Outline of Corrections to thesis
Outlined below are the changes made to the thesis. The pages referenced relate to the pages in the revised submission. Overall, the new sections, Tables and Figures have been updated in the various applicable sections of the revised version.
Chapter Two

p.18 - Brief synopsis of the chapter

p.22 – Section 2.3 heading

p.26 - Table 2.2 heading and references in the Table

p.29 – References for Figures 2.3 and 2.4

p.33 – Section 2.5: line 6 (McLeod reference); Section 2.5.1 heading.

p.34 – Section 2.5.2 heading + Wilson reference

p.35 – Section 2.5.3 heading, Table 2.3: Joergensen 1998 reference
p.36 – Section 2.5.4 heading and last paragraph

p.37 – Table 2.4: references in columns 1, 2 and 4, Source: Author; Boxes C and D 

            repositioned to match the order in Table 2.4

p.40 – The last three paragraphs
p.59 – The last paragraph.
Chapter Three

p.61 – 2nd paragraph – cultural + Mills & Tsamenyi (2000, p.257-8)
p.62 – First line – Le Meunier-FitzHugh & Lane 2009; 4th line – Kotler et al, 2006; 

           Table 3.1 – references organised, CFI changed to CFIn.

p.63 – 3rd paragraph, 1st line – ‘the’ added; justification of antecedent mix (Section 
           3.2) now in p. 63. It was moved from old p. 64.
P.64-66 – Table 3.2 sorted, including referencing issues
p.68 – footnote reference sorted. Body of text referencing sorted too.
p.70 – 3rd paragraph: sentence (Recent studies …………) added

p.71 – reference issues in Table 3.4 sorted
p.72 – last line before Section 3.4 added

p.73 – reference issues in Table 3.6 sorted

p.74 – reference issues in Table 3.7 sorted

p.76 – last sentence before Section 3.4.2 added; Section 3.4.2: last reference in 1st
           paragraph added

p.77 – Table 3.9: reference issues sorted, CFI related issues also sorted

P.78-79 – Table 3.10 sorted; Section 3.4.2.1: line 8-9 2 references added

p.80 – Last sentence before Section 3.4.2.2 added; Last sentence in the page added

p.82 – The details before Section 3.4.2.4 are 90% additions

p.84 - Last sentence before Section 3.4.2.5 added

p.86 – Last sentence in the page added; Table 3.11 sorted. Barker, 2008 added.
p.87 – Line 4: new reference (Kotler et al, 2006) added

p.88 - Last sentence in the penultimate paragraph added

p.89 – Table 3.12 sorted; Sentence after Table 3.12 and before Section 3.6 added

p.90-93 – some little changes were made to Sections 3.6 and 3.7. These are in 

             relation to the Sections 5.5.1.9 and 5.5.1.10 in Chapter 5

p.92 – Table 3.13 sorted

p. 93-95 – premise of the Chapter summarised in page 93. Section 3.8 (Justifying the grounding of antecedents on R&D/Marketing integration literature) added.
p.96-97– All highlighted details added

Chapter Four

p. 99-101 – Changes to Section 4.2. Also, Table 4.1 sorted. Minor changes to Section 4.3 in p. 101
p.105 – Last sentence in p. 105 added

p.108 – Changes in the penultimate and last paragraphs of this page.
p.109 – Major modifications in this page.
p.110-113 – Highlighted literature (including references) added in these pages.
p.115-116 – For the target of connecting to Chapter 3 as well as Chapter 5, major changes have been made in these pages.
Chapter Five

p.117 – changes have been made to the synopsis of the chapter
p.118-120 – Reference issus sorted in p. 118. CFI changed to CFIn in all pages. Table 5.1 also sorted.

p. 123 - A new reference (Le Meunier-FitzHugh & Lane, 2009) has been added to the 
             last line before the penultimate paragraph

p.123-124 – CFIn related changes in these pages.
p.125 – Reference additions (Le Meunier-FitzHugh & Piercy, 2007; Le Meunier-FitzHugh & Lane, 2009) added; footnote sorted.
p.126 – 1st paragraph: last sentence added; 2nd paragraph reference to Figures and 

