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Abstract
This study examined consumers in the post-Soviet Russia and their willingness to make
effective consumer choices. A sample of consumers (n=79) took part and were asked to
explore the concept of ‘consumer rights’. They were asked :
• to report an incident in which they complained about an unsatisfactory product or service
• to describe the outcome of the complaint, and provided the outcome of the complaint was
unsatisfactory, and
• how they resolved the problem.
Finally, the sample was asked to discuss the Russian product/service providers’ attitudes
towards customer complaints.
The results suggest that the concept of ‘consumer rights’ does not have much meaning for the
majority of Russians, and no statistically significant differences based on age or education
were found. However, gender differences were found to be statistically significant (F=3.089,
p<.05).
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Has the Russian Consumers' Attitude Changed in
Recent Years?
Introduction
Consumerism is embedded in modern marketing, and while Weber (1930) suggested that the
pursuit of profit in a rational and systematic way was underpinned by a Protestant sense of
duty, hard work and asceticism, Gabbott and Hogg (1998) suggested that economics were the
dominant force, based upon the assumption of rationality. Other observers might consider
that the culture of a society determines the society’s beliefs, values and norms, cognition and
signs and what constitutes non-normative behaviours. However cultural transmission of
common meanings in the marketing systems (Douglas & Isherwood, 1980) communicates not
only about the quality and quantity of economic goods (McCracken, 1981), but reflects the
accepted practices and behaviours which impact upon consumer socialisation.
In 1962 the US Government’s Bill of Rights declared American consumers had the rights to
safety, to be informed, and to be heard: this led to rapid development of the consumer
movement beginning in 1964. This was attributable to the growing level of general
discontent with poorly-made or hazardous products, coupled with inadequate warranties and
widespread malpractice in the marketplace.
While consumers in the West can express their approval or disapproval of company policies
by their propensity to purchase, the Soviet Union was a different type of society and by the
1960s Russian income was just beginning to lift above subsistence level and move towards
‘primary living’ needs (Yanowitch, 1979). Rapid Russian industrial advances created labour
problems as a predominantly peasant population was transformed.
Life for the ordinary citizen in the former Soviet Union was predictable, drab and stagnant.
But the recent collapse of the Soviet Union has brought changes including commercial
confusion and has demonstrated a present inability to identify positive opportunities
(Adamson, 1997). The changes of power shifted from old established relationships (Salmi,
1996) but in the early 1990s there was an influx of Western businesses, management ‘knowhow’ and consumer goods (Adamson, 1991), but the Western reformers who had successfully
used the Thatcherite model of economic reform in Poland found that whilst the Poles had had
the desire to liberate themselves from the Russians by emulating the West, Russia itself was
very different (Meek, 1998).
In 1993 the Russian Government transferred industry ownership - via voucher privatisation
schemes - into ‘working collectives’ (Mellow, 1997) but former Russian managers had only
previously experienced decision-making within a ‘planned economy’ and were ill-prepared
for autonomy in a Western sense.
In the late 1990s, it is apparent that Russian reformation has not been built on the foundation
stones of a market economy and still has no legal structures to enforce mutual obligations,
corporate responsibilities or transparent accounting systems (The European, 1998).
Companies can collapse without bankruptcy. and court judgements and commercial cases are
routinely ignored (Meek 1998).
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But marketing and consumer-care concepts are still unrecognised in Russia, while western
market economies recognise that focusing on customer care and service quality are key
components in establishing and sustaining a competitive advantage (Pistrui, 1997) Russia
today is a producer’s market, where demand is in excess of supply. Quality of service
contributes significantly to increased market share, return on investment, and lower
production costs (Phillips et al, 1983) in the West but the fall of communism in Eastern
Europe poses a variety of problems including that of refocusing the customer as a strategic
marketing component rather than as an essential purchaser. Although post-modernism offers
the Western world a philosophical basis for more creative, spontaneous and adaptable
marketing with the focus on globalisation and relationship marketing (Brown, 1994) the
Russian marketplace has, for the past 30 years of consumerism development, passed them by.
Western commercial companies view their good relationship with companies as their longterm viability (Conlon & Murray 1996); when this relationship becomes strained and
customers choose to complain (or not), organisations wishing to keep their customers respond
in an appropriate way (Best & Andreason, 1997). Indeed Abel, Festinger and Sarat (1981)
suggested that the life-cycle of customer complaints can be divided into three stages:
• perceiving a problem (naming)
• voicing a complaint (blaming)
• resolving the complaint (claiming)
However since the Russian consumer has had no participatory experience of complaint
mechanisms he is less likely to appreciate its effectiveness as a consumer tool.
The objective of this paper is to explore some basic beliefs and attitudes concerning the
consumer satisfaction concept, and the perceptions of how companies respond to customer
complaints in Russia.

