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ABSTRACT 

 

Product commercialisation since its introduction in 1995 at BRRI as a result of dwindling 

government subvention has not made the needed impact it deserved. This study therefore 

sought to assess the effect of organisational culture and organisational structure on product 

commercialisation behaviour at Building and Road Research Institute (BRRI).A sample 

size of hundred and five (105) staffs including management was selected and self- 

administered with questionnaire using non-probability sampling technique with emphasis 

convenient sampling. On organisational culture and  product commercialisation behaviour at 

BRRI showed that on an average the respondents did not agree that it received the needed 

attention it deserved at BRRI with t(101)= 51.442, and p< 0.05. Again the study revealed 

that management should get all employees to become committed to their work, feel a sense 

of ownership, and have input especially R&D and Marketing departments. The consistency 

trait gave out a t=38.750, df=101, (2-tailed) or the P-value<.000 and a mean difference of 

3.252 meaning that on an average most of the respondents did not agree that it received the 

needed attention it deserved. Therefore, BRRI should have a “strong” culture that is highly 

consistent, well coordinated and well integrated as far as organisational structure and 

product commercialisation behaviour is concerned. BRRI should pay attention to 

adaptability trait like organisational learning, scan their external environment well and 

respond to the ever-changing needs of its customers and other stakeholders, and be more 

proactive in dealing creating change and organisational learning issues. The study 

recommended that BRRI should build its internal capacities in machinery and equipments 

to address customer-oriented, innovation oriented and competitor-oriented behaviours.   
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CHAPTER ONE 

GENERAL INTRODUCTION 

 

1.0 Background of the Study 

The past three decades has seen the growth in the establishment of Research and 

Technology Organizations (RTOs) in many developing countries. Originally, these RTOs 

were mostly structured to function alongside other state-owned parastatals as fully 

government subsidised agencies. As such, they operated as state-controlled non-profit 

making agencies, mostly offering free products and services to Small and Medium 

Enterprises (SMEs). Starting from the mid 1980s, however, the orientation of these RTOs 

as fully subsidized government agencies started to change. Along this line of change, most 

of them experienced technological transformations in a bid to provide them with the 

capacity to start generating supplementary income to cater for the reduction in the level of 

government subsidy they receive to support their operations. The rationale behind the 

changed images of the RTOs is related to the fast-changing environment in most 

developing countries due to economic recession with capital taking a higher surplus of 

wealth. As it is noted in an Asian Development Bank (2001) report, the privatization of 

public sector enterprises in most developing countries has been a recurrent theme on the 

international development agenda since the early 1980s. Assistance for this purpose from 

international aid agencies has been cautious, placing priority first on supporting 

stabilization programmes and improving existing operational efficiencies. Assistance has 

also taken the form of technical and financial support for institutional strengthening, 

enhancing autonomy, and price reforms. The consequence of this was that most 
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governments in the developing countries were compelled by institutions6 such as the 

World Bank and other international donor agencies to pull back from their roles as the 

redistributors of income. This development led to key aspects of the economies of most 

developing countries being reformed to align with the free and competitive market 

economy paradigm. In this regard, as noted by Davis et al. (2000), the concept of 

enterprise was promoted in these developing economies and these were marked by the 

privatisation and deregulation of government agencies.  

The consequences of these reductions in subsidies were the emergence of continued 

pressure from governments for the RTOs to become self-income generating. This situation 

resulted in most developing countries making several efforts to improve the technology 

capacity of their RTOs. This was based on the conviction that the RTOs would possess the 

ability to provide effective services and products to potential clients, and hence be able to 

generate an equivalent income to compensate for the cuts in government‟s financial 

support to them. With this, the Council for Scientific and Industrial Research (CSIR) in 

Ghana was asked to commercialize, as a result of the significant reductions and future 

withdrawal of subvention they were receiving from the government. These efforts towards 

commercialization were in response to the government‟s pursuance of an economic 

recovery programme (based on the free market concept) in the mid 1990s based on the 

advices of both the World Bank and the International Monetary Fund.  

Product commercialization therefore is so important that currently many research and 

academic institutes have formalized commercializing technologies through offering 

consulting services and conducting research projects and the number of such consulting 

services centers is increasing by day in developed countries such that since 1980‟s until 
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now the number of technology transfer offices in America has increased from 25 to 200 

offices (Dilcher, 2002). 

According to Fetterhoff&Voelkel (2006), product commercialization is seen as the process 

that is recognized as playing a key in helping many institutions which hither to were 

dependent on the government for their subventions for almost everything that has to be 

done. There is the growing need for most organisations to become self reliant in terms of 

funding their own commercialization activities. It has become very necessary for 

stakeholders to pursue mind-set preparations to live up to the challenge in raising enough 

funds to supplement the subventions that comes from the government. 

 

The idea of commercialization by the Building and Road Research Institute (BRRI) under 

the Council for Scientific and Industrial Research (CSIR) started in 1995 as indicated in 

the 1995 strategic and Business Plan for the Institute which marked the first step towards 

conscious commercialization of activities in the Institute, with the dawn of 

commercialization of Scientific Research output in Ghana becoming a reality. The 

Institute‟s involvement in this process have given the end-users the rare opportunity of 

receiving a one stop shop of efficient services of all the core competencies needed for 

effective human settlement infrastructure development.  

In a dynamic business environment an effective commercialization process of innovation, 

meant to secure the survival of many businesses and to also provide benefits such as 

growth of turnover, higher profits and higher market share (Nevens et al. 1990). 

In Ghana many state institutions are encouraged to embark upon commercialization so that 

they can raise funding for their activities. In the case  of the Building and Road Research 
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Institute (BRRI) which is an appendage of CSIR is mandated to undertake research into all 

aspect of building and road design and construction industry to be more efficient safe and 

economical. Over the years the institute has geared its activities towards some guidelines 

for research commercialization under some critical conditions.  The efficiency and 

effectiveness of the operations of the public Sector research Institutes is noted to be the 

most important considerations to promoting Science and Technology. The problem 

associated with such institutions is varied, but significantly the lack of attention given to 

income generation to ensure the viability of these institutions is noted, with the CSIR, of 

which BRRI is one of its institutes, is no exception of this problem. 

To commence Product commercialization, the CSIR commissioned Messrs. John Young 

and Associates under CSIR-South Africa in September 14, 1994/95 to prepare Business 

Plan for BRRI‟sCommercialisation. In addition, a workshop organized by  the CSIR 

Scientists, Private Sector agencies, Policy makers and Commonwealth Partnership for 

technology Management(CPTM) on the subject of Research and Development 

Commercialisation. The CSIR Institutes of which BRRI is part, built on the broad 

guidelines establish to develop its Manual for Research commercialization. The report 

analyzed the strengths, weaknesses opportunities and threats facing the institute and also 

indicated areas, which might be capitalized on the drive towards commercialization. 

Finally, the BRRI undertook commercial activities in the past generating some revenue 

after the 1995 strategic and Business Plan for the Institute which marked the first step 

towards conscious commercialization of activities in the Institute, with the dawn of 

commercialization of Scientific Research output in Ghana. 
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According to Owusu-Adade J. & Ofiri-Attuahene J.B (2003), Commercialization in the 

BRRI therefore aimed at making the Institute to operate business-like and customer-

oriented services, and establish the marketing possibilities of the existing products and 

services for enhanced private and public sector performance in the building and road 

sectors.  

 

1.1 Problem Statement 

Globally, the importance of product commercialisation of research institutions activities 

havebeen widely recognized (Candell & Jaffe 1999) as a critical components for national 

development from innovations. Product commercialisation is one of the major contributors 

to the generation and sharing of knowledge for policy direction within the nation. 

Most often product commercialisation from research findings with Intellectual Properties 

that have commercial potential and numerous avenues for commercializing are however, 

often onlys mall percentages of the product commercialisation output get commercialized; 

most are treatedas just another academic exercise. Thus, the challenge is the drive of the 

researchers into commercializing their research products to ensure that their product 

commercialisation do notend up as publication of findings only, but rather flows 

continuously into commercialisation which requires the creation of commercialisation 

behaviours. One of the things that distinguishes one institution from the other is its culture 

and it is most attimes seen as one of the major constraints as managers‟ exercise their 

discretion in anorganization, Mullins (2006).  