              Tables made; last two paragraphs added

p.126-127 – Section 5.5 added

p.128 – Section 5.5.1 added; Section 5.5.1.1, transported from old Chapter 3, has been

             modified

P.128-140 – Context transported from old chapter 3. To align to theoretical premise in
              the new chapter 3, modifications (textual and contextual enhancement) were 

              made

p.140-146 – Transported from old chapter 3. Core changes have been highlighted.
p.146-152 – Section 5.6 and subsections have been transported from old chapter 6. Very minor changes made.
p.153-155 – Tables 5.2 and 5.3 are added; The texts (in Section 5.7 added.
p.156 – First sentence (continuation of sentence in p. 155) in this page added

p.157 – Penultimate and last paragraphs added; last paragraph – chapter reference changed

Chapter Six

p.158 – Brief synopsis added. Changes to the Figure in this page (The research chronology: Chapters and contents) – changes to the C5, C6 and C7 boxes.
p.160 – First 2 lines slightly modified

P.169 – Given change in Table 6.3 (see below – p.174), 92.31% has replaced 100% in line 1. Also, reference changes in this page.
p.170 – ‘and explanation’ added to line 5

p.172 – ‘way’ replaces ‘wise’ in the last line. Also reference issues sorted.
p.173 – CFI changed to CFIn

p.174 – Table 6.3: Four new references (the last four) are added.
p.176 – reference issues sorted.

p.177 - reference issues sorted.

p.179 - reference issues sorted.

p.180 - reference issues sorted. Penultimate paragraph modified.

p.181 - reference issues sorted. Also, grammar issues sorted. Also, Section 6.10.1 (Enhancing Response Rate: Further Steps taken) added.

p.182-184 – Sections 6.10.1.1 (Further Techniques used to enhance RR) and 6.10.1.2 (Overall RR and Reasons for Low Response) added. While these sections have been added, as advised in the recommendation, the contents largely existed in the old document (same chapter).
p.186 – Table 6.5: two new references (17 & 18) added.
p.187 – Bullet point ‘c’ is added
p.188 – Table 6.7: Total (320, not 300); Table 6.8 (Accounting: 45 not 35).

p.189 – Section 6.12 (Analysing the data) has been revised. 
p.189 - 190 – The structural equation model has been transported from old page 95 (Figure 6.3) and old page 117 (Figure 6.4). Minor changes were made to the text to connect to applicable sections in chapters 3, 4 and 5.
p.191 – References to SEM Figures and Sections were corrected.
p.192-195 – Reference issues sorted.

p.196 – Reference made to Table 5.2 in the last line of the penultimate paragraph.

p.197-198 – Reference issues sorted.

p.203 – Reference issues sorted.

p.204-205 – Changes in the texts to reflect changes in the chapter.

Chapter Seven

p.206 – chapter heading changed; Section 7.1 largely revised to reflect change in the Chapter.
p.207 – point (a) added; references to hypotheses Tables added. Also, page references sorted.
p.207-215 - Sections 7.2.1 to 7.2.1.2 have been transported from old chapter 6 (p.168-177).
p.216-234 – Sections 7.3 to 7.3.3.10 have been transported from old chapter 6 (p.188-206).

p.235 – last sentence (para1) added to flag Structural eqn. model emphasis in chapter 7

p.238 – last sentence of paragraph 1 added

p.239 – Section 7.7.2, lines 4-5: sentence concerning scientific criteria added

p.266 – lines 6-10 in this page are added to explain the use of 75 dyads.
Chapter Eight

p.283 – Chapter synopsis added.

p.284 – Reference issues sorted.

p.285 – Chapter references in Table 8.1 modified.

p.288-289 – Reference issues sorted.

p.292-293 – Reference issues sorted.

p.307 – Reference issues sorted.

p.309-310 – Reference issues sorted.

p.355 – Last paragraph in this page added.

p.356 – First paragraph in this page added.

Chapter Nine

p.358 – Chapter synopsis added.

p.372 – Reference issues sorted.

p.373 – The last four lines (Para. 1) and the penultimate paragraph added.
p.383 – Reference issues sorted.
In addition to the above chapter-listed corrections, highlighted reference issues have been addressed: Quotations have been referenced with page numbers (see pages, 1,2,5,6,11,19,27,34,42,51,61,68,70,114,115,172,179, and others in the highlighted chapter corrections). Also, in that connection, all page referencing are done using the (p. xx) format in the whole document.

