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Abhstract

This peper is a review and critique simultanecusly of marketing
theory and social enterprise marketing. THe scope, structure and
aims of marketing theory are examined. It is shown that many
structural weaknesses of the marketing theory stem from the limitation
of its scupe and aim to private enterprises. UWhile marketing
theory thus remains weak and stultified, the marketing or
marketing—like activities of social (non~private) enterprises are
performed without adequate theoretical backups Pirticular
and general forms of social enterprise marketing are examined
to assess theoratical requirements of such marketing forms. An
approach %o the development of a theory of social enterprise
marketing - and thersby also the development of a more
universal markesting theory - is presented,
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I. THE IMPASSE IN MARKETING THOUGHT

An examination of contemporary marketing discipline from

a theoretical standpoint reveals several disconcerting features.
Among them 3

1. An ®rmgoing end inconclusive debate on the
scientificity of marketing as a discipline

2. A controversy on the proper boundariss of
market ing discipline

3. An unbridged chasm between micro-marketing
(managerial marketing, enterprise marketing)
and macro-marketing (study of distributive
and congumptive processes at the level of
the society)

4, An essentially static theoretical framework -
based on the "marketing mix" -~ in existence
for more than two decades '

5. A~gemeral lack of competing alternative
concaptual frameworks either at the overall
discipline level or at a disaggregate leveal

6. . A pergistsnce recurrence of - atheoretic and
pragmat ic tendencies in the discipline chara-
cterized by appeals to "stop beatting around the
buah and talk about practical problems."

7. Despite the spread of marketing concepts and
technigues in almost all parts of the world,
the continuing characterization of marketing

concepts, forms, ingtitutions and processss
as "capitalist.?®

Rlthough seemingly disparaté, these tendencies and features
ars closely related. Together, they reflect the theoretical
stégnation.and stultification of the marketing discipline although

considerable work has bsen done in terms of "filling in the details"



of the existing framework. Even the bold, new forays to give
markeﬁing "broadened", "deepened", "social" and "generic" perspect-
ives Rave not broken the discipline free from its existing, and

in many ways dysfunctional, theorstical mould. !

One clue to the theoretical impasse is found in the last
feature listed earlier -~ the continuing characterization of marketing
as "capitalist." Like all management-based disciplines, marksting
evolved in the ethos of a growing industrial capitalism. Well over
two centuries of experience of managing capitalist industrial
enterprises had accumulaﬁed befure the first socialist country made
its appearance on the map of the world. The practical problems
faced by these capitalist enterprises engandered management thought
which eventually evolved into several management disciplines. The
beginning of a Formal‘discipiine of marketing has been traced to
around the turn of the cengury. Bartels ({970,‘Chapt.‘3) has
documented the evolutionary phasss of the marketing discipline.
Evidence indicates that marketing thought has more or less faith-

. )

fully responded to the evolving needs of privata, America, capitalist,

industrial enterprise. <

Industrial enterprises today are, however, not all private
and capitalist in form; they have never besn exclusively American.
A variety of industrial enterpriss forms abound in the world today -

cooperative, commune, socialist, state-capitalist, worker-managed, etc.



Thia study triag to explare the ways in which the nearly

- exclusive emphasis on the private enterprise fopm has strait jacketed
- marketing conceptualizations. Not only has the develapment of
mabketing tﬁanry bgen stultified, there tas gﬁt‘gserged tha-rsquisite
managerial guidence for the marketing activitiess oF non-private

‘enterprises.

This study spproaches tﬁe prdblem fram ﬁmn snda. Firstiy,
an examination of marketing theoty 1s made to identify bts structural
weaknssses. Secondly, the nature of the marksting {or marketing -
like) activities of sociai {non-private) anterprisés is sxplorad
‘to identify the theoretical mﬁuirements of such activities. The
choice of the catch-~all category of '"social enterprisg is dalibe;ate
s0 as ta péfmit an investigation of a variety of nnn-ppiuate enter~
prise forms and search for specific marketing characteristics as well
as univérsaIS'mhich cut across thess VariOUB:fOIMS- The two lines

. v :
cf analysis are synthesized to obtain an improved basis for marketing

theory and marketing decision—making in social enberpriszas.

Is Marketing Univarsal?

This study would make senss only if there iz reason enough
to believe that marketilng or marketing-like activitiaes occur in,
and ara ralevant to, nun-priﬁate enterprise forms., This qguestion

of universality of marketing canbbe gexamined from thres perspectives :



actual practices of social enterprises, opinion of marketing

scholars, and structure of management disciplines.

There is no disputing ﬁhe fact that marketing as a
managerial activity is finding a place in more and more social
enterprises. Public sector enterprises of therstate—capitalist
variety have full-fledged marketiﬁg'fuhctions, sometimes surpass-—
ing in importance the corresponding functions in private enter-
prises. Enterprises in the socialist countries of USSR'aBd East
Eufdpe are rapidly acquiring a marketing outlook. There is, thus,
.an unmistakable trend of growing "marketing conscicusness" in

almost all social anterprises.

Marketing scholars who champion the broader view of
markating'would have no hesitation in opining that all forms of
sacial enterprises do have a marksting functioné_ Even the challen-

gers of the broadening movement really dispute ﬁhe{extension of

the concept of marketing to non-enterprise forms of organization.
- There is virtually no diségreement among scholars that whenever
economic activity is organized in modern enterprise form - private

or social - marketing is an essential function.