In an institution where there is a strong culture, the workers or people within the institute 

are at liberty to share their views and values meant for the betterment of the institute and 
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also become an environment in which people thrive and learn. This strong culture again 

encourages transfer and sharing of knowledge through effective communication among 

members of the organisation leading to creativity and innovation. Organizational culture 

and organisational structure therefore plays a major role thus; management has to handle 

them properly towards its product Commercialisation (Ahmed, 2012). 

The Building and Road Research Institute since its inception of its product 

commercializationactivities in 1995, had been charged to raise enough revenue to 

supplement governmentsubventions, however, it has not been able to make the needed 

impact in fulfillment of thisrequirement. The declining trends in donor support underscore 

governments concern, for thegeneration of additional resources by state institutions where 

BRRI is not exempted to supplement the direct government funding. 

The study therefore sought to investigates how organisational cultural dimensions and 

Organisational structural dimensions affect product commercialisation behaviour in terms 

of competitor-oriented behaviours, Customer-oriented behaviours, Innovation-oriented 

behavioursand communication-oriented behaviours at the Building and Road Research 

Institute as a case study. 

 

1.2 Objective of the Study 

The main objective of this research is a case study of CSIR-BRRI conducted to understand 

and evaluate the effect of Organisational Culture and Organisational Structure on Product 

Commercialisation Behaviourat Building and Road Research Institute (BRRI) under the 

CSIR of Kumasi and to determine the way forward. This is based on the conviction that 

CSIR-BRRI possesses the ability to provide effective services and products to potential 
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clients, and hence should be able to generate an equivalent income to compensate for the 

cuts in government‟s financial support or subvention to the institute.  

For the objective of this thesis a conceptual model was built which showed the relationship 

between Organisational culture, organisational structure and product commercialisation 

behaviour. The specific objectives designed for this study were meant to: 

a. Assess which organisational culture dimensions affect product commercialisation 

behaviours and in what ways. 

b. Determine which organisational structure dimensions influence product 

commercialisation behaviours and in what ways. 

 

1.3 Research Questions 

In order to achieve the above mentioned objectives of this study, the researcher sought for 

the views of respondents so as to answer the following key questions: 

a. Which organisational culture dimensions affect product commercialisation 

behaviours and in what ways 

b. Which organisational structure dimensions influence product commercialisation 

behaviours and in what ways? 

 

1.4 Significance of the Study 

The research is expected to have both theoretical implications and empirical implications 

including: 

a. Theoretical. From a theoretical perspective, this research will attempt to answer the 

question: how do organisational culture and organisational structure affect product 
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commercialisation behaviuor of a company? After field work is done, the expected 

contribution of this research would be the validation of the theoretical model and 

hypotheses. 

b. Empirical. From a practical perspective, this research is expected to indicate ways 

to improve product commercialisation behaviour, that is, to increase the success 

rate and reduce the failure rate of the product commercialisation behaviour in BRRI 

Institute of Kumasi. After the field work is done, this research is expected to 

contribute to the development of recommendations and strategy guidelines for the 

base line directors, managers and junior staffs of BRRI Institute of Kumasi, taking 

into account the context of the Institute. 

 

1.5 Overview of Research Methodology 

In order to gather the needed information useful for the analysis of data and to make 

effective recommendations after an assessment on the effect of Organisational Culture and 

Organisational Structure on Product Commercialisation Behaviourat Building and Road 

Research Institute (BRRI) under the CSIR of Kumasi, desk and field research methods 

were used. The research methodology looked at the necessary processes pursued to achieve 

the objective of the study. It focused on the data collection, population, sampling 

procedures and sample size, research instruments, administration of questionnaires, data 

analysis and also looked at ethical issues together with a brief profile of the BRRI Institute 

of Kumasi. 
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1.6 Scope / Delimitation of the Study 

The study was conducted within the framework of assessing the effect of Organisational 

Culture and Organisational Structure on Product Commercialisation Behaviourat Building 

and Road Research Institute (BRRI) under the CSIR of Kumasi. 

The study was focused on the Building and Road Research Institute (BRRI) under the 

CSIR, Kumasi-Based Institute based on its significant role as far as product 

commercializations are concerned. The researcher hoped that the result would reflect the 

true reflection of what pertains in the BRRI and CSIR forming good bases for 

generalization.  

 

1.7 Limitation of the Study 

The following were identified as limitations encountered during the study. They include; 

unwillingness of some staff and management of BRRI, Kumasi Based Institute to have 

enough time to share information with the researcher which could have enriched the study 

and to establish a strong validity and reliability.  

Again, this research only focused on organisational culture and organisational structure and 

specifically used only certain dimensions of organisational structure and organisational 

culture which were related to product commercialisation. 

The unit of analysis of this research is product commercialisation in BRRI institute under 

CSIR, instead of universities, companies or banks. 

Finally, this research discusses product commercialisationbehaviour from the business 

point-of-view and not from the product or scientific point-of-view. 
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1.8 Organization of the Study 

The study is structured into five (5) chapters as follows: Chapter one is the introductory 

chapter and gives the background to the study, states the problem statement, objective of 

the study, research questions, and significance of the study, Overview of Research 

Methodology, Scope/delimitation of the study, limitation of the study and finally the 

Organization of the Study. 

Chapter two is on the review of literature relevant to the study especially in the field of 

Strategic Management. Chapter three dealt with the specific steps, tools, and procedures 

employed to collect data needed to address the research problems. Chapter four was 

dedicated to the presentation and analysis of data collected and discussions made in 

relation to the field surveys and existing literature. Finally, Chapter five was the final 

chapter that captured the summary of findings, conclusions and recommendations from the 

study. 
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ops Research Institute, Kumasi; 

od Research Institute, Accra; 

of Ghana, Kumasi; 

of Industrial Research, Accra; 

ogical I on, Accra; 

Oil Palm Research Institute, Kusi- Kade; 

o; 

10. Savanna Agricultural Research Institute, Nyankpala, Tamale; 

olicy Research Institute, Accra; 

o, Kumasi; 

13. Water Research Institute, Accra 

 

3.10.2 of Building and Road research Institute (BRRI) 

The Building and Road Research Institute (BRRI) was established in 1952, as the 

WestBuilding and Road Research Institute under the Council for Scientific and Industrial 

Research- (CSIR-BRRI) was established in 1952, as the West African Building Research 

Institute (WABRI) in Accra to test imported building materials. In 1960, WABRI was 

renamed Building Research Institute (BRI), under the then Ghana Academy of Sciences. In 

1963, (BRI) was relocated on the campus of the Kwame Nkrumah University of Science 

and Technology (KNUST) to offer its facilities and support to the University. In 1964, the 

Institutes mandate expanded to include road research; hence the name Building and Road 

Research Institute-(BRRI).  It is one of the 13 Institutes of the Council for Scientific and 

Industrial Research. The Institute is currently located atFumesua, near Kumasi and has 
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over the years, carried out various assignments in research, development and consultancy 

to clients in the private and public sectors in Ghana and abroad.  

Act of Establishment of BRRI 

CSIR-BRRI was established under Act 521 of the Parliament of Ghana as one of the 13 

Institutes of the Council for Scientific and Industrial Research (CSIR) in 1996. It is 

established to carry out research and development activities for the construction Industry.   

Vision 

“A centre of excellence that offers a one-stop service in the conduct of Research, Training 

and Technology transfer in the Construction and Transportation Sectors”. 

Mission Statement 

 It has a Mission to: “Promote the conduct of Demand-driven and Problem-based research; 

provide Training and Technology transfer that links effectively to the Socio-economic 

Development of the country particularly the Building, Road and Transport industry. 

Mandate 

 To undertake research into all aspects of building and road design and construction 

with the view to ensure efficiency, safety and economy. 

 To develop construction materials from local sources to reduce construction cost 

and make housing affordable. 

ore Values 

onym: Price: 

- onalism 

- onsibility 

- ons 
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Architects … … … … …………………………………………………………… 6 

ors … … … … ……………………………………………..…… 8 

ographic…… … …………………………… 2 

ogists ... … … ……………………………………………………………… 1 
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CHAPTER FOUR 

ANALYSIS, PRESENTATION AND DISCUSSION OF DATA 

 

4.0 Introduction 

This chapter presents the analysis and discussion of the empirical data of this study. The 

data obtained using the research instruments are analyzed and presented in the form of 

frequency tables and figures. The researcher further discussed the findings of the study and 

related it to the existing literature of the study. The sample population for the study was 

105 comprised of Junior and Senior Managers of BRRI of CSIRwho were administered 

with questionnaire.  