Additional to the above chapter-wise highlighted corrections; the undertaken corrections are further flagged below, pinpointing clearly the corrections in relation to the core points raised in the resubmission requirement. This is done by first specifying the recommended correction, and thereafter the effected correction is explained:

The main summarised requirement 1: 
The highlighted concerns have been addressed thus: First, literature was simplified, separating the Literature Review Chapters from the Conceptual Framework. Chapters 2, 3 and 4 have been restructured, towards highlighting core literature for each focus and ensuring flow. In this connection, amongst others (see the chapter-wise points and respective points on the Detailed Recommendation below), the justification of Antecedents mix (Section 3.2) now appears in p. 63). Also, the individual constructs have been modified, transporting some literature to Chapter 5 to justify hypotheses. The theoretical groundings of the construct were also enhanced (e.g., inter alia, Communication – “Recent study of sales-marketing collaboration ( Le Meunier-FitzHugh & Piercy, 2007) lend support to this empirical contention: they note that, “to improve the relationship between sales and marketing, senior managers need to …, create effective communication, …....” (p. 952)” in page 70; Reward - “In recent studies, Chimhanzi (2004) found mixed evidence across the dimensions of integration: (ns for connectedness, but positively significant for interpersonal communication [p < 0.01] and written communication frequency [p < 0.05] dimensions, while Dewsnap and Jobber (2004) suggest insignificance. In a more recent study, Le Meunier-FitzHugh and Piercy (2007), conceptualising joint rewards as facilitator, followed popular interface literature (Dewsnap & Jobber, 2000; Rouzies et al, 2005; Kotler et al, 2006) and expected collaboration between sales-marketing to be improved through alignment of rewards. Empirically, combining three case studies and a review of literature, the study found “very limited support for the proposition” (p. 951)” in pages 81 and 82).
Also, the strategic marketing and Accounting/marketing literature has been enhanced, and hypotheses-based contents have been moved to Chapter 5. Also, sentences were added to connect the sections and ensure flow, for example, see pages 40, 59 and 93-95.

Chapter 5 thus, extending the focus in Chapters 1 to 4, is geared towards justifying external validity and advancing the research concern. The placement of the proposed research framework in the broad CFR research domain is explained, highlighting a number of previous researches, which this study tapped from, in alignment with the core focus of this research, in the configuration of the framework. Also, in this chapter, the rationale for the pattern of parsimonious conceptualisation adopted in this study is explained. In this chapter too, the hypotheses for the two dependent variable groups are specified. 
Further steps taken in relation to the above highlighted corrections are flagged in the applicable explained corrections undertaken in response to the detailed recommendations (presented below).
The main summarised requirement 2:

This issue has been addressed. The scales reliability and validation (Section 6.13.2.2 in the old document) has been moved to chapter 7 (now titled: Data Analysis 1: Assessment of Measures and Measurement Model). In the new document, the reliability statistics of measures are presented in Section and subsections of 7.2.1, while the descriptive Statistics for the Measures (Section 6.14 of old document) are presented in Section and subsections of 7.3.
Following logical order requirement, the new document is arranged thus:

Chapter 1: Introduction

Chapter 2: The Accounting/Marketing Interface: Problems and Conceptualisation of Integration
Chapter 3: The Antecedents of Accounting/Marketing Integration

Chapter 4: Strategic Marketing and Accounting/Marketing Integration

Chapter 5: The Conceptual Framework and Hypotheses

Chapter 6: Research Methodology
Chapter 7: Data Analysis 1: Assessment of Measures and Measurement Model

Chapter 8: Data Analysis 2: Assessment of Structural Model and Discussion of Findings

Chapter 9: Conclusions

Detailed recommended changes to the thesis:

Table of contents should have chapter numbers and 10 and 11 removed since they are not chapters

Chapter numbers 10 and 11 have been removed (see page x).
The list of acronyms has duplication such as CFI comparative fit index and cross-functional integration

CFI (Cross-functional Integration) has been changed to CFIn in The List of Acronyms (see p. xiii-xiv) and in the whole document.

Page 1: 3rd paragraph needs shorter sentences and re-phrased

This issue has been addressed, and the new paragraph reads thus: “In the marketing concept lens, the customer is central and organisations meet objectives by discovering and staying in touch with, and satisfying their customers needs (Graham, 1993). To achieve this marketing concept focus, organisations must embrace the all-inclusive view of marketing (Kotler & Levy (op. cit.)). While this approach is critical, its efficacy hinges largely on its utility in combating environmental complexities. A prominent theme explaining why managing and achieving organisational targets have become extremely difficult nowadays is complexity (Größler et al, 2006). Typical complexity factors include, amongst others, increased intra-industry competition, substitution between industries, changed expectations of customers and other stakeholders (op. cit.). Such complexities “have increased dramatically over the last years” (Größler et al, p. 254), causing increase in the problems of making effective decisions and of designing sound policies within organisations (Dörner, 1996; Rabin, 1998; Größler et al, 2006).”