The final rosolution of the question of theo univorsality
‘of markoting liocs not in obsorvad practico or scholarly opinion

but in tho metasciontific structurc of thc managemont disciplincs.



Market ing activitios bqncarn cohsumption. - No branch of managcment
deionca oxcept markoting covers consumption as 'itfs subjoct mattor.
Evon in the social scicneos, tho covorajo of congumption is picce-
moal, scctarian and no§ orionted to proediction and control oflspocific
consumpticn phenomana. All this portonds that a markcting-like
discipline = within tho broad umbrclla of managcement science - will

bo 2 nocossity as long as production and congumption arc sepafated.?

It is, then, roasonablc to assumc that for social ehﬁof«
prisas, markcting cofstitutes a logitimate and continuing managorial

activity as well as.a relovant disciplinc of study and resoarch.



II. STRUCTURAL WEAKNESSES OF MARKET ING THEORY

Even though.the primagy concern of the marketing discipline
"_has been the improvement o}ﬂfé; technology of marketing the products
" of a business firm, there has been a continuing theobretical exam-
:iﬁation qf the discipline in the Iast thres decadeé? The concern,
'59 and large, has been with the form of marketing theory. Thé

substance for marketing theory is believed to exist in ample measure

in the documented experiences, lores, conceptualizations, surveys,
experiments and models. The formal metatheoretic frameworks -
bbrfouing as thsy do from the phi1030phy of science -~ have surpassed

in sophistication the actual theories of marketing available so far?

The Present Status

‘There is no satisfactory grand or general theory of marketing
as yet. Therefore, the present theoretical status of’markeping must
be evaluated on the basis of the component theories - rather concept-

ualizations - of marketing at the micro and macro levels.

A multitude of concepts relating to the micro or enterpriss
level have been developed over the years. In the early years of the
 §rowth of marketing thought, the reported expgriencss of managers
fand business lore were the main gsources of micro level concepts.
;wifh cont inued use, incorporation in business school curricula, and

some research effort, most of these concepts have acquirsd a reas-



ybane degree of formalism. There is still, however, some amount
;f ambiguity and loose usage of concepts. For example,. concepts
1ike.9product positioning;" "brand loyalty" and "segmentation" are
iikaly to be given different operational interpretations by differ-

‘ent managers and researchers.

Heutistic models and conceptual frameworks abound in micro
level marketing literature. Such models outline in general term
the expected responses of the market or the marketing organization
Eb part icular policy inputs. Since the relationships expressed in
such.models are imﬁrecise and usually not ahpirically validatéd,
the models are “pre-theoretic. There does not exist a satisfactory
theory of marketing at the firm lavel. The heuristic models -
based usually on cybernetic and systems thinking -~ are adequate
for providiﬁg guidelinesvfor decision-making énd{therefore there

is no strong motivation to evolve a micro theory of marketing.

At the macro level, conceptualizations deal with marketing
:;ystéms.as a whole; the marketing process in abstraction, role of
;marksting in society, public/policy toward marketing,_and most
~importantly, consumer behaviour1.G Except for consumer behaviour,
ﬁpther conceptualizations are at a very primitive stage - first order
éaneralizationa 6f observed macromarket ing phenomena. ﬁéonsumer
%éhavioﬁr, which is in the process of evolving into a discipline

jh'its own righp, has expanded tremendougly by borrowing theories



-and concepts from behavioural sciences. Consumer behaviour can

even boast of attempts at evolving grand theories encomﬁassing its
total subject matter11 Although a well-developed and rapidly growing
limb of marketing, consumer behaviour suffers from several thaoret-

ical inadegquacies such as ¢

(i) insufficient integration of different approaches
to consumer behaviour.

(1i) emphasis on buyer behaviour to the detriment of
other aspects of consumption behaviour

- (iii) emphasis on individual behaviour to the detriment
of understanding consumption behaviour of larger
social units
(iv) insufficient conceptual linkage to other behaviours
(e.g., trade behaviour) occurring in a macromarketing
system
The distinctions between the conceptulizations at the micro and
macro levels and the theoretical status of each ledel are summarised
in Table 1. While the overall theoratical'inadaquacies of the marketing

‘discipline are evident, it would be worthwhile to explore the nature

of some of the specific weaknesses and the causess for thess.

Some Specific Theoretical Weaknesges

Several disconcerting features of the marketing discipline
wers mentionéd in the beginning of Section I. Some of these.wuuld'
be examined now in greater detail. for purposes of discdssion, these

features are grouped into four theoretical issues.



Table 1

Distinctions Between Micro and Macro Marketing_Throsies

Feature

Nicro  
Theories

Macro
Thejries

1e

2.

4,

Sub ject
Matter

Objectives
Nature of

Conceptual
Frameworks

Scope of

Conceptual
Frameworks .

Degree af
Quantifi-

" cation

" Present

theoretical
status

Enterprise level
managaement

Control of market
response to achieve
entérprise goals

Cybernet@c or systems-based.
Very rarely behavioural

Particularistic and
gituational

Some particularistic
modelling. No general
models.

No general theories.
Attempt at theories
pertaining to particular
functions remain largely
empiricist. Poor linkage
of macro concepts

Marketing systems at
societal level

Description, explanation
and prediction of market-
ing phenaomena

Based on psychological,
sociological and economic
theories

Mostly general and uni«
versal

Very little

No general theories sxcept
attempts in consumer
behaviour literature.
Except CB, level of cone-
ceptualization is primit-
ive. Poor linkage to .
micro concepts.
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The Scientifigity Isguet The scientificity or otherwise of the

2
marketing discipline has been debated for aover three decadea.1
Although the specific debate has revolved around the question
"Is Marketing a Science?", the broader concerns around this issue

encompass the following quaestions @

- Should marketing be a scienca (or an art/teebhology)?