Out of the 105 questionnaires administered, there were 102 respondents who responded to 

the questionnaire giving a response rate of 97%. This is because the researcher could not 

retrieve the entire questionnaire from the respondents. 

 

4.1 Personal Data of Respondents 

This section presents the findings of the field research with respect to the demographic 

characteristics of the respondents of the survey. Areas of particular interest to the 

researcher under this section were the gender of respondents, age group of respondent, the 

Highest Educational or Professional Attainment of respondents and the number of years 

they have served with the organisation as presented by Table 4.1. 
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Table 4.1 Personal Data of Respondents 

Variables Frequency (N) Percent (%) 

Gender of respondents 
Valid Female 32 31.4 

Male 70 68.6 

Total 102 100.0 

Age group 
Valid From 18-30 years 27 26.5 

30-39 years 42 41.2 

40-49 years 33 32.4 

Total 102 100.0 

Highest educational or Professional Attainment 
Valid Higher National 

Diploma 
7 6.9 

First degree 48 47.1 

Masters level 42 41.2 

Others 5 4.9 

Total 102 100.0 

Number of years Respondents Serve BRRI 
Valid Between 1-3 years 16 15.7 

4-6 years 11 10.8 

7-9 years 26 25.5 

above 10 years 49 48.0 

Total 102 100.0 
 

Source: Field survey, 2016 

Both males and female across different age categories were included in the sample. Males 

account for sixty nine (69%) of the total sample and the remaining 31% made of females.  

The Table above is a more graphic representation of that. The age distribution was quit 

balanced which provided a diversified feedback towards an enriched content. About 27% 

of the respondents were within 18-30 years, 41% of them were between 30-39 years and 

finally, 32% of the remaining respondents were between 40-49 years. 

With regards to the highest educational or professional attainment of respondents, 7 of the 

respondents representing 6.9% indicated Higher National Diploma, 48 respondents made 

of 47.1% had First degree, 42 respondents made of 41.2% had Masters certificate, and 5 of 

the respondents made of 4.6% indicated others meaning that they had other certificates like 
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Construction Technician Course among others. 

Concerning the number of years Respondents Served BRRI, 16 respondents made of 

15.7% indicated between 1-3 years, 11 of them made of 10.8% stated 4-6 years, and 26 

respondents also made of 25.5% indicated 7-9 years while 49 respondents constituting 

48% stated that they have worked with BRRI for above 10 years. 

The finding shows that sixty nine (69%) of the total sample were Males and the remaining 

31% were females. Out of which 41% of them were between 30-39 years, and 32% of the 

respondents were between 40-49 years where 47.1% of them had First degree, 41.2% had 

Masters Certificateswhile 6.9% of them were Higher National Diploma holders. In 

addition to that, 48% of them have worked with BRRI for above 10 years followed by 

25.5% of them who worked with BRRI between7-9 years. 

 

4.2 Organisational Culture and Product Commercialisation Behaviour at BRRI 

This section deals with organisational culture traits such as involvement trait, consistency 

trait, adaptability trait, mission trait of BRRI in order to assertain the relationship between 

organisational culture and product commercialisation behaviour at BRRI as presented. 
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Table 4.2 One-Sample Statistics of Organisational Culture and 

ProductCommercialisation Behaviour at BRRI 

Organisational 

Culture Variables  

Test Value = 0 

t df 

Sig. (2-

tailed) 

Mean 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Involvement Trait 51.442 101 .000 3.428 3.296 3.560 

Consistency Trait 38.750 101 .000 3.252 3.085 3.418 

Adaptability Trait 45.396 101 .000 3.522 3.368 3.676 

Mission Trait 43.332 101 .000 3.399 3.244 3.556 

Source: Field survey, 2016 

Looking at the One-Sample Statistics, Involvement Trait appear to have t=51.442, df=101, 

(2-tailed) or the P-value<.000 and a mean difference of 3.428. This means that in terms of 

organisational culture and product commercialisation behaviour at BRRI, involvement 

seem to play a major role in the organisations Product Commercialisation process and on 

an average the respondents did not agree that it received the needed attention it deserved 

with t(101)= 51.442, and p< 0.05. 

One could conclude that the management of BRRI are aware of the Involvement Trait and 

how it would help in the product commercialisation behaviour at BRRIsuch as; Employees 

should be committed to their work feel a sense of ownership, and have input, the 

organisation should empower their employees and build the organisation around teams 

whose capabilities are developed at all levels, the organisation continually invests in the 

development of employees‟ skills in order to stay competitive and meet ongoing business 

needs, the organisation relies on team effort to get work done, individuals within the 

organisation have the authority to manage their own work by helping individuals to have 

the initiative power to manage their own work, that there is a sense of ownership by 
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employees towards the organisation, and that there is a sense of responsibility by 

employees towards the organisation. 

The results also showed that in terms of human capacity development under involvement 

trait, most of the employees in BRRI have enrolled in further academic studies to enable 

them fit the important positions in the organisation to put them in the place of decision 

making. For example, many are pursuing courses at Bsc, MBA and PhD thus secretaries 

with HND are now enrolled in Degree courses without sponsorship but rather soft loans 

with flexible repayments. 

Again, under ownership and responsibility, with the sensitization of employees by 

management of CSIR-BRRI at durbars and other for as on the Government current policy 

on how the institute should generate its own Internally Generated Funds (IGF) due to 

dwindling amount of Government subvention, now every staff is challenged to be part of 

the commercialisation of both products and services of the institute to enable sustainability. 

For example staffs are charged to do mouth-to-mouth promotion of products and 

motivation packages have also been instituted to staffs that helped in marketing or selling 

the institutes products. 

The finding on the involvement trait supports Lawler, (1996), that involvement trait deals 

with the degree to which individuals at all levels of the organisations are engaged in 

pursuit of the mission and work in a collaborative manner to fulfill organisational 

objectives. Employees are committed to their work, feel a sense of ownership, and have 

input. Organisations empower their people, build their organisations around teams and 

develop human capability at all levels. 
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Considering Consistency Trait it registered a t=38.750, df=101, (2-tailed) or the P-

value<.000 and a mean difference of 3.252. The result meant that as far the organisation is 

concerned as an organisational culture and product commercialisation behaviour at BRRI, 

the respondents on an average did not agree that it received the needed attention it 

deserved with t(101)=38.750, and p< 0.05 and a mean value of 3,252. It could deduced 

that, to address this situation the organisation should have a “strong” culture that is highly 

consistent, well coordinated and well integrated as far as organisational culture and product 

commercialisation behaviour is concerned. 

The results under consistency trait disagree with Block, (1991) who indicated that 

organisations with this behaviour is rooted in a set of core values, where leaders and 

followers are skilled at reaching agreement even when there is diverse point of views. 

With the adaptability trait, it had a t=45.396, df=101, (2-tailed) or the P-value<.000 and a 

mean difference of 3.522. This means that in terms of organisational culture andproduct 

commercialisation behaviour at BRRI, involvement seem to play a major role in the 

organisations product commercialisation process adaptability traithad a significant 

relationship with regards to that where t (101)= 45.396, and p< 0.05. 

The results under adaptability trait showed that to some extent BRRI scans the external 

environment and responds to the ever-changing needs of its customers and other 

stakeholders, holds a system of norms and beliefs that support its capacity and changes that 

increase the organisation chances for survival and growth, is good at meeting customers‟ 

demands and current needs, and also understands and reacts to customers anticipated needs 

and supports Denison (1990) on the adaptability traits of organisations.  
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Again, concerning the mission trait of organisations, the results showed a t=43.332, 

df=101, (2-tailed) or the P-value<.000 and a mean difference of 3.399. This means that 

even though mission trait plays a great impact in organisational culture and product 

commercialisation behaviour at BRRI, it was not on an average agreed by the respondents. 

This not withstanding its enormous role in the organisations product commercialisation 

process such as by ensuring that; staffs know where they are going, and how they can 

contribute to success of the organisation, have a clear sense of purpose and direction for its 

goals and strategic objectives, and that the organisation should have brilliant visionaries 

who should not have difficult time translating their dreams into reality, and should also 

long-range planning in its product commercialisation process. It therefore meant that all 

the above points stated under mission traithad a significant relationship with regards to 

organisational culture and product commercialisation behaviour at BRRI where t(101) 

=43.332, and p< 0.05. 