Page 3: Paragraphs 2 and 4 appear contradictory. Subsequently ‘AMI is largely unexplored’ add empirically

Issue addressed. The word ‘empirically’ added in page 3.
Page 4: last line of paragraph 1 not colon

Issue addressed.

Page 5: Black et al, 1998 not in references. This is one of a large number of omitted references which must be corrected

The flagged missing reference (Black et al, 1998) and other numerous references have been added to the reference list (see updated References list).

Page 6: footnote, last line, Downie is 1997 or new reference required?

Footnote reference issue addressed - Downie (1997).

Page 7: Last line Kahn & Mentzer needs page number. Also, footnote 4 What is backlush costing?

Kahn & Mentzer reference issue sorted. Also, footnote 4 revised (now backflush costing).

Page 8: Line 5 Kenneth Moelberg, 1998 is inconsistent referencing style and not in references

Reference revised to read (Joergensen, 1998).

Page 11: Last line should read 38 not 28

This has been revised to 38.

Page 12: 3rd line of quote ends with word(s) missing. “nd line of 3rd paragraph Gupta reference a or b? The boxed aim at the foot of the page is a modification from the title. Is this a subtle change or intended? Please explain

Issue sorted, see quotation in page 12. Reference revised to Gupta et al, 1985a
The boxed aim has been revised, and reads thus: “The aim of this study is to explore accounting-marketing integration, its dimensions, antecedents and the strategic marketing evidence in Financial Services Organizations.”
Page 13: Suggest a to f are numbers with indents

Revised as advised (see page 13)

Page 20: Sub-heading 2.3 should read either ‘Problems with accounting/marketing integration’ or ‘Problems at the accounting/marketing interface’? 3rd line ‘recent support of continued existence’ of what?

Section 2.3 now titled “Problems at the Accounting/Marketing Interface. Also, 3rd line revised, and reads “Recent support of continued existence of problems in this interface is found in ……”

Page 24: 2nd paragraph line 3 remove semi-colon after ‘integrated’

Revised as advised (see page 25)

Page 25: Heading for table 2.2 remove ‘es’ from researches

Revised as advised (see page 26)

Pages 27 and 28: Figures 2.2, 2.3 and 2.4 have 3 different referencing styles

References revised as advised (see pages 28 and 29)

Page 31: CIM referencing style wrong

Reference issue sorted (see page 33)
Page 32: Sub-headings for 2.5.1, 2.5.2 and 2.5.3 have inconsistent use of capital letters.

Highlighted heading issues sorted for Sections 2.5.1 to 2.5.4
Pages 33 and 34: Correct references for Moelberg and insert source for table 2.4. Clarify link between parts 1 and 2 of table 2.4

Reference issue sorted. Reference now reads Joergensen (1998). Also, on same page (35), footnote references have been sorted. Further more, the source of Table 2.4 has been stated, as well as specifying the link between the parts of Table 2.4 (“Table 2.4 below adds support to the theoretical arguments explained in Sections 2.5.1 to 2.5.4. In that connection too, boxes a to d, each for the individual theoretical context highlighted in Table 2.4 and sections 2.5.1 to 2.5.4, are used to summarise further organisational arguments for integration.”).
Page 35: footnote 14 insert page number

Reference issue sorted (Doyle (1994, p. 7))

Page 39: 2.7 Introduction to Part B but there has been no signpost to Part A? Does this link to Figure 2.1 on page 20?

To signpost Part A, these details were added in page 40 (“Functional specialisation and resource interdependencies increase the need for cross-border coordination (Holtbrugge, 2005). Integration is indeed a means to an end; this end however depends on the effectiveness of the interface (see Figure 2.1 in p. 21) between departments. For effective interface, all integration dimensions are important and must be considered to ensure maximisation of integration synergies.

Given that synergistic logic, this study posits composite integration, one that will enhance broad understanding of integration, enable theory and increase awareness among practitioners. For the composite integration realm in this study, part A (summarised in Figure 2.5) highlighted the concept of interface, the characteristic problems in the accounting/marketing interface, the drivers of integration, as well the integration perspectives in previous studies. Next, part B elaborates the integration conceptualisation for this study.”

Page 57: Please explain the connection between Figure 2. 6 and Figure 2.5 on page 37 at this point.