Hypotheses
1. The younger generation of Russians would be clearer about consumer rights and
expectations from manufacturers than the middle and older age groups.
2. Historically, Russian men were not involved in the running of their homes, therefore, they
would be less aware about the customer satisfaction issues.
3. In the former Soviet Union holding strong views, attitudes and beliefs regarding goods and
services different from those held by the state was frowned upon and punishable in law. It
was expected that questionnaires would be viewed with mistrust, completed unwillingly,
and answers about products/service providers dissatisfaction would be equivocal.
4. The majority of Russians, due to their present low earning capacity, do not consider
themselves as 'consumers' or Russia as a 'consumer society' within the Western sense of
the word.

Methodology
According to Crouch and Houseden (1998), in underdeveloped markets the information
required may not be available or may be of dubious quality. This proved to be the case in
6
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Russia as questionnaires were viewed with suspicion, filled in with reluctance and answers
about products/ service providers regarding customer dissatisfaction were often evasive.
Similar problems encountered when trying to research data regarding personal opinions in
what is still an effectively ‘closed’ society With many traditional marketing sampling
approaches rendered unsuitable the ‘snowballing technique’ helped access seventy nine
respondents, of which forty five were women, and thirty four men.
Moscow was chosen because it is economically the most active city in Russia.
The questionnaire consisted of two parts. Part 1 was designed to obtain demographic
profiles, and Part 2 explored the respondent’s attitudes as consumers. Each respondent was
administered a questionnaire in a ‘one-to-one’ situation, and paid a nominal sum (US$1) to
complete a questionnaire.
For analysis the respondents were divided into five groups according to age, each containing
sixteen to twenty two members, except the ‘55+ years’ group (group 5), which contained
only seven members (six out of seven were female).
The SPSS+ statistical package was used to evaluate the results.

Results and Analysis
Part 1. The demographic profile

Table 1 is a cross-tabulation summarising the sample profile. Group 5 (55+ years) because of
the low numbers, was included for illustrative purposes, and was not a part of the sample
analysis.
Marital status and children

The above table shows that with the exception of Group 1 (20-24 years), where 50% women
respondents were married, and 100% men were unmarried, 50% of the women and 13% of
the men were parents. In Group 2 (25-34 years) 36% of women and 27% men were single.
In Group 2 91% women, and 82% men were parents. In Group 3 (35-44 years) this figure
decreased for women to 75%, and increased for men to 88%. For Group 4 (45-54 years) the
entire sample were parents, with 13% remaining in the ‘single’ category.
Education, occupation and income

The sample consisted mainly of graduates (two thirds). That may be expected when using
the snowball technique of data collection, although Group 1 comprised 25% graduates.
Figure 1 shows the age and education distribution for the sample.
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Figure 1: Age and Educational Attainment
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Table 1. Personal profiles of the whole group
Age & Gender %
Sample

Status
single

20-24 years
(n=16)
F
M
50
50

100
-

Total

25-34 years
(n=22)
F
M

75
25

36
64

27
73

Total

35-44 years
(n=16)
F
M

32
68

13
87

25
75

No. of Children
0
50
87
69
9
18
21
25
12
1
50
13
31
91
64
77
50
25
2
18
9
25
50
13
≤3
Education
basic & n.a.
13
6
A level
63
89
75
36
36
36
38
25
graduate
25
13
19
64
64
64
62
75
Occupation
professional
13
6
27
36
32
13
13
skilled/clerical
25
13
19
18
9
14
25
38
unskilled
25
50
38
45
45
45
50
13
unemployed
25
13
19
9
4
13
n.a.
12
24
18
9
4
25
Income per month
31
18
25
9
9
9
38
13
≤$100
$200-500
65
76
70
86
86
86
62
74
$600-1K
4
6
5
5
5
5
13
* in all groups gender is equally distributed, except groups 45-54 years, F=12, M=6, and 55+ years, F=6, M=1
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Total

