strategy as a means of coping with environmental discontinu ity/disaster, 
it is recommended that strategic marketing practice be popularized as a feasible 
resort in an instance of environmental discontinuity/disaster arising from fire or 
other natural hazards. It is also recommended that in an instance of post d isaster 
strategic marketing practice, product and place variables are emphasized since they 
showed higher potency to fast-track recovery. It is also recommended that the 
supplier environment and the consumer environment which are typica lly with in 
the external contro llable domain be seen more as opportunity than threat as the 
marketer can take deliberate steps to build and strengthen relationship with them. 
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