This has been done: “Figure 2.6 extends the background in Figure 2.5. Figure 2.6 summarises the integration conceptualisation for this study, reflecting the three dimensions of information sharing, unified effort and involvement, as already mentioned in part A. In the dimensional conceptualisations, parameters were prioritised taking into consideration the impasse issues flagged in Figure 2.5 on the one hand, and empirical precedence on the other, towards ensuring effective interface.”(see page 59).
Page 58: Box headed brief synopsis of the chapter. Please use/do not use this technique for every chapter. Do noy use it for some but not others. Last line insert ‘to’ after critical.

This issue has been addressed (see pages 1, 18, 60, 98, 117, 150, 207, 284, and 359).
Last line in page 60 “to” added.
Page 59: line 1 table 3.1. 1st Line, paragraph 2 cultural not culture

Recommended changes effected (see page): “Exploring cultural differences and knowledge gap existence in the accounting-marketing interface, Mills and Tsamenyi (2000, p.257-8) commented as follows:”
Page 60 suggest the bullet points from page 64 are inserted here before the tables. Also, tables are riddled with inconsistent referencing style which is unacceptable. Please make clearer the use of asterisk to represent chosen variables

All flagged issues addressed (see page 62).
Page 61: 3rd paragraph insert ‘the’ before same

The word “the” inserted (see page 63).
Page 65: line 3 remove colon

Highlighted issues addressed (see page 67).
Page 72: line 3 in box change ‘an’ to and. Where is footnote 31 in text?

The word “an” changed to “and”. Footnote 31 is in Table 3.7, Row 4, Column 4 (“This result1 is surprising.”. Both issues are found in page 74.

1 This result is contrary to the position in Moenaert & Souder (1990) which argues that the clarification of roles and responsibilities can enhance the flow of information between R&D and marketing and increase the probability that such information will be favourably received.
Page 76: remove ‘some striking’ in table 3.9. Insert source of tables as original

“Empirical” replaces “some striking”. Source added to Tables 3.9 and 3.10 (see pages 77 & 78)
Pages 85 and 92: H7 and H9 are not very clear and need to be reworded. 

H7 and H9 have been reworded and now appear in chapter 5 (see pages 136 and 139, in that order)
Chapter 3 needs some rewriting and restructuring. It relies heavily on the R&D integration literature and the rationale for this, plus how marketing/accountancy integration is similar or different, is required. Figure 3.1 on page 94 needs to link back to the figures on pages 37 and 57 and some explanation to clarify the links between the theoretical framework from the literature, the research framework to emerge on page 123 and the SEM on page 95 is required.

Rewriting and restructuring of chapter 3 has been undertaken. Additional to the relevant points highlighted earlier under (The main summarised requirement 1), key steps taken to address issues flagged here, include:
a) Moving hypothesis based contents to chapter 5 (see Section and subsections of 5.5.1),
b) Enhancing the literature (all through the document) and sorting references issues,
c) Justifying reliance on R&D/Marketing integration literature. This is done as shown in page xx: “Overall, the premise in this chapter is grounded largely on R&D/Marketing integration literature. For this reason, prior to the conclusion of this chapter (see Section 3.9), the justification for this approach is explained in section 3.8.”. For further details on this justification, see Section 3.8 (Justifying Grounding of Antecedents on the R&D/Marketing Integration Literature) in pages 93 to 95.

d) Connecting and linking to chapters 2 (The Accounting/Marketing Interface: Problems and Conceptualisation of Integration), 4 (Strategic Marketing and Accounting/Marketing Integration) and 5 (The Conceptual Framework and Hypotheses). For the first target, see page 96 to 97: “This integrative theoretical framework offers ideal integrative lens to explore accounting/marketing vertical relationship. Figure 3.1, which has two core contexts, connects to Figures 2.6 and 2.5. Figure 3.1 proposes that communication gap, non - departmental proximity, departmental differences and organisational factors – structural (formalisation), management (top management support for integration, management encouragement of risk taking behaviour, reward system, decentralisation, role flexibility and participation) are antecedents of accounting/marketing integration (Figure 2.6) which draws on the theoretical premises in Figure 2.5.”
Linking to chapter 4 is achieved thus (see page 97): “Substantial literature, though mainly conceptual and anecdotal, suggests strategic marketing synergy, given effective accounting-marketing integration (see Sections 1.2, 4.1 & 4.2). To fill important theoretical void, this study also sensitizes strategic marketing process integration realm (see Chapter 4). In this connection, Figure 3.1 is transported unto Chapter 4 for the gauging of accounting/marketing integration at various stages of the strategic marketing process (see Figure 4.1).”
Connection to chapter 5 and chapter 6 (SEM) was explained thus (see page 97): “Further more, the context of Figure 3.1 is the Part A of the conceptual framework for the study summarised in Figure 5.1 and examined by the Structural Equation Model displayed in Figure 6.3. The hypothetical relationships for Figure 3.1 that was examined by the SEM (Figure 6.3) are defined in Section and sub-sections of 5.5.1.”
Concerning point d, further connections between the four contexts have been flagged in the relevant subsequent issues addressed.
Page 99: Social capital emerges completely ‘out of the blue’. If it is to be mentioned we need a rationale for its inclusion, explanation of what it is, defined it and what measures are appropriate?