The findings under the mission trait disagree with (Mintzberg, 1987; Hamel & Prahalad, 

1994) that mission traits of an organisation expresses the vision of how the organisation 

will look like in the future and should be upheld by all employees of an organisation. 

This finding explains current happenings in the organisation where the staffs are being 

made aware of where the organisation was going, and how they can contribute to its 

success with clear sense of purpose and direction for its goals and strategic objectives, 

encouragement of brilliant visionaries so that they would not have difficult time translating 

their dreams into reality, and long-range planning in its product commercialisation process. 
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4.3 Organisational Structure at BRRI 

This section looked at some variables of organisational structure whether they there is a 

relationship with product commercialisation behaviour at the Building and Roads Research 

Institute (BRRI) as discussed below. 

 

Table 4.3 One-Sample Test of Organisational Structure at BRRI 

Variables on Organisational Structure 

and  Product Commercialisation 

Behaviour  

Test Value = 0 

t df 

Sig. 

(2-

tailed) 

Mean 

Difference 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

1. Responsibility, power and  work 

procedures are carried out among 

members 

45.59 101 .000 3.46078 3.3102 3.6113 

2. There is work division and 

coordination for all employees 
41.18 101 .000 3.72549 3.5460 3.9050 

3. Decision authority is closely held by 

top managers  
52.50 101 .000 3.80392 3.6602 3.9476 

4. Decision authority is closely delegated 

to middle and lower level managers 
33.14 101 .000 2.90196 2.7282 3.0757 

5. There is coordination between 

individuals and departments. 
42.55 101 .000 3.57843 3.4116 3.7453 

6. There are proper rules and procedures 

to prescribe work details on how, where, 

and by whom tasks are to be performed. 

34.04 101 .000 3.53922 3.3330 3.7454 

7. Workers are provided with rules and 

procedures that encourage creative and 

autonomous work and learning. 

46.68 101 .000 3.38235 3.2386 3.5261 

8. Departments and workers are 

functionally specialised as well as their 

work, skills, and training (i.e., high level 

of horizontal integration) 

40.67 101 .000 3.48039 3.3106 3.6502 

9. There is contact between the experts 

within each department and top level 

decision-makers 

47.67 101 .000 3.95098 3.7866 4.1154 

10. Tasks that involved diversity and 

employee specialisations are distributed 

among company members. 

41.92 101 .000 3.60784 3.4371 3.7786 

 Source: Field survey, 2016 
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a. Dependent Variable: Product commercialisation behaviour 

b. Independent Variables:Specialisation, Coordination, LayersInHierarchy, 

Centralisation, Formalisation, Integration 

 

Taking the point that responsibility and power and work procedures are carried out among 

organisational membersinto consideration, it generated a t =45.598, p-value of .000 and a 

mean difference of 3.461. This meant that most of the respondents on the average did not 

agree to the variables as applicable in the Building and Road Research Institute (BRRI) 

eventhough it was a statically significant variable. 

The point that there is work division and coordination mechanisms for all employees, 

recorded t=41.181, p-value of .000 and a mean difference of 3.725approximately 4.00 

which showed that on the average most of the respondents agree that, There is work 

division and coordination mechanisms for all employees in BRRI. 

On whether at BRRI, decision authority is closely held by top managers, a t-statistic value 

of 52.503 was recorded, p-value of .000 and a mean difference of 3.803 approximated to 

4.00. This meant that on the average, most of the respondents agree that at BRRI, decision 

authority is closely held by top managers. 

In determining whether decision authority is closely delegated to middle and lower level 

managers, it gave out t =33.135, p-value of .000 and a mean difference of 2.902. It was 

clear from the results that most of the respondents disagree that decision authority is 

closely delegated to middle and lower level managers in BRRI. 
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There is coordination between individuals and departments recorded t=42.547, p-value of 

.000, and a mean difference of 3.578. This clearly showed that on the average, nost of the 

respondents agree that there is coordination between individuals and departments. This 

finding could be attributed to the fact that BRRI should step efforts to ensure that there is 

coordination between individuals and departments in their product commercialisation 

process. 

There are proper rules and procedures to prescribe work details on how, where, and by 

whom tasks are to be performed. This point gave out t=34.044, p-value of .000 and mean 

difference of 3.539.It meant that on the average, most of the respondents agree that at 

BRRI, there are proper rules and procedures to prescribe work details on how, where, and 

by whom tasks are to be performed. 

Furthermore, the point on whether workers are provided with rules and procedures that 

encourage creative, autonomous work and learning gave t =46.680, p-value of .000, and 

3.38235 as its mean difference. The finding shows that on the average, the respondents did 

not agree that within the organisation, workers are provided with rules and procedures that 

encourage creative, autonomous work and learning. 

Again, considering whether departments and workers are functionally specialised as well 

as their work, skills, and training (i.e., high level of horizontal integration), it recorded a t 

=40.666, p-value of .000 and a mean difference of 3.480. as revealed by the study, it meant 

that on the average, most of the respondents agree that at BRRI, the departments and 

workers are not functionally specialised as well as their work, skills, and training (i.e., high 

level of horizontal integration). 
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In finding out, whether there is contact between the experts within each department and 

also with top level decision-makers, it gave out a t =47.675, p-value of .000 and a mean 

difference of 3.951. 

Finally, on whether responsibilities that involved tasks diversity and employee 

specialisations are distributed among company members, a t =41.919 was recorded with p-

value of .000 and a mean difference of 3.608. It meant that on the average, most of the 

respondents agree that at BRRI, responsibilities that involved tasks diversity and employee 

specialisations are distributed among company members. 

The findings agreed with Koufteros et al., (2007) that organisational structure is the way 

responsibility and power are allocated, and work procedures are carried out among 

organisational members and also concerns work division and coordination mechanisms. 

This further confirms Pleshko (2007)who indicated that there is a relationship between 

organisational structure and organisational performance using different perspectives to 

represent organisational structure.  

 

4.4 Organisational Culture Affects Product Commercialisation Behaviour at BRRI 

The R square statistic in the model summary is sufficient for any necessary inferences of 

our study on how organisational culture affects product commercialisation behaviour at 

BRRI. 
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Table 4.4. a Model Summary on how Organisational Culture Dimensions Affects 

Product Commercialisation Behaviour at BRRI 

 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .700
a
 .490 .458 .72078 

a. Predictors: (Constant), OrganisationalLearning, CapabilityDevelopment, Creating 

Change, Customer Focus, Team Orientation, Employee Empowerment 

 

The model summary shows an R squared statistic of 0.490 which satisfactory. The results 

indicate that the model is statistically significant and we can rely on the model to explain 

how organisational culture dimensions affect product commercialisation behaviour at 

BRRI because there is a 49% chance that our finding is correct. 

 

The ANOVA table below summarises the model used to explain how organisational culture 

dimensions affects product commercialisation behaviour at BRRI.The ANOVA table shows 

that the model is reliable (F=15.219, P=0.000).  

 

Table 4.4. b ANOVA
a
on how Organisational Culture dimensions Affects Product 

Commercialisation Behaviour at BRRI 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 47.440 6 7.907 15.219 .000
b
 

Residual 49.354 95 .520   

Total 96.794 101    

a.  Dependent Variable: Product Commercialisation behaviours. 
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b.  Predictors: (Constant), OrganisationalLearning, CapabilityDevelopment, 

CreatingChange, CustomerFocus, TeamOrientation, EmployeeEmpowerment 

 

The regression coefficients below indicate how Organisational Culture Dimensions Affect 

Product Commercialisation Behaviour at BRRI. 

 

Table 4.4.c Regression Coefficients
a
Organisational Culture Dimension On Product 

Commercialisation Behaviour at BRRI 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.762 .568  6.621 .000 

Employee Empowerment .259 .129 .256 2.015 .047 

Team Orientation -.538 .097 -.606 -5.522 .000 

CapabilityDevelopment .513 .152 .402 3.367 .001 

Creating Change -.509 .094 -.548 -5.435 .000 

Customer Focus .694 .113 .625 6.112 .000 

OrganisationalLearning -.329 .102 -.331 -3.233 .002 

a. Dependent Variable: Product commercialisation behaviours 

b. Independent Variables: (Constant), OrganisationalLearning, CapabilityDevelopment, 

CreatingChange, CustomerFocus, TeamOrientation, EmployeeEmpowerment 

 

The above Table 4.4.c above explains the regression test on how organisational culture 

dimensions can have an effect on product commercialisation behaviours.. The independent 

variables being employee empowerment, team orientation, capability development, 

creating change, customer focus, and organisational learning. 