-~ If marketing should be a science, what criteria of
scientificity will it have to satisfy? ~

- Has markesting achieved the status of science by ade-
quately satisfying the criteria of scientificity?

~ (At the other extreme): Should marketing researchers
bother their heads about such questions wheh there
are so many practical problems crying for solution?

In the sarly years, the question of "art vs, science” was important -
but lately the concern has shifted tothe’evolution of criteria

of scientificity and the application of such criteria to the existing
body of ma;keting knowledge. It would seem, therefore, that.the' |
question of "science or not" has been tacitly settled and the
attention of the discipline has been focussed on the question of

"how scientific is marketing." The progress on the issue of
scientificity, however, is not as clear cut as it appears.‘ Firstly;
although the criteria for scientificity have been spelled out in

13
considerable detail by a few marketing schalars, the reality

of marketing knowledge does not measure up to sven a fraction

4
of the standards set For‘scientificityj In fact, those writing

on metatheoretic and metascientific agpects of marketing are hard



1 | .
“put to find suitable examples from their own field. Secondly, even
when lawlike generalizations or theory-like systems>of propositions
;do appear to exist for a particular segment of marketing phenomena,
it is highly doubtful if these apparently sciocntific constructions
‘are applicable to situations other than those obtained in a developed,
Private-enterprisa dominated economic situationj5 ‘Univetéalityreludee
what little "science" exists in marketing. ~Thirdly, the progress of
7ma£keting discipline toward scientificity is obliquely resisted by -
stressing the "practical® nature of marketing:‘6 It cannot be ruled
out that the strong (and recurrent) pragmatic, streak reflects the
desire of the gatekeepers of the discipline to chain the intellectual
work to the nesds of giant private entarprise’syétems. For, promoting
greater theoretical explorations at this stageiﬁay enfich the theoretical
framework generally, but would a}most éertainly dgtract from the particular

needs of monopoly capitélist enterprises.
) /

In sum, then, the road to scientificity for the marketing
discipline bristles with many aobstaolds. At least some of these
obstacles stem from a true lack of universality in the'harketing
discipline. By svolution and by design,vthe discipline has been
particularized to certain contéxts. Th? aventual resoclution of the
scientificity issue will hinge on the abilify of the Marketing

discipline to transcend its contextual confines.
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2. The Boundary Issue : In less than a docade, the boundary of the

v

marketing discipline has besen so drastically altered as to lsad
one scholar to comment on "the identity crisis" in the discipline

; (Bartels, 1974). As the dust settles after the "broadening"
contrbuersy, it would be‘pertinent to examine what exactly has
the move to enlarge the boundaries of marketing accomplishéd. The
broadening movément has been very successful in its main aim -~
creation of sensitiuity about broader application of markefing tools
and technigues and legitimation of marketing as a key activity for
nonbusines and nonprofit instituti0n537 It is in its very success that
certain theoretical drawbacks of the broadening movement are reflected.
AS Spratlen (1972) has pointed out, the "ope{ational" domain of
marketing hasvbaen broadened but not its "philosophical" domain.
Leaving aside the value question of whether mafleting should switch
ovér to a broader (humanist, as Spratlen suggests) philosophy, the
operational mode ;F broadening has had a missionary rather than
scientific flavour. Rather than examining the marketing or market-—
ing=like actiuities of nonbusiness organizations and svolving
appropriate conceptual frameworks, the existing managerial framg-
work (with all‘its historic mocrings) has been extended to non-
businaess situations. Existiné frameworks have been extended to
alien'phenomena instead of searching for frameworks to fit the

pbaetved phenomengp In the literature pertaining to broadening,
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fthe decks have been stacked to favour the advocated framework and
"hence t«e broadening movement partakes of a largsly speculative
character, Although speculation gometimes plays a role in the deve-

_lopment of theory, speculation is not thoory.

The broadening movement, thera?orp, did go "too Far“ - not
~in terms of proposing an unreasonable domain for mafketing, as Luck
(1969) alleged, but in-terms. of taking the speculative rather than
. the sclentific rouﬁe. A true broadening of the discipline requires
réohcepﬁual cunstfuctions t6 be based on observed and reported workings
of various institutions which engage in marketing or marketing=-like
tasks.. The attempt to_conceptualizevsﬁcial éntarpiigamarkeﬁing in

Section III of this study makes some progress towards this cnd. -

The Linkage Issue ¢  Marketing conceptualizations at the enterprise
or micro level are not linked to the macro lauel'bonceptualizations,

19 |
except in terms of broad geReralities. In many ways, such link-

.

-ages represent the crux of the problem of developing satisfactory

theories of markesting. Effort in the following directions are required.