45-54 years
(n=18)
F
M

Total

55+ years
(n=7)
F
M

Total

whole group
(n-79)
F
M

Total

19
81

8
92

17
83

13
87

33
67

100

16
84

27
73

41
59

34
66

18
38
38
6

50
25
25

67
33
-

56
28
17

67
33
-

100
-

14
57
29
-

15
62
16
7

32
41
24
3

24
52
19
5

31
69

25
75

17
50
33

8
33
66

17
83

100
-

29
71

14
34
62

6
47
47

10
40
50

13
32
32
6
13

33
50
17

33
33
34
-

33
44
11
11
12

50
17
33
-

100
-

43
29
28
-

27
27
27
11
7

24
21
35
3
15

25
24
32
5
14

25
68
7

33
59
8

33
67
-

33
61
26

83
17
-

100
-

92
8
-

31
65
4

18
76
6

25
70
5
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Since the fall of the former Soviet Union educational values of the school leavers seem to
have changed as less than 50% continued their education after obtaining their university
entrance qualifications.
Group 1 (after Group 5, - the female retirement age) shows the highest number of
unemployed people (19%), 38% were in unskilled occupations, with 6% professionals (all
women).
In group 2 only half of the graduates were professional, but in group 3, one fifth were
professional. The remaining respondents were clerical or unskilled workers.
Irrespective of age, education or employment, most of the sample earned between $200 and
$500 per month, and the two highest earners were men in the 35-44 years group (7%), and
women in the 45-54 years group (26%).
Table 1 shows the impact on attitudes to education and the inability of the Soviet educated
population to benefit from their qualifications effectively in the job market.
Most western consumer goods are more expensive in Moscow than in western countries.
With average salaries less than $500 and property prices in Moscow high with a one room
flat (in 1998) costing around $40 000, disposable income is low.
Part 2: The consumer is always right

On the ‘customer rights’ issues Figure 2 shows statistically significant differences between
genders. Using a Likert-type scale, 29% men ‘strongly agreed’, and 41% ‘agreed’ that a
‘customer is always right’, while 27% women ‘agreed’, and 51% ‘disagreed’ that customer
is always right.
Table 2. The Consumer is always right
Age Groups

Strongly Agree

Agree

Don't Know

Disagree

(years)

F
%

M
%

F
%

20-24 (n=16)

-

13

25-34 (n=22)

-

35-44 (n=16)
45-54 (n=18)

Strongly Disagree

M
%

F
%

M
%

F
%

M
%

F
%

M*
%

-

50

13

13

63

25

25

-

27

36

45

-

9

64

18

-

-

-

25

38

38

13

-

38

38

13

-

8

67

33

17

8

-

42

17

8

-

55 + (n=7)

-

-

17

100

33

-

50

-

-

-

WG** (n=79)

2

29

27

41

11

6

51

23

9

-

* there is an equal distribution in groups between women and men except the 45-54 years group (F=12 and M=6), and 55+ years group
(F=6, M=1) ** whole group

Table 2 shows the distribution between gender and age groups. Disregarding Group 5, the
highest scores for a ‘Strongly Agree’ category was group 4 (67%). Equally high scores were
in the ‘Disagree’ category for women group 2 (64%) were closely followed by group 1
(63%).
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Figure 2: Customer is Always Right
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Figure 2 illustrates the gender attitudinal differences for the whole group. Multivariate Anova
was used to evaluate the level of variability between and within groups for a number of
dimensions: ‘Customer is always right’, ‘Complained about a product/service’, ‘response to
the complaint’, ‘did you go there again?’ and ‘why?’.
Groups for the purpose of statistical analysis were varied according gender, age, education
and income. The only statistically significant results (F=3.089, s.s. at p<.05) were obtained
for the gender variable and ‘the customer is always right’ variable.
Figure 3: Complained About Service or
Product

Don't
Remember

No

Yes
Whole Group (n=79)
0

20

40
%

60

Male (n=34)
Female (n=45)

Figure 3 suggests that men strongly believed in customer rights, with the scores for the
male/female/whole groups on the ‘complained’ dimension almost identical, but slightly more
men ‘forgot’ if they had ever complained about goods or services. All respondents reported
that initial reaction complaint was rudeness, but was eventually positively resolved.
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Figure 4: Went There Again?
45
40
35

%

30
25
20
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15
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10
5
Don't
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Yes