Considering the values of the Standardized Coefficients and taking employee 

empowermentinto consideration, it is clear that a unit change in employee empowerment 

would cause 0.256 or 25% in relation to product commercialisation behaviour in BRRI and 

it is statistically significant with p=0.047. This means that BRRI must be proactive in 

dealing with most of their employee empowermentby ensuding that; employees are 
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empowered to work harder and become more committed to the organisation, Employees in 

the R&D department work harder to develop good products in this organisation and finally 

ensure that the marketing department is empowered towards understanding the market and 

commercialising products that meet the market needs. 

The regression coefficient indicated that Team-orientation, the Standardized Coefficient 

value of (beta= -0.606) shows that there is a negative relationship with product 

commervialisation behaviour. This means that BRRI must ensure and facilitate team 

buiding process to boost Product commercialisation.  

In addition to that, with regards to CustomerFocus, the Standardized Coefficient value of 

0.625meant that a unit cause of about 63% of customer focus in relation to product  

commercialisation behaviour in BRRI and it is statistically significant where p=.000. To 

ensure this, BRRI must ensure their customer-focused culture has resulted in customer-

oriented behaviour, and that employees should know that all business activities must be 

conducted with the aim to satisfy the customer in BRRI. 

 

Again, the regression coefficient indicate that capability development has a positive 

relationship with product commercialisation behaviours, although not very strong 

(beta=0.402) as indicated by the beta coefficient. The p value is 0.001; this implies that 

there is no way that the relationship established happened by chance, in other words, the 

relationship between capability development and product commercialisation behaviours in 

BRRIis statistically significant. 

Furthermore, with regards to creatingchange, the regression coefficient indicate that 

creating change has a negative relationship with product commercialisation behaviours, 
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although not very strong (beta=-0.548) as indicated by the beta coefficient with a  p-value 

of  0.000, this implies that there is no way that the relationship established happened by 

chance, in other words, the relationship between creating change and product 

commercialisation behaviours in BRRI is statistically significant. 

Finally, on organisational learning it is clear that a unit change in employee empowerment 

would cause -33% in relation to product commercialisation behaviour in BRRI and it is 

statistically significant with p=0.002. The p- value is 0.002 implies that there is no way that 

the relationship established happened by chance, in other words, the relationship between 

organisational learning and product commercialisation behaviours in BRRI is statistically 

significant. 

The above findings on organisational culture agree with Schein (1999) who indicated that 

it is a pattern of shared basic assumptions that the group learned as it solved its problems 

of external adaptation and internal integration that has worked well enough to be 

considered valid and, therefore, to be taught to new members as the correct way you 

perceive, think, and feel in relation to those problems. It has long been known that 

organisational culture impacts organisational performance and much of the literature has 

tried to analyse the relationship between organisational culture and behaviours. Therefore,  

the study investigate the relationship between organisational culture and product 

commercialisation behaviour. 
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4.5 Organisational Structure Affects Product Commercialisation Behaviours at BRRI 

 

Table 4.5. a Model Summary 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .735
a
 .540 .511 .56091 

a.Product CommercialisationBehaviours 

b.Predictors: (Constant), Specialisation, Coordination, LayersInHierarchy, Centralisation, 

Formalisation, Integration 

 

The model summary shows an R squared statistic of 0.540 which is satisfactory. The 

ANOVA table summarised below shows that the model used to explain how organisational 

structure dimensionsaffect product commercialisation behaviour at BRRI.The results 

indicate that the model is statistically significant and we can rely on it because there is a 

54% chance that our finding is correct. 

 

Table 4.5. b ANOVA
a 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 35.131 6 5.855 18.610 .000
b
 

Residual 29.889 95 .315   

Total 65.020 101    

a. Dependent Variable: 4. Product commercialisation behaviours. 

b. Predictors: (Constant), Specialisation, Coordination, LayersInHierarchy, 

Centralisation, Formalisation, Integration 
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Table 4.5.c Regression Coefficients of how Organisational Structure Affects Product 

Commercialisation Behaviours at BRRI 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .746 .551  1.353 .179 

Coordination .111 .089 .093 1.252 .214 

Centralisation -.033 .072 -.035 -.455 .650 

Formalisation -.381 .082 -.414 -4.663 .000 

Integration -.074 .119 -.060 -.622 .536 

LayersInHierarchy .631 .081 .584 7.794 .000 

Specialisation .611 .094 .617 6.478 .000 

a. Dependent Variable: Product commercialisation behaviour 

b. Independent Variables:Specialisation, Coordination, LayersInHierarchy, 

Centralisation, Formalisation, Integration 

 

Table 4.5 above explains the regression test on how organisational structuredimensions 

affect product commercialisation behaviours at BRRI.The independent variables being 

coordination, centralization/decentration, formalisation, integration, layers-in-hierarchy 

and specialisation. 

The regression coefficient indicate that formalization had a negative relationship with 

product commercialisation behaviours, although not very strong (beta=-0.414) as indicated 

by the beta coefficient. The p value is 0.000, this implies that there is no is a clear 

relationship established which did not happened by chance, in other words, the relationship 

between formalisation and product commercialisation behaviours in BRRI is statistically 

significant. 
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Again, theregression coefficient for Layers-in-Hierarchy indicate that it has a positive 

relationship with product commercialisation behaviours, which is a strong relationship 

with (beta=0.584) as indicated by the beta coefficient. The p-value is 0.000, showed that 

there was a clear relationship established which did not happened by chance, in other 

words, the relationship between Layers-in-Hierarchy and product commercialisation 

behaviours in BRRI is statistically significant. 

Finally, the regression coefficient for specialisation indicates that it has a positive 

relationship with product commercialisation behaviours. This means is a strong 

relationship with (beta=0.617) as indicated by the beta coefficient. The p-value is 0.000, 

and showed that there was a clear relationship established which did not happened by 

chance, in other words, the relationship between specialisation and product 

commercialisation behaviours in BRRI is statistically significant. 

The above results on how organisational structure affects product commercialisation 

behaviours by the respondents confirms Koufteros et al., (2007) that organisational 

structure is the way responsibility and power are allocated, and work procedures are 

carried out among organisational members and it also concerns work division and 

coordination mechanisms. 
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4.6 Commercialisation Behaviours at BRRI 

Table 4.6.a Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .732
a
 .535 .516 .60224 

a. Predictors: (Constant), CommunicationOrientedBehaviour, CustomerOrientedBehaviour, 

InnovationOrientedBehaviour, CompetitorOrientedBehaviour 

 

The model summary shows an R squared statistic of 0.535 which is satisfactory. The 

ANOVA table above also summarises the model used to explain the behaviours of 

commercialisation at BRRI. The results indicate that the model is statistically significant 

because there is a 54% chance that our finding is correct. 

 

The ANOVA table above also summarises the model used to explain how the independent 

variables such as Communication-oriented-behaviour, Customer-oriented-behaviour, 

Innovation-oriented-behaviour, and Competitor-oriented-behaviour affect 

commercialisation behaviours at BRRI. The ANOVA table shows that the model is reliable 

(F=27.636, P=0.000).   

Table 4.6. b ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 40.093 4 10.023 27.636 .000
b
 

Residual 34.818 96 .363   

Total 74.911 100    

a. Dependent Variable: Commercialisation behaviours  

b. Predictors: 

(Constant),CommunicationOrientedBehaviour,CustomerOrientedBehaviour, 

InnovationOrientedBehaviour, CompetitorOrientedBehaviour 
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Table 4.6.c Regression Coefficients of Commercialisation Behaviours at BRRI 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.653 .274  6.034 .000 

CompetitorOrientedBehaviour -.153 .120 -.188 -1.272 .206 

CustomerOrientedBehaviour .681 .115 .677 5.931 .000 

InnovationOrented Behaviour .799 .118 .811 6.782 .000 

CommunicationOrented 

Behaviour 
-.626 .151 -.711 -4.154 .000 

Source: Field survey, 2016 

Dependent Variable: Product commercialisation behaviours  

Independent Variables: Competitororiented behaviour, Customerorientedbehaviour, 

innovationorientedbehaviour, communicationorientedbehaviour, 

communicationorientedbehaviour 

 

Table 4.6.c above explains the regression test on how commercialisation behaviours at 

BRRI.The independent variables are; Competitor-oriented-behaviour, Customer-oriented-

behaviour, innovation-oriented-behaviour, communication-oriented-behaviour, and 

communication-oriented-behaviour. 