Issue addressed. Sentence reconstructed and now reads: “Interpersonal compatibility is a core managerial tool for strategy implementation (c.f., Eisendhardt & Schoonhoven, 1996; Steier & Greenwood, 2000; Batjargal, 2003; Shipilov & Danis, 2006). Integration, which thrives on such operative mechanism (Shipilov & Danis, 2006) enables corporate success (Downie, 1997; Song, 1991; Parry & Song, 1993; Song et al, 1998; Zinkhan & Verbrugge, 2000; de Ruyter & Wetzels, 2000).”

Page 101: The explanation of the strategic marketing process is very thin with few references consulted and little empirical or theoretical support for its inclusion. This needs to be strengthened.

The explanation of the strategic marketing process and strategic marketing literature has been enhanced. For this target, amongst others, revisions include: 

“Accounting-marketing integration is critical to the economic prospects of organisations (de Ruyter & Wetzels, 2000), and needs to be explored; hence the Journal of Marketing Management (2006) calls for contributions on promoting improved accounting-marketing synergy. In subsequent years, this research call has gained increasingly (see Roslender & Wilson, 2008; Sidhu & Roberts, 2008).” in page 99,

“Essentially, advocates contend that, for a more market oriented focus, accounting-marketing integration is pertinent. Put in accounting literature terms, “to survive, a firm must continue to offer the cheapest way for consumers to obtain the desired bundle of attributes” (Langfield-Smith, 2008, p. 209), and organisations must align accounting and finance to other functions for this target (Bromwich, 1990). 
In the accounting literature, since its first mention by Simmonds (1981) in the UK professional magazine, Management Accounting (p. 12), there are increasing ‘persuasive arguments in favour’ (Langfield-Smith, 2008, p. 209) (e.g., Bromwich, 1990; Bromwich & Bhimani, 1994; Kaplan & Johnson, 1987; Miller & O’Leary, 1994; Roslender, 1996; Kaplan & Norton, 1992, 1996; Roslender & Hart, 2002a, 2002b, 2003; Shank, 2007; Anderson, 2007; Cadez & Guilding, 2007; Langfield-Smith, 2008; inter alia) of SMA or SCM (across the Atlantic).
On the premise that there is need to shift from the redundant assumption of traditional form of management accounting (Bromwich & Bhimani, 1994), Roslender and Hart (2002a), building on Roslender (1996), provide a framework for integrating management accounting and marketing to advance the potential of SMA. Refocusing on Simmond’s (1981) formulation on the link between management accounting and marketing, they advocate the synergistic spectrum for accounting-marketing integration, and call for quantitative-based studies to advance on their work.” in pages 100 to 101,
“Using posture in connection to strategy, Stacey (1996, p. 5) notes that organisation strategy “is a picture of what it (posture) looks like, its shape and its capabilities”.” in page 105,

“According to Hooley et al (2004), strategy is concerned primarily with effectiveness, and effectiveness is 'doing the right things' (Drucker, 1974, cited in The CIM Handbook of Strategic Marketing, 2003, p. 4). For that effectiveness (Hooley et al, 2004), …….” in page 108, and

Further details are found in pages 109 to 113.
Like in chapter s, chapter 4 has been linked to chapters 3, 5 and 6 and of course to chapter 2 too, given the link between Figures 2.5, 2.6 and 3.1. These linkages are flagged in pages 114 (last sentence) to 116.
Page 117: Figure 4.2 needs explanation of the similarities and differences to Figure 3.2 on page 95.