0

Whole Group
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Figure 4 illustrates that dissatisfaction with a product/service was high but 42% women
reported that their behaviour was not affected since they returned. Some respondents
indicated that they did not recollect a repeat visit. The whole sample (including ‘don’t know’
category) when asked ‘Why they went there again?’ reported that convenience and a lack of
alternatives were main reasons.
Figure 5: Do Manufacturers and Service
Providers Care About Customers?
(n=79)
Don't Know
35%

Ow n Problems
24%

No Competition
41%

Figure 5 summarises responses to ‘how in their experience manufacturers/service providers
react to customer complaints’, ‘if their attitude is justified’ and ‘how would they explain the
manufacturer/service provider’ attitude’. 41% reported that lack of competition allows goods
and services to be offered on a ‘take-it-or-leave-it’ premise, 24% believed that manufacturers
had enough problems without worrying about customers, and 34% did not have an opinion.
Multiple regression was used to evaluate the results, but no relationships were found to be
statistically significant. This reflects uniformity rather than variability within and between
groups in the sample.
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Discussion
The first hypothesis predicted that young Russians would be clearer about their customer
rights. This was not borne out by the results as there were no statistically significant
differences between age groups.
The second hypothesis predicted that Russian men would not be particularly aware about
consumer issues, since generally they have not been involved in running homes. This was
refuted, men as strongly agreed that consumers are always right. However, even where
consumer choice does exist, this may not be reflected by having realistic or economic
choices, Although 16% of women did change their service provider it for most consumers
alternative shopping opportunities are not practical.
Hypothesis 3 predicted that ‘attitudinal’ questions would yield evasive answers, and this was
clearly indicated showing that 49% of the sample (51% women and 47% men) did not
remember if they had ever complained, 35% (42% women and 26% men) did not recollect if
they had continued to use the same outlet subsequent to complaint, and although 41%
believed that lack of competition gives rise to manufacturers’ indifference to customer
complaints, 35% did not know, or declined to answer if this indifference was justified. There
were no statistically significant variances between groups.
Hypothesis 4 was clearly not refuted. Although Russia is a large and potentially attractive
market to Western manufacturers and services providers, it is remote from the generally
understood concept of a ‘consumer society’ as the industrialised world understands. Welsh
(1996) suggested that companies in the industrialised West usually approach complaints with
some speed and openness, without assuming whether the customer is either right or wrong,
unlike our respondents.
Although the sample was small the researchers note that their findings would seem to closely
resemble the work of others in this area with Russian companies and consumers far removed
from the western level of consumer-orientated development. Nevertheless despite the recent
economic and political changes in Russia there seems to have been minimal effect on
consumer behaviour by average Russian shoppers and thus emergent businesses must expect
to adapt appropriate consumer marketing tools rather than rely too much on Western
consumer marketing practices.

13

Management Research Centre 1999

Has the Russian Comsumers' Attitude Changed in Recent Years?
_________________________________________________________________________________________

References
Abel, R., Festiner, W. F. & Sarat, A. (1981) The Emergence and Transformation of Disputes: naming, blaming
and claming Law and Society Review 15(3/4) pp. 631-654.
Adamson, I. (1991) Final Report on the Role of Modern IT in Management Teaching in Poland’s Institutes of
HE Report to TEMPUS, Brussels.
Adamson, I. (1997) Management Teaching and Learning: transferring management ‘know-how’ to Russia
Journal of European Business Education 6(2) pp. 17-33.
Best, A. & Andreason, A. R. (1977) Consumer Responses to Unsatisfactory Purchases: a survey of perceiving
defects, voicing complaints, and obtaining redress British Journal of Law and Society 11 pp. 701-742.
Brown, S. (1994) Marketing as Multiplex: screening postmodernism European Journal of Marketing 28(8/9)
pp. 27-51.
Conlon, D. E. & Murray, N. M. (1996) Customer Perceptions of Corporate Responses to Product Complaints:
the role of explanations Academy of Management Journal 39(4) pp. 1040-1058.
Crouch, S. & Housden, M. (1998) Marketing Research for Managers Oxford: Butterworth-Heinnemann.
Gabbott, M. & Hogg, G. (1998) Consumers and Services Chichester: Wiley.
Meek, J. (1998) Russia’s rouble panic may lead to a comeback for the iron Curtain The Observer16th August.
Mellow, C. (1997) Russia’s Robber Barons Fortune March.
Phillips, L. W., Chang, D. R., & Buell, R. D. (1983) Product Quality, Cost Position, and Business Performance
Journal of Marketing 47(2) pp. 26-43.
Pistrui, J. (1997) Retail Customer Service in Transforming Economies: a Czech and Slovak perspective, In: J.
Ribera & J. Prats (Eds) Managing Service Operations Proceedings of the European Operations Management
Association Conference, University of Navara, Barcelona.
Salmi, A. (1996) Russian Networks in Transition: implications for managers Industrial Marketing Management
25(1) pp. 37-45.
The European (1998) Making Markets Work, Editorial 17th-23rd August.
Weber, M. (1930) The Protestant Ethic and the Spirit of Capitalism, London: George Allen & Unwin.
Welch, P. (1996) AG companies address and settle customer complaints Agricultural Marketing 34(7) pp. 1821.
Yanowitch, M. (1979) Soviet Work Attitudes: the issue of participation in management Oxford: Martin
Robertson.