 

The regression coefficient indicated that competitor-oriented-behaviour even though shows 

a relationship on how commercialisation behaviours affects product commercialisation 

performance at BRRI, it however had a negative relationship (beta=-0.188) as indicated by 

the beta coefficient. The p value is 0.206, this implies that there is no clear relationship 

meaning that competitor-oriented-behaviour did not show commercialisation behaviours in 

BRRI is statistically significant. This therefore shows that BRRI is not doing well with its 

competitor-oriented-behaviour and should ensure that; the organisation knows its 
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competitor‟s products and improved its own products to give customers better products 

than their competitors, and also know its competitor‟s patents which determine the 

direction and scope of its patents. 

In addition to that, theregression coefficient for customer-oriented-behaviour at BRRI 

indicates that it has a positive relationship with how commercialisation behaviours at 

BRRI. It showed a strong relationship with (beta=0.677) as indicated by the beta 

coefficient. The p-value is 0.000, which showed that there was a clear relationship 

established between customer-oriented-behaviour and commercialisation behaviours at 

BRRI is statistically significant. 

The results on customer-oriented-behaviour agree with Koufteros et al., (2007) that 

companies that build customer-oriented-behaviour and stay close to their customers can 

benefit through improved market positioning and company output. 

 

Again, the regression coefficient for innovation-oriented-behaviour indicates that it has a 

positive relationship with commercialisation behaviours at BRRI. This means is a strong 

relationship with (beta=0.811) as indicated by the beta coefficient. The p-value is 0.000, 

and showed that there was a clear relationship established which did not happened by 

chance, meaning that there is a relationship between innovation-oriented-behaviours and 

commercialisation behaviours at BRRI which is statistically significant. 

The findings agreed with Deshpande and Farley (2004) that an innovative company can 

provide new product for customers when the old product is obsolete and can also make the 

product first to market. 
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Finally, considering communication-oriented-behaviours of BRRI, the regression 

coefficient indicate that,it has a negative relationship with commercialisation behaviours at 

BRRI. This means it has a strong relationship with (beta=-0.711) as indicated by the beta 

coefficient. The p-value is 0.000, and showed that there was no clear relationship between 

communication-oriented-behaviourand commercialisation behaviours at BRRI which is 

statistically significant. 

The result supports Nahm et al, (2003) who indicated that communication among 

departments within a company (R&D, production, marketing) is very important for 

increasing the success of product commercialisation and for developing marketable 

products as soon as possible. The level of communication has a significant, indirect and 

positive impact on commercialisation behaviour. Therefore, BRRI must ensure that much 

attention is given to communication-oriented-behaviours to impact positively on 

Commercialisation behaviour. 
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CHAPTER FIVE 

SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 

 

5.1. Summary of Findings 

The finding on personal data of respondents showed that sixty nine (69%) of the total 

sample were males and the remaining 31% were females. Out of which 41% of them were 

between 30-39 years, and 32% of the respondents were between 40-49 years where 47.1% 

of them had First degree, 41.2% had Masters Certificate while 6.9% of them were Higher 

National Diploma holders. In addition to that, 48% of them have worked with BRRI for 

above 10 years followed by 25.5% of them who worked with BRRI between 7-9 years. 

The findings on the first objective of the study on organisational culture dimensions  and  

product commercialisation behaviour emerged that involvement trait had t=51.442, 

df=101, (2-tailed) or the P-value<.000 and a mean difference of 3.428 meaning that in 

terms of organisational culture and product commercialisation behiour at BRRI.  

Even though involvement trait played a major role in the organisations Product 

Commercialisation process, however on an average the respondents did not agree that it 

received the needed attention it deserved at BRRI with t(101)= 51.442, and p< 0.05.  

The results further revealed that the management of BRRI as part of their involvement trait 

policies should help employees to become committed to their work, feel a sense of 

ownership, and have input, and also empower their employees to build the organisation 

around teams whose capabilities are developed at all levels. 
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Again the study revealed that the organisation should continually invests in the 

development of employees‟ skills in order to stay competitive and meet ongoing business 

needs, and rely on team effort to get work done where individuals within the organisation 

have the authority to manage their own work. 

Under ownership and responsibility, the study showed that employees of BRRI are 

sensitized at durbars and other for as on the Government current policy on how the 

institute should generate its own Internally Generated Funds (IGF) due to dwindling 

amount of Government subvention, where every staff is challenged to be part of the 

commercialisation of the organisations products and services.   

The findings on Consistency Trait gave a t=38.750, df=101, (2-tailed) or the P-value<.000 

and a mean difference of 3.252 meaning that on an average the respondents did not agree 

that it received the needed attention it deserved. And to address this situation the 

organisation should have a “strong” culture that is highly consistent, well coordinated and 

well integrated as far as organisational culture and product commercialisation behaviour is 

concerned. 

Concerning adaptability trait, it had a t=45.396, df=101, (2-tailed) or the P-value<.000 and 

a mean difference of 3.522 meaning that on an average the respondents did not agree that it 

received the needed attention it deserved in terms of organisational culture andproduct 

commercialisation behaviours at BRRI. 

The findings further showed that with product commercialisation and as part of 

adaptability trait BRRI scans the external environment and responds to the ever-changing 

needs of its customers and other stakeholders, holds a system of norms and beliefs that 
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support its capacity and changes that increase the organisation chances for survival and 

growth.  

On the mission trait of organisations, the results showed a t=43.332, df=101, (2-tailed) or 

the P-value<.000 and a mean difference of 3.399 meaning that even though mission trait 

plays a great impact in organisational culture and product commercialisation behaviour at 

BRRI, it was not on an average agreed by the respondents and therefore needed to be given 

the necessary attention.  

This finding revealed that the current happenings such as cut in government subventions 

have made BRRI to realise the impact of its mission traits in the organisation and how it 

can contribute to its success with clear sense of purpose and direction for its goals and 

strategic objectives, encouragement of brilliant visionaries so that it would not have 

difficult time translating its dreams into reality, and long-range planning in its product 

commercialisation process.  

Findings on the dimensions of the study on organisational structure and product 

commercialisation behaviour at Building and Roads Research Institute (BRRI) revealed 

that; Most of the respondents on the average did not agree that responsibility and power 

and work procedures are carried out among organisational members was applicable in the 

Building and Road Research Institute (BRRI). That there is work division and coordination 

mechanisms for all employees in BRRI with t=41.181, p-value of .000 and a mean 

difference of 3.725 approximately 4.00.  

On whether at BRRI, decision authority is closely held by top managers, majority of the 

respondents on the averageagreed  that at BRRI, decision authority is closely held by top 
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managers with a t-statistic value of 52.503, p-value 0.000 and a mean difference of 3.803 

approximated to 4.00.  

 

Majority of the respondents disagree that decision authority is closely delegated to middle 

and lower level managers in BRRI with t =33.135, p-value of .000 and a mean difference 

of 2.902. On whether there is coordination between individuals and departments on the 

average, most of the respondents agree that there is coordination between individuals and 

departments with t=42.547, p-value of .000, and a mean difference of 3.578. With regards 

to the point that there are proper rules and procedures to prescribe work details on how, 

where, and by whom tasks are to be performed it revealed that on the average, most of the 

respondents agree that at BRRIthere are proper rules and procedures to prescribe work 

details on how, where, and by whom tasks are to be performed. 

Furthermore, on the average, the respondents did not agree that within the organisation, 

workers are provided with rules and procedures that encourage creative, autonomous work 

and learning with t =46.680, p-value of .000, and 3.38235 as its mean difference. 

Again, on whether departments and workers are functionally specialised as well as their 

work, skills, and training (i.e., high level of horizontal integration), it meant that on the 

average, most of the respondents agree that at BRRI having a t =40.666, p-value of .000 

and a mean difference of 3.480.  

In finding out, whether there is contact between the experts within each department and 

also with top level decision-makers, it gave out a t =47.675, p-value of .000 and a mean 

difference of 3.951 meaning that on the average, most of the respondents agree that at 
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BRRI there is contact between the experts within each department and also with top level 

decision-makers. 

Finally, on whether responsibilities that involved tasks diversity and employee 

specialisations are distributed among company members, a t =41.919 was recorded with p-

value of .000 and a mean difference of 3.608. It meant that on the average, most of the 

respondents agree that responsibilities that involved tasks diversity and employee 

specialisations are distributed among company members. 