(a) study of the relationship between enterprise and state.
fFor whatever reasons, marketing scholars continue to reoard
the state as an independent entity: a neutral refercc énfop~
cing the rules of the game of the market place and promoting
waglfare goals in general. Radical thinkers, howevar,- have
long demystified the state (whether fsudal, capitalist or
socialigt) as a creation of (and an instrument of) the ruling
classas - a fact which liberal thinkers have alsc belatedly
discovered.21Viewed in this perspective, enterprise marksting
activities, consumer movements and public policy = all become
part of a wider social process which can be subjected to
analysis and conceptualization, 22

\
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{b) Study. of the relationship between production
and consumption., So far, guided by
instrumental concerns, consumer behaviour
regearch. has focused its attention on hou
people buy specific brande. Micro-macro linkages
will be highlighted when the focus_ghifts
to how congumptibn patterns suolvelsngnd
how consumption and production roles of
man reinforce each other.2¢8uyer behaviour
and the marketing process can then be
seen in the overall perspective of how
different socisties are organized for
production and consumption. '

The deveiapment of micro-macro links ¢an be greatiy
facilitated by examining marketing in the context of social
enterprises. These enterprisas are often expliditly‘and
directly linked to state policy: the rElatiénship betueen macro-
level policy and micro-levasl enterprise functfcning is more or
less transparent. Also, in certain forms of social enterprises,

the productive and consumptive goals of pscopls need to be

explicitly reconciled. Such reconciliation provides insights

~into the generic nature of marketing phenomena.



4.
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The Fra@ggork Igsue: At the micro or enterprise level, the theoretical

ahd operational framework is totally dominated by the functional
"marketing mix" concepts; As was pointed out sarlier, the broadening
‘movemaent has speculatively extended the marketing mix to all organiz=-
ational forms, nay, to humen behaviour in general. The advocates o§
"broadening” would readily point out that a "marketing" framework
provides a fresh, alternative porspective to areas of human endeavour
which have not traditionally fallen within the bailiwick of marketing
discipline. . The question is : do alternative and compsting conceptual
frameworks exist to impart a fresh and critiéal;outlook to the core
sub ject matter of the discipline, viz., marksting of goads and services?
Without alternative frameworks, and without a critiecal perspective,
the discipline is likely to become flaccid and lose whatever claim to
scientificity it has achieved. Social enterprise marketing compels
one to look for alternative framsworks because practical enterpriss
management requires alternative operating concepts. In this seNse,
thé study of social enterprise marketing promises to revitalize

theoretical debate and aid theorstical progress in the discipline.
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Conclusion

Many of the theoretical inadequacies of marketing discipiine
ére perhaps due to lack of rigour in conceptualizing and empirical
testing. Thesa shortcomings Qill be overcome as the discipling is
éubject to the normal pressures of conformity to sciantifié stand=-
ards. More serious and fundamental causes for theoretical inadequacies
‘ean be traéed to fhe chaining of marketing thought to certain object-
ivea; techniques and frameworks. These rigidities stem from thé
historical evolution of marketing discipline in the twentieth century
Amer icen milieu gesulting in a commitment to capitalist, free-enterprise
values and sthic. At this stage of historical development. of the
world systems the search for universal conceptualizations in marketing
must rely heavily on the activities of social enterprises. The study
of social enterpriée markgting would not be a paﬁaqea for the thecret-
ical ills of the discipline. However, it would, in some measurs, holp
ﬁuercome the various structural weaknosses of marketing theory cutlined

_in this section,
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I1I. SOCIAL ENTERPRISE MARKETING

The term ™social enterprise" does not denote a unique
organizational form, Rather, it is used as a catch-all category
for the various forms aof nOn«priQate enterprise which have evolved
in a2lmost all countries of the world, capitalist as wsll aé encialist.
The sfudy of these various forms éhould raveal those Featufes OF‘
marketing theories wﬁich are.specific to these forms and also help

-in developing a universal theoretical perspective for the discipline.

The empiricai content of the term "social enterprise" would
thereﬁofe vary spatially as well as temporally. Tﬁe uariability
bf the term need not be a problem from the point of view quconcept-
hélizing aboutvsocial entérprise marketing. Affer all, the whole
.corpus of marketing knowledge - with its implicit‘or‘explicit claim
to universality — has been built around large-scaie,privatg capitalist

fgntefpriae,‘a form which is scarcely more than a century old.

Isn't the modern giant private sector corporation also a -
“social enterprise? Some, notably Galbraith (1977), would like to
‘ﬁrge that it is: "the most profound tendency of the modern corporation v..~
is to socialize itself. It takes all power from its owners - dis-
‘enfranchises the capitalists. It also makes itself socially
indispensable" (p. 278). UWhile it is undisputably true that the
giant corporations in the west,haye amassed great power, and that

they are social institutions in the generic ssnse, it is not true that
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they ﬁave "disgnfranchised the capitalist." The private corporation
does remain en institution and an instrument of private capital,

except that it wserves the capitalist clasa rather than easily ident-
ifiable individual capitalists. The term social enterprise, there-

\

fore, would exclude ths private corporation.

Marketing Activities of Social Enterprises
| The search for marketing conceptualizations relevant for

"social enterprises p?QsUppOSBSvthat such enterpriges do carry on

ma;keting or marketing-like activities. In Section I, several
‘argamaahs wore presante_d ag to why such activities are universal.

It may Be useful to formalize the coneegpt of marketing activities
“‘of social énterprises. Whenever production and congumption are
;;aepafatad?7a conscious activity has to be carried out “to convay
: goods produced to consumers; This activity, 5 direct consequence
' oflthe division of labour, will be termed marketing. Nearly all
ﬁiaocial enterprises that exist today engage in s@ch marketing activity
;and in most of them, it is an important»activity?s The conceptual-

izations in this section will deal with marketing defined in this

{rather conventional) way.

derms of Social Enterprises

» éocial enterprises can be classified in many ways. The
gclassificatofy dimensions of interest here are those which have
:ﬁistinctiVG influences on marketing activities. The‘Fullowing

sdimensions are rglevant:
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1. The pattern of ownersghip and control, especially the
role of the state as owner and controller.