The concerned Figure is now Figure 6.4 (see page 191). Additional to the applicable contents, concerning pages 114 to 116 (as mentioned above), linkage to Figure 3,2, which now appears as Figure 6.3 (see page 191), has been explained thus:

“Figure 5.1, the framework, presents the research context for this study, grounded on conceptual and empirical precedence. Based on literature, directional influences, in relation to the independent - dependent relationships have been hypothesised (see Table 5.2 and Table 5.3). 
The similarities and differences between Figures 3.1 and 4.1, as flagged in Section 4.6 apply here too. Thus, Figures 6.3 and 6.4 both reflect the same antecedents conceptualisation and three integration dimensions, but while the former explores ordinary integration connection, the latter examines strategic marketing stages integration connection.”
Page 118: Don’t really see the need for a separate chapter here but do see a need for clearer explanation of Figure 5.1 and the hypotheses.

Chapter 5 presents the research framework and defines the hypotheses for the study. Figure 5.1, which depicts the research framework for the study, is explained in Section 5.5. The hypotheses are explained in Section and subsections of 5.5.1 (for Figure 5.1 part A) and Section and subsections of 5.5.2 (for Figure 5.1 part B). The hypotheses are summarised in Table 5.2 (for Figure 5.1 Part A) and Table 5.3 (for Figure 5.1 part B). Both Tables are in page 147.

Page 143: last line ‘wise’ do you mean way?

The word ‘wise’ has been revised and now reads ‘way’ (see page 164).
Page 151: Please remove the word ‘randomly’ from line 3. Give a clearer explanation of how the 320 were selected from 1000 and how the 320 became 75 dyads? Last line ‘a pure’?

At this point I would suggest these are results not methodology. Please re-structure. Insert something on reasons for low response, what literature supports your approach and other techniques you employed to increase involvement of respondents. Again from page 188 onwards these are definitely results.

For the first group of flagged issues, the word ‘random’ has been removed, and the selection of 320 from 1000 firms has been explained (see page 180 to 181) thus: 
“Guided by the 5 criteria defined in Section 6.4.1, 1000 FSO’s were sampled from the ‘FAME’ database and FSA register for the actual survey. From the 1000 organisations, 320 were sampled, and the revised questionnaires were mailed to them. To achieve a research design that accurately identifies the independent – dependent relationships, following standard practice in reputable studies, the 320 organisations were selected from a heterogeneous target population (Hair et al, 2003, p. 305).

Overall, following the pattern in (Gupta et al, 1985 & 1986) selected companies, in addition to satisfying the criteria emphasised in Section 6.4.1, had yearly revenue of at least £10m (however in dollars for Gupta et al) and as in (Gupta et al, 1985 & 1986; Song & Parry, 1992; Parry & Song, 1993,) allocate about 5% thereof to strategic marketing efforts. Also, the companies must have at least 100 employees (Kahn, 20011). 
To sample the 320 companies, the following criteria were prioritised:
1). Ensuring a fair representation of each of the five financial services sectors explored in this study,
2). Confirmation (through phone) of a valid contact address of the company,
3). Following 1 and 2 above, numbers were allocated to the companies in each sector list. Subsequently, to achieve the sample for each sector (see Table 6.8), the companies, represented by numbers were picked, in no sequence or criteria.
1 Companies with greater than 100 employees would normally have a departmental structure comprising many individual departments.”
How the 320 became 75dyads is, as shown in page 183, explained as below
“After a data collection period stretching over 8months, 175 questionnaires were returned, and following missing data analysis, 162 (84 – marketing & 78 –accounting) were deemed eligible for further analysis. Overall, 75 dyads were found, that is, responses were received from both accounting and marketing departments of 75 participating companies, yielding 150 usable questionnaires. The other 12 usable questionnaires were unpaired and accounted for by 9 (marketing) and 3 (accounting).”
The Methodology Chapter has been restructured; statistical results (Reliability Statistics of Measures and Descriptive Statistics of the Measures) appear now in Chapter 7 (Section and subsections of 7.2.1 for the former and 7.3 for the latter).
The reasons for the low response rate have been explained in Section 6.10.1.2, while the techniques used to enhance response rate have been explained in Section 6.10.1.1.

Page 208: needs better signposting and suggest 1,2 and 3 are changed to 2, 3 and 1. 