Results on the involvement traits of the study sought to find out how organisational culture 

affects product commercialisation behaviour at BRRI  showed that, BRRI must be 

proactive in dealing with their employee empowerment issues by ensuring that; employees 

are empowered to work harder and become more committed to the organisation especially 

those in the R&D department so as to develop good products in the organisation and also 

ensure that the marketing department is empowered enough towards understanding the 

market and commercialising products that meet the market needs.The study also revealed 

that BRRI must ensure that their customer-focused culture has resulted in customer-

oriented-behaviour, and that employees should know that all business activities must be 

conducted with the aim to satisfy the customer in BRRI. 

 

Again, the regression coefficient indicated that capability-development has a positive 

relationship with product commercialisation behaviours, although not very strong 

(beta=0.402) as indicated by the beta coefficient.  
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Furthermore, with regards to creating-change, the results showed that creating-change has 

a negative relationship with product commercialisation behaviours, although not very 

strong (beta=-0.548) with a p-value of 0.000. 

 

Finally, on organisational learning it is clear that a unit change in employee empowerment 

would cause -33% in relation to product commercialisation behaviour in BRRI and it is 

statistically significant with p=0.002. 

Results on the formalization of organisational structure affects product commercialisation 

behaviours at BRRI concludes that; the regression test on how organisational structure 

affects product commercialisation behaviours at BRRI showed that formalisation has a 

negative relationship with product commercialisation behaviours, although not very strong 

(beta=-0.414) as indicated by the beta coefficient. The p- value is 0.000 implies that the 

relationship between formalisation and product commercialisation behaviours in BRRI is 

statistically significant. 

Again,the regression coefficient for layers-in-hierarchy indicated that it has a positive 

relationship with product commercialisation behaviours, in BRRI with (beta=0.584) as 

indicated by the beta coefficient and p value of 0.000 meaning that the relationship 

between layers-in-hierarchy and product commercialisation behaviours at BRRI is 

statistically significant. 

Moreover, the regression coefficient for specialisation indicate that it has a positive 

relationship with product commercialisation behaviourshaving a strong relationship with 

(beta=0.617) as indicated by the beta coefficient p-value of 0.000, indicating that the 
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relationship between specialisation and product commercialisation behaviours in BRRI is 

statistically significant.With regards to the fifth objective that examined commercialisation 

behaviours  at BRRI the following results were obtained.  

The regression coefficient under  competitor-oriented-behaviour  gave a negative 

relationship with beta=-0.188and p value of 0.206 meant that BRRI is not doing well with 

its competitor-oriented-behaviour and should ensure that; the organisation knows its 

competitor‟s products and improved its own products to give customers better products 

than their competitors, as well as its competitor‟s patents. 

 

In addition to that, the regression coefficient for customer-oriented-behaviourat BRRI 

indicates that it has a positive relationship between customer-oriented-behaviour 

andcommercialisation behaviours at BRRI with a beta=0.677 and P-value=0.000. 

Again, the regression coefficient for innovation-oriented-behaviours showed a positive 

relationship with commercialisation behaviours at BRRI with a beta coefficient of 0.811 

and a p value of 0.000.  

Finally, considering communication-oriented-behaviours of BRRI, the regression 

coefficient indicate that it has a negative relationship with commercialisation behaviours at 

BRRI with beta=-0.711and p value of 0.000.    

 

5.2 Conclusions 

It can therefore be concluded from the study that effective product commercialisation 

would bring a lot of benefit to BRRI, and they should therefore be mindful of this ensuring 

that efforts on their involvement trait get all employees to become committed to their work 
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from junior staffs to management level, feel a sense of ownership, and have input in the 

organisation which would yield good results in their product commercialisation behaviour. 

Again, the organisation should scan their external environment well and respond to the 

ever-changing needs of its customers and other stakeholders, and be more proactive in 

dealing with their employee empowerment issues. 

Furthermore, the organisation should empower its employees to work harder and become 

more committed to the organisation especially those in the R&D and the marketing 

departments and also be more customer-focused by stepping up with their competitor-

oriented-behaviours. 

 

5.3 Recommendations 

From the above findings and conclusions, the following recommendations have been 

made. The organisation should pay much attention to involvement trait such as employee 

empowerment, capability developemet and team-orientation because it plays a major role 

in the organisations product commercialisation behaviour.BRRI should get all employees 

to become committed to their work, feel a sense of ownership, and have input in the 

organisation which would yield good results in their product commercialisation 

behaviours.The organisation should also work with their capability development since it 

plays a great role on the product commercialisation behaviours. The Management of BRRI 

should encourage its employees in career development by continuously improving the 

Credit facilities such as soft loans for further studies for interested staff to access. 

Teamwork must be encouraged in order to increase synergy in the product 

commercialisation behaviours which will in effect translate into more innovations.  
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On the adaptability trait like creating change and organisational learning, BRRI should do 

more scan on the external environment and respond to the ever-changing needs of its 

customers and other stakeholders, hold a system of norms and beliefs that support its 

capacity and changes that increase the organisation chances for survival and growth.BRRI 

must see organisational learning us a way of repositioning itself by learning from past 

mistakes and failures. For instance, previously if BRRI was not advertising on Radio 

Stations but then were getting jobs, now the trend must change because of competition in 

the same market.  

On how organisational culture affects product commercialisation behaviour at BRRI, the 

study recommended that, management of BRRI must be proactive in dealing with their 

employee empowerment issues by ensuring that; employees are empowered to work harder 

and become more committed to the organisation especially those in the R&D department.  

The organisation should also ensure that their customer-focused culture has resulted in 

customer-oriented behaviour, with all business activities within the organisation conducted 

with the aim to satisfy the customer. 

The study also recommended that BRRI should consider their mission trait very important 

since it plays a great impact in organisational culture and product commercialisation 

behaviour. There is the need for management of BRRI to continue to sensitized its 

employees at quarterly durbars and monthly seminars on the Government current policy on 

how the institute should generate its own Internally Generated Funds (IGF) due to 

dwindling amount of Government subvention, and to challenged every staff to be part of 

the commercialisation behaviour of the Institute in the sale of products and services to 

achieve the aims, goals and objectives of the organisation.  
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The consistency trait gave out a t=38.750, df=101, (2-tailed) or the P-value<.000 and a 

mean difference of 3.252 meaning that on an average most of the respondents did not agree 

that it received the needed attention it deserved. The organisation should have a “strong” 

culture that is highly consistent, well coordinated and well integrated as far as 

organisational culture and product commercialisation behaviour. This is re-ecoeing the 

need for BRRI to realize how organisational structure dimensions play a pivotal role in 

product commercialisation behaviours. 

 

With regards to how organisational structure affects product commercialisation behaviours 

at BRRI, it was recommended that the organisation should pay much attention to 

centralisation/dencentralisation, integration and coordination which is expected to have on 

competitor-oriented-behaviour by ensuring that; the organisation knows its competitor‟s 

products so that it can improve upon its own products to give customers better products 

than their competitors which would make BRRI become more competitive in their 

commercialisation behaviours.It was also recommended that responsibility and power and 

work procedures should be well received among organisational members within the 

Building and Road Research Institute (BRRI).Within the organisation, decision authority 

should be delegated to middle and lower level managers ensuring that there is coordination 

between individuals and departments. 

In addition, the researcher suggests there is the need for Government to provide funding as 

a seed capital to improve commercialisation behaviour. This fund will be used to set up 

initial operations of product commercialisation. There is the need for the institute to 

reinvestment of proceeds from product commercialisation to build internal capacity of 
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production in terms of modern machinery and equipments to make product 

commercialisation very competitive. Furthermore, there is the need for government policy 

to create enabling business environment for ready market for Institutions undertaking 

product commercialisation.  This will facilitate strategic linkages between public and even 

private institutions to trade among themselves to create worth in public institutions. 

Furthermore, there is need for high level of management support in the setting of priorities 

in decision-making, and promotion towards product commercialisation. 