2. The pattern of'management. Thie refers to the way
enterprises are organised for decision making and
the haturs of dacision making processes.

3. The typs of oparating environment. This refers toc whether
the (particular) enterprise operates in an envirenment
compesed primarily of private enterprises or primarily of
social enterprises. This also refers to the overall
nature of the society in which the enterprise is located.

These dimensions are relevant because they influence the aims,
scope and methods of conducting marketing activities of the
rentatpripes. Table 2 présents an -illustrative classification of
~-social enﬁarprises using these dimensions. In the following few
paragraphs, the influence of these classificatory variables on

marketing practices and conceptualizations is considered.

The influence of Ounership Pattern .

The ownership pattern of an enterprise determines the
“prefersnce systems impingent on the enterprise. Owing to the
-gepeater integration of enterprises with the society, almost all

fenta:prises (private or social) are subject to multiple prefersnce
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Table 2

h Clagsification of Social Enterprises
(selected examplesi)

~ Ouwnership/Management Type of operating (competitive) Environment
__patternz Mostly privats Largel§ public  Socialist
sector sector
State/Bureaucratic ian -Rai. Pro- i-
te/Bureaucrat: ___ Indian Railusys Freczefopd;ggvi
State/Professional Renault(France) Petroleum, . Hungariam
: Mysore Soaps steel enterpriges
Collective/ hB18F8e-held
Profegsional Compahies

Collective/ © Kibbutz Yugoslav

tollective entetprises ' SelFEMahage—
X (IBTEEJ—) g - ment
Eooperatiue/6 ' Amul Milk Coop.
Professicnal (India) g +
Cooperative/ Israeli Moshav
Lallective
" Consumer’
Cooperative/Profe-
ssional

Notgs: 1. The examples reflect author's judgement.

2. The categoriees listed are not exhaustive.

3. This refers mainly to situations where whole sectors

ars nationalized or socialized, 8.g. petroleum in
India, steel in Britain,

4, In - a collective enterprise, the means of production
- are collectively owned and operated.

5. In the strict juridical sense, the mesans of prodpction
of Yugoslav enterprise are the property of the nation.
However, defacto, they operate es collectives.

Professional managers are used but in their expert
capacity. See Kralj (1976/77).

6. In 2 cooperative enterprise, the means of production
are individually owned and operated but the other
business functions ~ purchasing, financing, accounting,
marketing, etc. -~ are hancled by a coopsratively
constituted bodye.

7. Not strictly a "social enterprise." FPrivate consumer

capital, cooperatively employed, would qualify as a sort
of consumer capitalism. However,in their marketing
decision-making processes, consumer cooperatives are

quite akin to many social enterprises.
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systems. However, in a private enterprise, the overarching and

supreme nature of shareholders' prefaren&e system is ungquestioned.

AR private corporation may be influsnced by the interests of

workers, consumers, trade, snvironmentalists, etc. In case of a

conflict of objectives, however, the ultimate arbiter is

shareholders' interest. This is not so in a social enterprise.
Multiple prefefénce systems iméingené on a socialrenterprise give
rise to multiple objectives which cannot always bs explicitly
prioritized.

In a state owned enterprise, for example, the preference
systam of the state and the consumers influence the workings
of the énterprise. In most such enterprises, another preferaﬁce ’
system, identifiable with the objectives of the managers,.
can also be distinguished. Unlike private enterpriées, owneré'

preference. system cannot be assumed to have an” overarching

importance. The ouner - the state - is a product of the socisty

: 30
and must reflect the dominant values of the society.

Since it is
supposed to mirror the "wider social interest", the state enterprise

- unlike the private corporation - cannot treat consumer

interest as merely instrumental. As a result of this, state

enterprise marketing is characterized among other things, by:

1. Use of multiple, often conflicting, objectives

2. Relivance On broad-based marketing strategiss which
satisfy these multiple objectives.

3. Use of price, in some cases, as an allocative
mechanism,

4, Use of organizational mechanisms (such as marketing
divisions) which act as buffers betwsen various
preference systems. ‘



5. Use of consultative mechanisms, in some cases,
which solicit direct inputs from consumers as well as

compoenents interests of the State.

In case of a producers' cooperative, the multiple preference
systems ars those of the produéerS‘themselveé and the state
(always a regulator and aften a finaﬂcief).the latter also a proxy
for consumers' 1nteieet.< Conflicts of theffcllouing tyﬁe are

inherent in the marksting activities of such cooperatives:

1+ Conflict between maximizing producers' sarnings and
(the State's demand of protecting) congumers' interests.

2. Conflicts arising out of product mix and other marketing
decisions which do not have a uniform and equitable
incidence on 2ll producers.

3. In case of professionally managed cooperatives, cohflict
between producers' and management's interests on the one
hand and management's and consumers' interests on the
other hand.

Because of the complex nature of objectives, conventional
) ¥
_concsptualization in marketing break down. Such conceptualizations

neither help in explaining enterprise behaviour nor in guiding it.

Influence of Management Pattsrn

The marketing concept as well as concepts in marketing are
predicated upon a "professional" pattern of. enterprise management.
OGne of the consequences of professionalizat%on ig that the managemant
interposes itself between the primary producers (the workers)
and the consumers. It arrogates to itself the so}e prerogative
cf interpr;ting the pfoduct of labour to the consﬁmet and the

consumer of the product to the labouring producer.