Advised signposting has been undertaken (see page 206). Given recommended revisions, the introduction to chapter 7 has been modified, and reads thus:
“Using statistical approach explained in chapter 6, the emergent data was screened for reliability and validity evidence. These included descriptive analyses, preliminary check for correlation and estimation of Cronbach’s alpha. Also, exploratory and confirmatory factor analyses were undertaken, as well as testing the overall model fit. Apart from the latter (see Chapter 8), the statistical analyses findings are reported in this chapter. 
First, the reliability (mean, standard deviation and Cronbach's Alpha) results are explained in Section and sub-sections of 7.2. Noted in Froman (2000), reliability, as represented by consistency, is a necessary but not sufficient element of good measurement. A measure may be reliable but not valid (op. cit.). 
In this chapter therefore, the validity estimates for the measurement instrument are also presented. Further more, the steps for statistically examining and explaining the structural equation model introduced in Chapter 6, are explained here.
Following the statistical reliability results, the descriptive statistics for the measures are presented and explained in Section 7.3. Thereafter section 7.4 introduces the structural equation model steps while construct indicators correlation and other exploratory factor results are reported in Section and sub-sections of 7.7 and 7.9. The confirmatory factor results are reported in Section 7.13. 

This Chapter is presented under the following main headings:

a. Scales Reliability and Descriptive Statistics of Measures
b. Defining the Structural equation model (SEM)

c. Exploratory Factor Analyses (EFA)

d. Confirmatory factor analyses (CFA)”.

Four main headings are thus outlined for the chapter, as against three in the old version. In that connection too, the advised change to 2, 3 and 1 from the old 1, 2, and 3 was not implemented, given scientific justification (Kline, 1998). Section 7.4: “According to Kline (1998), the structural equation modeling process centres around two steps: validating the measurement model and fitting the structural model. While first stage involved measurement purification through exploratory and confirmatory analyses, stage two involved the assessment of the overall structural model. Stage one is addressed in this chapter while stage two is presented in chapter 8.” 

Positioning point (b) as above seems ok, given the fact that it introduces the structural modeling process, which commences with the use of CFA to validate EFA (both in Chapter 7), and subsequently examining the overall structural model fit (Chapter 8).
Page 211: Please explain last line ‘to justify exclusion’.

To address this issue, this section (7.7.1.1) was revised thus:
“Four measurement items were dropped from the 16 conceptualised integration measurement items. These items, highlighted in Table 7.22, were thoroughly screened using a 3-stage factor analyses process, to justify exclusion. Based on the conceptual premise for this study, a three integration factor was a priority. To achieve this target on the one hand, and maximum conceptual clarity (Nunnally, 1978) on the other, the three scientific benchmarks (see Section 7.6) were followed.
Scientifically, additional to the rationale explained in Section 7.9.1, the deletion of the 4-items was legitimatised on the following:

a. Item (*1) cross loaded significantly on F1 and F2 (see Table 7.22), and even in subsequent 3-factor extraction attempts,
b. The nearly significant cross loading of (*2) as in Table 7.22 above was also evident in further (PEFA) examinations. Compelled extraction of 3-factors did not clarify construct placement of this variable: though this variable loaded marginally below .4 benchmark (Cappelleri et al,2000) for F1 and F3, loadings were fairly close to that of F2,
c. For (*3), justification (2) above applies in all context,

d. Justified mainly on (PEFA) evidence, partly reported in Table 7.22, following thorough examination of overall statistical evidence, (*4) is dropped: though cross loading is minimal, examination of factor matrix indicates a highly significant negative power of this variable on F1. A 3-factor check, inclusive this variable, did not enable conceptual interpretation (Yang et al. 1992; Katsikeas, 1994).”
Page 213: Please explain line 2 ‘but failed’.

This has been explained (see page 240). Sentence now reads: “Numerous variations were explored to enhance the cumulative variance of the extracted factors, but failed, meaning the three scientific criteria (see Section 7.6) were not met.”
Page 239: Need to clarify sample of 162 versus 75 paired?

This has been addressed; see earlier explanation concerning the 320 selected firms and 75dyads.

The referencing is very poor. Over 30 references were missing from the bibliography and this is not a complete list. There are also many errors and the presentation is not consistent (e.g. use of and & and the use of first names/initials, and some odd months

All reference issues have been sorted in the whole document. References are presented in the format, for example, Joergensen, 1998 (for 1 author), Le Meunier-FitzHugh & Piercy, 2007 (for 2 authors) and Tzokas et al, 2004 (for 3 or more authos). Quotations have been referenced with page numbers (see, e.g., pages, 1,2,5,6,11,19,27,34,42,51,61,68,70,114,115,172,179, and others in the highlighted chapter corrections). Also, in that connection, all page referencing are done using the (p. xx) format in the whole document.
Updated references (see References below).
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