14

Management Research Centre 1999

Has the Russian Comsumers' Attitude Changed in Recent Years?
_________________________________________________________________________________________

Working Papers Series - previously published
September 1996
• WP001/96

Size Isn't Everything: some lessons about union size and structure from the National Union of Lock and Metal Workers

John Black, Anne-Marie Greene & Peter Ackers

• WP002/96

Development of Performance Models for Co-operative Information Systems in an Organisational Context

John Hassall

• WP003/96

The Strategic Process in Local Government: review and extended bibliography

Les Worrall, Chris Collinge & Tony Bill

• WP004/96

A Commentary on Regional Labour Market Skills and Training Issues from the Price Waterhouse West Midlands Business Survey

Les Worrall

• WP005/96

Aspirations and Expectations in a Russian Business School: the case of a joint UK/Russian management diploma

Kate Gilbert

• WP006/96

Defining a Methodological Framework: a commentary on the process

Christina Goulding

February 1997
• WP001/97

Developing a Psychometric Personality Instrument for Sales Staff Selection

Pete Jones

• WP002/97

The Process of Management: the case of the football manager

Bob Perry & Gron Davies

• WP003/97

In Bed with Management: Trade Union involvement in an age of HRM

John Black & Darren McCabe

• WP004/97

Select classified bibliography of texts and resources relevant to management development in Russia and the former Soviet Union

Nigel Holden & Kate Gilbert

• WP005/97

Using heuristics to make judgements about the performance of small and medium sized businesses (SMEs)? Can we develop an
improved tool to diagnose the likelihood of SME success?

Kevin Mole

• WP006/97

Making Environmental Management Count: Baxter International's environmental financial statement

Martin Bennett & Peter James

• WP007/97

Quality in Higher Education: the problem and a solution

Brian Kemp & Viv Sullivan

• WP008/97

The Political Economy of Global Environmental Issues and the World Bank

David Law

• WP009/97

Some Thoughts on the Priority-Budget Alignment Process in Local Government

Les Worrall & Tony Bill

• WP010/97

The Writings of Peter F Drucker: a review and personal appreciation

Peter Starbuck

• WP011/97

The impact of visionary leadership and strategic research-led OD interventions on management culture in a public sector
organisation

Bob Hamlin, Margaret Reidy & Jim Stewart

September 1997
• WP012/97

Learning from Business Studies Students: issues raised by a survey of attitudes and perceptions related to independence in
learning

Gillian Lyons

• WP013/97

A Review of the Black Country Economy and Labour Market from the Price Waterhouse West Midlands Business Surveys: 19941997

Les Worrall

• WP014/97

Director of Football: cosmetic labelling or a sea-change? The football managers formal job role

Bob Perry & Gron Davies

• WP015/97

Training Russian Management Trainers: the role of a Western aid project

Elena Gorlenko & Kate Gilbert

• WP016/97

The Demise of Collectivism: implications for social partnership

John Black, Anne-Marie Green & Peter Ackers

• WP017/97

Geographical Information Systems and Public Policy: a review

Les Worrall & Derek Bond

• WP019/97

Towards a Theory of Cirriculum Choice for Undergraduate Accounting Courses in Britain

Glenn Richer

• WP020/97

Export Performance and the use of Customer's Language

Guillermo Murcia-Bedoya & Colin Wright

• WP021/97

How can Management Accounting Serve Sustainability? New Findings and Insights from a Bench-Marking Study