In a professionally managed enterprise,‘theréfore, the
organization of the marketing Function tends to be centralized,
 pyramidal, even bureaucratic. This is because the management
mouid like to preserve anhd stfengthen its trucial interface role
be tween consumeré and primary producers. ?hus, the markesting
‘organization and inFormation sYstem aré s0 designed tha£ only
the head of the marketing department is likely to have a
cqmplete and comprehensive understanding of the market. At every
other level, the understanding would be partial.

Contrast this:?;%y,‘a‘collectively and demobratically
managed producers' cooperative. The marketing organization and
information system have to be so designed that all the primary
producers (if feasible) or at least a substantially large and
democratically constitutaed management counéillﬁan have a comprehensive
picture of the market. In such a situation, aarkeé research may
vhaue,to become an open consultative process between consumers
and workers. The survey-and-summation type of market research,
with its éim of centralizing iéfurmation, may not be useful for a
democrétically managed producers' cooperative.

The impact of "professional" management is not limited

only to the organization of the marketing function. The very

nature of the marketing functicn (and of conceptualizations about the
function) is tied to the pattern of entetprise‘management.
Congider two core aspects of the marketing function: choice of

customers (segments) and decision regarding the nature of product.



Uhen the Ehterprise management pattern is prodfessional, the

choice of customers tends to be sueh that the customers are

“~

socially close tc the managément rather than to the producers.
. ) . 3

Cetris paribus, zn elite management aopts for elite customers. f

Ify for reasons of profitability, the management has to opt for

customers dissimilar to itself, then the channel choice is
such that, the adjacent links in the channel are soccially competiﬁle.
.In tﬁis way, a lohg channel becomes nacsSaaf§ to bfidge the social
distance betueen enterprise management and customers.

In a ;nllebtively managed social enterprise, the workers
would tend to deal with customers who are socially close to the

workers. WNot anly would the choice ©Ff pustomsr segments tend to

differ from a professicnally managed enterprise but also the

manner »f the dealings with customers would tend to differ.
———— ;

Undet professional management, the producsr as well as the manager

is alienated from the product - the product is presented to the

32
market in a detached, depersonalized manper. It is presented

and proumoted with a view tu enhance its sales appeal and profit

potential - to realize the maximum gxchange wvalus. In a

social enterprise cullectively managed, the producers are not

alienated from the product. They see the product as the fruit

"pf their labour - as an extension of themselvss = much akin to

the medieval craftsman's "pride" in his product. Such an

enterprise would tend to present the prodict to the market in

33 :
such a manner that its use value is maximized. The producers
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see thé uonsumef in their own image. They relate te the product
not qnly as an ob&ect that they produce with.thsir own labour buf
aiso subjectively as an item which gives satisfacitons to the
consurnars:i4 In this process, significantly, one of .bhe crucial
linkages between micro and macro conceptualization is achieved.
The (micro) marketing process of an enterprise can be seen
(conceptually as well as experimentally by the workers and
consumers) as a particulér instance of the gensral (macro) social
process of production relating itself to consumption.

Using_existihg conceptual categories of the.marketing
discipline (defivad és the} are from specific-and particularistic
marketing forﬁs), itvis difficult to describe the character of
marketing in a collectively managed social ehte;prise.
Nevertheless, Table 3 attempts a verbal contrast_betuaen the

' , ,

marketing function in such an enterprise and in a'profeésianglly
managed private enterprise.

Two’caveatslare relevant here. First, the large majority
of social entarprises in existence today are proféssionally managed
and hence their marketing functions do not digfer from thﬁse of
private enterprises on account of the management pattern.
‘Differences do exist but they are on account of différent
ownership patterns and 506ial milieu. The professional pattern
. of management, howaver, is incompatible wi;h social pattern
of ownership - democratization of ownership creates pressures for

democratization of management. This is where thes second caveat :.

is necessary. Although professional pattern of management
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Iable 3

ifferenc in MarketianFUnctiong of a Professionally Managed
Private Enterprise and a Collectively Managed Social Enterprise

~ Professionally Managed
Private Entergrise

The marketing function (the

Collectively Managed Soglal
Enterprise ' '

The marketing functich brings

marketing concept notwithstanding) together the primary producers

. directs the products of ths
enterprise to the consumers. The
product is specified by the

. manager, produced by the workar,
. appropriated by the manager for
_presentatioh and promotion to
_the market. Advertising,
personal selling and distribu~
-tion processes are initiated by
the manager to enhance the
sales and profits (the exchange
value) of the products. Tenuous

and delayed closure is attempted

‘through market research and feed~

back infermation systems. The
marketing process is largely
unidirectional and linear,
.designed to maximise enterprise
managers( goals.

and congumers in (an initially
chaotic) continuous contact.

THe product is specified by

the consumer, debated by the
vorker, a synthesis reached,

and then produced by the worker.
The product is presented to the
market and observed in use by

:the producers. The consumer

continuee to convey the use
experisnces to the producers.

In this way, the marketing
process is a continuous, back-
and-forth, zig-zag. It is open,
dialectic and‘constantly re-
defining the product as well as
redefining itself through a

higher synthesis bstween the needs

of producers and consumers.

is incompatible with social enterprise form,

does find a place in an enterprise form of organization.

