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What is, or should be, the dominant perspective in marketing?

What is, or should be, the relationship between marketing and society?
What is, or should be, the proper domain of marketing theory?

Is marketing a science or at best a standardized art?

Is it really possible to create a general theory of marketing?
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e “Marketing is specially concerned with how

transactions are created, stimulated, facilitated, and

valued. This is the generic concept of marketing.”
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“a manageable, intelligent and logical definition of

marketing can be fashioned when its scope is bounded

within those processes or activities whose ultimate result is a

market transaction.”
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e Nonprofit/profit
e Micro/macro

e Positive/normative
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e “Marketing is the exchange which takes place between consuming groups and

supplying groups (Alderson 1957, p. 15).”

e “The household is one of the two principal organized systems in marketing

(Alderson 1965, p. 37).

26



Wroe Alderson b ,l5L seges 5555

"ol 2Ll s ol el lajle. (6l8) ehs (rags S8/ o7 e
e “The firm is the second primary organized behavior system in marketing (Alderson 1965, p.
38).
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* “Given the heterogeneity of demand and heterogeneity of supply, the fundamental purpose

of marketing is to effect exchanges by matching segments of demand with segments of

supply (Alderson 1957, pp. 195-199).

27



Wroe Alderson ob,liL eges $5585

Tl @i sl JUB oLk 5o 4l plojle (55 ld) wians (ppag” 0

e “A third organized behavior system in marketing is the channel of distribution.”
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* “Given the heterogeneity of demand, heterogeneity of supply, and the requisite institutions
to effect the sorts and transformations necessary to match segments of demand with
segments of supply, the marketing process will take conglomerate resources in the natural

state and bring about a mean.ingful assortments of goods in the hands of consumers
(Alderson 1965, p. 26).
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Characteristics of Goods Theory

Characteristics Red Goods Orange Yellow
Goods Goods
Replacement Rate High Medium Low
Gross Margin Low Medium High
Adjustment Low Medium High
Time of Consumption Low Medium High
Searching Time Low Medium High

Similarity with Parlin’s and Copeland's models?
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High clarity
High self-confidence

Mental effort during shopping via brand

comparisons

No brand insistence

Low clarity
Low specific self-confidence

Mental effort prior to shopping via

information seeking

Brand insistence

Low magnitude

Convenience Goods

Low €go iIlVOIVEIIleI’lt

Low physical shopping effort

Preference Goods

High magnitude

Shopping Goods

High ego-involvement

High physical shopping effort

Specialty Goods

2 dimensions representing the consumer’s utilization of marketing inputs.
Top-bottom split: shopping effort based on patterns of distribution to make
the product readily available.

Left-right: timing of mental effort in arriving at a brand choice.
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Enis-Roering Classification System

Buyer Perceived
Risk/Product
Differentiation

Buyer Expected Effort/
Marketing Mix Differentiation

HIGH

shopping

speciality

LOW

convenience

HIGH

preference

LOW
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The Systems School

e Like many other schools, the systems schools emerged in response

to the changing environment.

e To properly evaluated this school of thought, it is important to have

some feel of the basic tenets of the systems school.
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The Systems School

e Boulding (1956) posits in his General Systems Theory that the bewildering
and confusing relationships between production, marketing, and
consumption can be organized into a coherent and unified perspective using
the analytical framework of systems, especially systems levels for classifying

problems.

e For Boulding marketing problems belong to a class of systems characterized

by communication and adaptation in social organizations.
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The Systems School

e Ludvig von Bertalanfty (1968), his General Systems Theory,

proposed a theory to explain all systems across contexts.

e He discussed open systems that interact w/ their environment,
receiving inputs, processing these inputs, exporting outputs to the
environment, and exchanging information and energy with the

environment.
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The Systems School

e Systems were made up of two classes of variables: the components or

elements and the relationships among these components.

e These elements are generally thought of as interacting within a set of

limited conditions usually referred to as the environment.
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The Systems School

e Exploring what the systems approach to marketing means, Lazer
and Kelly (1962) discussed in some depth the component elements

of marketing systems:

— A set of functionally interdependent marketing relationships among
people and institutions in the system — manufacturers, wholesalers,

retailers, facilitating agencies and consumers.
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The Systems School

— Interaction between individuals and firms necessary to maintain
relationships including adjustment to change, innovation, cooperation,

competition, linkages, and blockages.

— Establishment of objectives, goals, targets, symbols, and sentiments which
evolve from and reinforce the interaction. This results in determining
realistic marketing objectives and instituting favorable programs, images,

opinions, and practices.
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The Systems School

— A consumer-oriented environment within which interactions take place subject to the
constraints of a competitive market economy, a recognized legal and socio-economic

climate, and the accepted relationships and practices of marketing functionaries.

— Technology of marketing including communications media, credit facilities,

standardization and grading techniques, marketing research and physical distribution

techniques.
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The Systems School

e Inthe mid-1960s, systems were thought to be one of the most important

trends in marketing courses. For example, Lazer (1966) wrote:

— Systems-thinking has affected developments in several disciplines, particularly
operations research and engineering. Emphasized are the integration of elements and
activities into wholes or total systems, and networks, linkages, interactions, feedback,
system-adjustment, survival and growth. This has led to the widely hailed marketing-
management philosophy and the marketing concept, both of which emphasize the
coordination, integration, and linkage of marketing ingredients to achieve a total

system of action.
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The Systems School

e Systems school has yet to develop:

— Doing research will be difficult in publish/perish environment

— The whole marketing must be viewed as a system not its components, i.e.,

product, communication, marketing research, and distribution.
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The Social Exchange School

e In 1972, Philip Kotler presented his “generic concept of marketing:”

— What then is the disciplinary focus of marketing? A transaction is the
exchange of values between two parties. The things-of-values need not be
limited to goods, services, and money; they include other resources such as

time, energy, and feelings.
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The Social Exchange School

e To further fortify his view that transaction or exchange is the core
concept of marketing, Kotler discussed how marketers seek to

facilitate and mold exchange relationships:
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The Social Exchange School

“Marketing is a particular way of looking at the problem of achieving a valued
response from a target market. It essentially holds that exchange values must
be identified, and the marketing program must be based on these exchange
values... The marketer attempts to find ways to increase the person’s perceived
rate of exchange between what he would receive and what he would give up in

freely adopting that behavior...”
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