 

5.1.1 Recommendation for Further Research 

The further research could expand the scope of the study to cover the other CSIR research 

institutions in Kumasi and the rest across the country to get the fair view of how 

organisational culture and organisational structure affect their product commercialisation 

behaviours. Also, the study could be conducted in other public and private institutions that 

undertake product commercialisation. 
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APPENDIX 

QUESTIONNAIRE TO THE STAFF OF BUILDING AND ROAD RESEARCH 

INSTITUTE (BRRI)-KUMASI INSTITUTE 

Your candid opinion is highly solicited in this work to enable the researcher who is a 

student of Kwame Nkrumah University of Science and Technology gather the needed 

information for this work. This research is about „The Effect of Organisational Culture and 

Organisational Structure on Product Commercialisation Behaviourof Building and Road 

Research Institute (BRRI) under theCSIR, Kumasi (A case study of the BRRI)” for purely 

academic purposes. All information furnished will therefore be treated with strict 

confidentiality. 

 

Please tick [√] the appropriate response(s) or options and express your views to the 

following questions where necessary. 

PART ONE: PERSONAL DATAOF RESPONDENTS      

1. Gender of respondent[    ] Female  [    ] Male    

2. Age Group  [    ] 18 to 30 years [    ] 30 – 39 years [  ] 40 – 49 years 

[    ] 50 -59 years [    ] Above 60 years     

3. Highest Professional or Educational level 

 [    ] Higher National Diploma (HND)            [    ] First Degree Level      

[] Masters Level[] Others {Please specify}……………………..………………….. 

4. How many years have you serve in this Institute?        

 [      ] from 1-3 years    [       ] 4-6 years       [       ] 7-9 years        [      ] Above 10 years      

5. What is your current position in this Institute? ………………………………………… 

……………………………………………………………………………………. 
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PART TWO: ORGANISATIONAL CULTURE  

Tick (  ) the appropriate statement that best describes your position on the relationship 

between organisational culture and product commercialisation behaviour where, SD=Strongly 

Disagree, D=Disagree, N=Neutral, A=Agree, and SA=Strongly Agree. 

Statement  SD D N A SA 

Involvement Trait:      

1. Employees are committed to their work 

a. Employees feel a sense of ownership 

b. Employees have input. 

     

2. The organisation empowers their employees and build the 

organisation around teams whose capabilities are developed 

at all levels. 

     

3. The organisation continually invests in the development of 

employees‟ skills in order to stay competitive and meet 

ongoing business needs. 

     

4. The organisation relies on team effort to get work done.      

5. Individuals have the authority to manage their own work 

a. Individuals have the initiative to manage their own work 

b. Individuals have the initiative to manage their own work 

     

6. There is a sense of ownership by employees towards the 

organisation. 

a. There is a sense of responsibility by employees towards 

the organisation. 

     

Consistency Trait 

1. The organisation is effective because it has a “strong” culture 

that is highly consistent, well coordinated and well integrated  

     

2. The organisation‟s leaders and followers are skilled at 

reaching agreement even when there is diverse point of 

views. 

     

3. There is a common mindset and a high degree of conformity 

in the organisation. 
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Adaptability Trait 

1. The organisation scans the external environment and responds 

to the ever-changing needs of its customers and other 

stakeholders.  

     

2. The organisation holds a system of norms and beliefs that 

support its capacity and changes that increase the chances for 

survival and growth.  

     

3. The organisation is good at meeting Customers‟ demands and 

current needs. 

     

4. The organisation understands and reacts to customers 

anticipated needs.  

     

Mission Trait 

1. Staffs know where they are going, and how they can 

contribute to success of the organisation.  

     

2. The organisation has a clear sense of purpose and direction for 

its goals and strategic objectives.  

     

3. The organisation has brilliant visionaries who have difficult 

time translating their dreams into reality. 

     

4. The organisation lacks long-range planning in its product 

commercialisation behaviour.  
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PART THREE: ORGANISATIONAL CULTURE DIMENSIONS 

Indicated your view on the ways that Organisational Culture affects Product 

Commercialisation Behaviour, where, SD=Strongly Disagree, D=Disagree, N=Neutral, 

A=Agree, and SA=Strongly Agree. 

Statement  SD D N A SA 

 

a. Employee Empowerment 

     

1. Employees are empowered to work harder and become more 

committed to the organisation.  

     

2. Employees in the R&D department work harder to develop 

good products in this organisation. 

     

3. The marketing department is empowered towards 

understanding the market and commercialising products 

that meet the market needs. 

     

 

b. Team Orientation. 

1. Employees from across departments work as a team to 

achieve company goals.  

     

2. Exchange of information and communication among 

employees is very high. 

     

c. Capability Development.      

1. Employee skills are viewed as an important factor in 

increasing the company‟s performance.  

     

2. The organisation invests in the employee skill development 

to increase their capabilities to understand customers and to 

become innovate. 
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d. Creating Change. 

1. Anticipated change is required to make change in product 

development and commercialisation behaviourchanges.  

     

2. The organisation handles customer and competitor change 

behaviours by adapting the products provided and the way 

the company runs its business. 

     

e. Customer Focus. 

1. Our customer-focused culture has resulted in customer-

oriented behaviour. 

     

2. Employees know that all business activities must be 

conducted with the aim to satisfy the customer. 

     

f. Organisational Learning. 

1. There is an organisational learning culture to increase 

innovation capability of the organisation.  

     

2. The organisation learns from its failures and mistakes to 

improve its innovation capability. 

     

3. Organisational culture dimensionscan have an influence on 

product commercialisation behaviours. 
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PART FOUR (5):ORGANISATIONAL STRUCTURE DIMENSIONS 

Indicated your view on the ways in which Organisational Structure affects Product 

Commercialisation Behaviours, where, SD=Strongly Disagree, D=Disagree, N=Neutral, 

A=Agree, and SA=Strongly Agree. 

Statement  SD D N A SA 

a. Coordination. 

1. Coordination leads to intense communication among 

employees.  

     

2. Coordination makes it easier for employees to share 

information and have the same level of information 

regarding markets, competitors and customers. 

     

 

b. Centralisation. 

1. Centralisedorganisations would cause product 

commercialisation implementation to become 

straightforward after a decision is made. 

     

 

c. Formalisation. 

1. The formal procedures of the organisation encourage 

employees to be aware of, and response to market changes. 

     

2. Employees are provided with rules and procedures 

encourage creativity, autonomous work and learning. 

     

 

d. Integration. 

1. The level of horizontal integration has significant, direct and 

positive effects on the level of communication. 

     

2. Horizontal integration will increase information sharing 

among employees regarding market.  

     

3. The collective and integrated actions by employees are 

allowed in order to respond to customer requirements. 

     



93 
 

e. Number of Layers in Hierarchy. 

1. Fewer number of layers in hierarchy improves 

responsiveness to market changes and enables the 

organisation react more effectively to customer change.  

     

2. Limited number of layers in the decision-making hierarchy 

helped changing markets, and provided value to customers. 

     

f. Specialisation. 

1. Specialists are given substantial authority to determine the 

best approach to complete their tasks. 

     

2. Specialisedemployees in the R&D department contribute to 

product ideas and find a way to realize these ideas.  

     

3. Specialisation is provided in marketing department so that 

the commercialisation team can handle customers and 

monitor competitors. 

     

4. Organisational structure dimensions can have an influence 

on product commercialisation behaviours. 
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PART FIVE (5):COMMERCIALISATION BEHAVIOURS  

 

Indicated your view on the ways which affect Product Commercialisation Behaviours, 

where, SD=Strongly Disagree, D=Disagree, N=Neutral, A=Agree, and SA=Strongly 

Agree. 

Statement  SD D N A SA 

a. Competitor-Oriented Behaviours. 

1. The organisation knows its competitor‟s products and 

improved its own products to give customers better products 

than their competitors.  

     

2. The organisation knows its competitor‟s patents which 

determine the direction and scope of its patents. 

     

b. Customer-Oriented Behaviours. 

1. The organisation builds customer-oriented-behaviour and 

stay close to their customer for better market positioning and 

company performance. 

     

2. The organisation is able to fulfill its market demand and to 

provide appropriate products for the appropriate market 

segment. 

     

c. Innovation-Oriented Behaviours. 

1. The organisation is innovative and can provide new products 

for customers when the old product is obsolete. 

     

2. The organisation can also make the product first to market.      

d. Communication-Oriented Behaviours. 

1. There is communication among departments thus- R&D, 

production, and marketing to increase the success of product 

commercialisation. 

     

2. There is communication among departments for developing 

marketable products. 

     

3. The level of communication has played a significant, 

indirect and positive impact on product 

commercialisationbehaviour of the organisation. 

     

4.Ways which can influence Product Commercialisation 

behaviours  

     

THANK YOU VERY MUCH FOR YOUR TIME. 

 

 

 