Martin Bennett & Peter James

• WP022/97

An Investigation of Information Systems Methodologies, Tools and Techniques

Gurmak Singh & Ian Allison

• WP023/97

Developing a Fuzzy Approach to the Measurement of Organisational Effectiveness: a local government perspective

John Hassall & Les Worrall

• WP024/97

Making use of motivational distortion in a personality questionnaire for sales staff selection

Pete Jones & Steve Poppleton

15

Management Research Centre 1999

Has the Russian Comsumers' Attitude Changed in Recent Years?
_________________________________________________________________________________________

February 1998
• WP001/98

Western Intervention in Accounting Education in Russia: an investigation

• WP002/98

Managing Strategy, Performance and Information

Les Worrall

• WP003/98

Assessing the Performance of SMEs: rules of thumb used by professional business advisors

Kevin Mole & John Hassall

• WP004/98

Economac Case Study: Baxter healthcare, Irish manufacturing operations

Martin Bennett & Peter James

• WP005/98

Economac Case Study: Xerox Ltd

Martin Bennett & Peter James

• WP006/98

Economac Case Study: Zeneca

Martin Bennett & Peter James

• WP007/98

Tools for Evaluating the Whole Life Environmental Performance of Products

Martin Bennett, Andy Hughes & Peter James

• WP008/98

Demographic Influences on Purchase Decision-Making Within UK Households

Chris Cooper

• WP009/98

From Mentoring to Partnership: joint efforts in building a Russian management training infrastructure

Elena Gorlenko

• WP010/98

The Purpose of Management Development: establishing a basis to compare different approaches

Tony Bate

• WP011/98

Evaluating Information Systems Using Fuzzy Measures

John Hassall

Glenn Richer & Roger Pinkney

September 1998
• WP012/98

Measuring the Effectiveness of Information Technology Management: a comparative study of six UK local authorities

Les Worrall, Dan Remenyi & Arthur Money

• WP013/98

The Effect on International Competitiveness of Differing Labour Standards in the Textile Industry of the NIS and the EU

Kenneth Walsh & Valerie Leonard

• WP014/98

The Effect on International Competitiveness of Differing Labour Standards in the Steel Industries of the NIS and the EU

Kenneth Walsh & Valerie Leonard

• WP015/98

The Effect on International Competitiveness of Differing Labour Standards in the Fertiliser Industries of the NIS and the EU

Kenneth Walsh & Valerie Leonard

• WP016/98

Causal maps of information technology and information systems

Gurmak Singh

• WP017/98

The Perceptions of Public and Private Sector Managers: a comparison

Les Worrall & Cary L. Cooper

• WP018/98

Information Systems to Support Choice: a philosophical and phenomenological exploration

John Hassall

• WP019/98

Managers' perceptions of their organisation: an application of correspondence analysis

Les Worrall & Cary L. Cooper

• WP020/98

Developing journal writing skills in undergraduates: the need for journal workshops

Chris Hockings

• WP023/98

The Russian Open Game

Kate Gilbert

• WP024/98

A Review of the Black Country and Labour Market from the Pricewaterhousecoopers West Midlands Business Survey 94-98

Les Worrall

June 1999
• WP001/99

Survivors of Redundancy: a justice perspective

Fiona Campbell

• WP002/99

Business Advice to Fast Growth Small Firms

Kevin Mole

• WP003/99

Intelligent Local Governance: a developing agenda

Les Worrall

• WP004/99

Curriculum Planning with 'Learning Outcomes': a theoretical perspective

Brian Kemp

• WP005/99

Has the Russian Consumers' Attitude Changed in Recent Years?

Vivienne Sullivan & Ivana Adamson

• WP006/99

Grounded Theory: some reflections on paradigm, procedures and misconceptions

Christina Goulding

• WP007/99

There is Power in the Union: negotiating the employment relationship at two manufacturing plants

Anne-Marie Greene, Peter Ackers & John Black

• WP008/99

Management Skills Development: the current position and the future agenda

Les Worrall & Cary Cooper

• WP009/99

Marketing the Capabilities in SME's in the West Midlands

Chris Cooper & Robert Harris

• WP010/99

Approaches to Management Development: the domain of information management

Tony Bate

16

Management Research Centre 1999

Has the Russian Comsumers' Attitude Changed in Recent Years?
_________________________________________________________________________________________

17

Management Research Centre 1999