Self-
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managed Yugoslav enterprises do use "professional executives",

However, the role of such exscutives is either a staff role

(problem solving on the basis of data) or a delegated line

role (implementing decisions of workers council). In this sense,

the marketing function in a collectively managed social enterprise

is no less "professional" but is a lot more democratic.

profegsional sxpertise



Influence of the Operating Environment

The opgrating environment influences the marketing”éctivities
of a social enterprise in many ways. Conventiinal conﬁeptualizafions
in marketing implicitiy assume a certain model of the .operating
environment - some_fofm of monopolistic competition, a state charged
(only) with regulatory and policing Functlons, a stratlfled

consuming public uhose buylng behaviour is confined to choics

~among brands. These assumptions do not always correspond to the-
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realitises of the operating envircnment of private enterprises.

They are certainly violated in case of almost all types of social
enterprises. Some or all of ths following aspects of the
operating environment of social enterprises may cause the

mérketing activities of such enterprises to be -different from

- thoge af private enterprises: B '

1. Nature of competiton
2. Nature of State and its relationship wlth

the enterprise
3. Social composition and behaviour of the
consuming public _
4. Nature of institutional linkages of the enterprise.

In a socialist sconomy or in a socialized sector (brancﬁk
of industry) of a capitalist economy, competition takes on a very
-different meaning than what is conventionally understood in a
private enterprise context. At the sectoral (branch of industry)
. level, competition is not a given but a policy uériable which can
;'Ee mani9015%e&;?'Sincé'the“ﬁqmﬁﬁﬁiﬁiﬁé‘enﬂiranmemt~can'bé designed,
l

market share may not repressnt the ctmpetitive standing.ofi.an

enterprzsa vig-a-vis others 'in the industrye

i
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It may represent, for instance, the size of the market segment
allosated to the.particular enterprise or an agreed-upon scale of
operation-éér the particular unit in‘the industry. It follows
that conpetitive strategy models using market share as a key
variable are not applicable to such enterprises. Similarly, it can
be shown that méﬁy conventional marketing conceptualization pertaining
to segmentation, price and promotional behavicur pay not be relesvant
for'social enterprises whose competitive enviponment is not an
exogenoﬁs factor.

The influence of state in the case of state owned enterprises
’has been discussed earlier. Even in case of social enterprises which
are not state owned (s.g. cooperatives), the preference system of the
state impinges heavily on enterprise goalé. This is because in
>aksocial enterprise; the state arrogates to itself several }esidual
powers which may be held by private shareholders in case of private
enterprise. It has been shown earlier that the state's prefersnce
system acts upon the marketing objectives, organization, étrategies
andoperations and makes these different from those obtained in a
priuate‘enterprise.

In a socialist economy, the model of society and the model
of man, which are implicit in marketing conceptualizations,
may not be algfgether valid. To the extent that some of the
socialigt societies menage to create "the new socialist man",
consumer behaviour theories and findings developed in the priyate

enterprise context become suspect and perhaps inapplicable.
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Consider, for example, the.recant application of attribution

theory models to consumer behaviour in response to incentives

offered by marketers. It has been found that small incentives

are more effective than large incentives in getting repeated

buying response. The attribution theory explanation states that

-

in case of small inceptive, the buyer attributes the purchaée
behaviour to his own motivations and preferences while in casge of
large incentiug, he attributes it to the incantiue?7 Implicit

‘in this explanation is the model of a corruptible man, a man who

says, "I will undertake a behaviour confrary to my values and

attitudes if incentivized enough." In a society whers

corruptibility of man has been eliminated, it is doubtful if the
above mentioned behaviour in response to incentives will be
obse:ﬁed. Even if it is observed, the explaqtion given above Eannot
be valid. Thevpoint is that the social enterp;isa.in such a setting

1

cannot use the attribution theory framework in the form it has been

used in the private enterprise, capitalist society context.
Enterprises have important linkages to other insgtitutions.
The vertical linkages ~ to suppliers and distributors - have
received special attention from mar&eting scholars.zeln
socialist économieé, or in economies with large‘public sectors,
a spacial type of inter-enterprise linkage merits attention.
A number of industrial sectors undér soccial ownership are
heavily interlinked as consumer of each other's products. One
éﬁdh situation prevailing in the Indian economy is depicted in

figure 1. The Féur sectors depicted are essentﬁally publicly
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ouned but worked under relatively autonomous enterprises. .Several

difficult marketing problem5 arise in such inter~linked sectors:

1. Pricing: A sector which is in a stronger bargaining
position can squeeze the others to maks profits. Supra-
‘sectoral interest dictatss administered prices but then
all these sectors are linked to the private ecoromy
where price flexibility may be required.

2. Paymgntg: Because of heavy inter-sectoral trade, a
lot of individualized billing and payment represents
wasted effort. Aleo, withholding of payment by one sector
éan throw the entire system out of gear.

3. Product mix and distribution patterns As major users of
coal; steel, railways and power generation sectors each
have a preferred mix of 'various grades of coal. What
mix should the coal sector produce? A profit
maximizing mix, if one can be worked out under controlled
price conditions, may be disastrous for some of the
consuming sectors. A similar logic applies to the
distribution pattern. '

Fiqure 1
Some Inter—sectoral Linkaces in the TIndian Economy

T
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Existing marketing conceptualizations are of limited value in
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guiding the marketing operations of such inter-linked units. Study
of material flows, technological depenaencies, inter—nrgahizational
processsg, cfce. may yield appropriate concepts for marketing

Forms found in such sectorse

Lonclusion

In this section it has been shown why and how social

snterprise marketing differs from private enterprise marketing.

The basic differences stam from the ownersbip pattern, the

managemént pattern and ths operating environment associated with

social enterprises. A variety af marketing forms exist in social

enterprises because such enterprises differ from each othar on the

ownership, management and snvironment dimensions just mentioned.

All these marketing forms, taken as a whole, differ significantly

from the private senterprise marksting form. Existing marketing

conceptualizations, based on the latter, are usuzlly irrelevant and

often contradictory to the social enterprise marketing forms. A

new level of conceptualizations - hopefully leading to new and

competing theories of marketing - is necessary to explain and

influence the marketing activities of social enterprisese.



IYV. TOWARDS A EW SYNTHESIS

The regeneration of marketing theory and the formalization

of social enterprise marketing depend on éach other. Marksting
theory has been the poorerrfor the neglect of social gnterprises
and the marketing aﬁtivities of social enterprises have suffered
from the lack of appropriate conceptual Frameuork;. A new»synthesis

would benefit bothe.

Some Pre~reguisites

In Phebpresent situation, marketing and socialism stand in .
cont?adiction to éach other. Marketing theorists and commentators
have refused to recognise socialist métﬁuds of crganizing
distributiun and consumption activities. Even consumpticn-
oriented activities of sociél enterprises in-capitaliet
codntrias were igndréd until such enterprisss sthed soﬁe
tendencies to emulate the acknowledged marketing medes. In
effect, the marketing theorist/professional confronts the
social enterprise theorist/manager with the proposition,

"1 will recognise your existence and help you if you aéree to
. »
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buy the toolkit of mha£ I choose to call marketing techniques."
The theorist/manager of socialist.enterpfises berates marketing
as the ideology of capitalism, a maniphlatiue device of the
monopolists. The theorist/manager of social enterprises in
capitalist socicties also does not place much faith in the
"cémmercial gimmickry" that he associates with marketing.
. Most of these contradictiane are illusory, stemning from
ideclcgicél»positions rather than social_realities. There is
a2 real contradiction het@aen market and planning as mechanisms for
allocation of social'prndugt. Howeuer, this contradiction does |
'noi lpad® to a contradiction between marketing (a process
linking production and consumption at @icro and macro lavéls)
and socialism (& mode of organizing production at the macro level)
or sﬁcial enterprise (one of & variety of ownership patterns
under which ﬁroduction can be organized at micro level). The
setting aside of ideologicai positions and the pxeminatiun of
social reality for its own sake is the first pre-requisite for
.a synthesis of marketing theory and social enterprise practice.
Since production and congumption are complementary social
activities, a process linking the tmovmust exist, uhayeuer the
particular forms in which production and consumption are

vorganized., If marketing is defined as this linking process, it

does becaome a universal activity. However, the universality

of marketing is limited to the level of abstraction in this
definition, Specific markating forms prevail in specific
~ historical periods and geopraphical regioqs. The recognition of

historical and contextual specificity of marketing forms is the
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gsecond pre-requisite for the synthesis of‘marketing theory
and social enterprise marketing.

Lastly, such a synthesis requires u{llingnass within the
discipline to innovate in terms of new coﬁceptual frameworks.
In metascientific terms, this requires that a signhificant
number of marketing scholars make the study of social ante:;rise
marketing forms their "intellactual projecﬂﬁT This study would
conclude by presenting one outline for such an intellectual
project.

‘The Outline
| Recognizing the specificity of market form, it is first

heQQSSary to have a theory of society and social change

in which marketing forms (and conceptualisation) are embedded. Con=-
~ ventional social.science, like conventional marketing, shuns
historicity and change. A theory of society relevant for

social enterprises would have to be a radical kheory. At the
minimum, such a theory should be able to explain why and houw
different modes of production come into existence, how the

" enterprise form of organization emerges at the micro level

énd what factors lead to its privatiiation or socialization.

following from above, a theory of marketinqﬁprbceés'is

required which investigates the process in abstraction and,
more importantly, explains the specific forms the process takes.
in different pepiods and contexts. Historical analyses such as
Polahyi's (1974) can be invaluable here. Also necessary

are contemporary cross-contextual stqdiesfof marketing forms.

The conceptualizations emerging from socialist and Third World
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countries are likely to provide many insights to the nature

and forms of marketing process.

‘At the micro-level, a broadening of the theory of enterprise

bghaviour is nseded. 1 critical study of how the ownership

pattern, management pattern and the environment of an enterprise :

influence its marketing activities is called for to make the

concepts of "marksting management” more broad-based and relevant

to contemporary world situation.

Lastly, alternative and extendsd formulations of theory

of consumption behaviour are necessary to provide the link between

micro and macro cdnCEptualizations relating to the proguction=-

consumption relationships. Alternative models of man need to

be explored. The study of consumption needs to be broadened and

deepsengd by examining a range of consumption-related behavicurs
V.
and their longitudinal aspects.

~£onclusicn

The‘intellectual project outlined above is enormous but not

intractable. However, the enormity or complexity of the project

is not the issue. What is important is that this project needs

to be done. The necessity dbes not stem from the theoretical

difficultiss of the marketing discipline, although the project

will help in breaking the impasse. The necessity of this

project is practical and historical. Marketing-like activities

of social enterprises need theoretical frameworks. If marketing

discipline fails to provide these, other branches of knowledge

will. This study, it is boped, has made a small beginning

in this crucial intellectual project.
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NOTES

1.

2.

3.

4.

6.

74

8.

The various perspsctlves referred to came intc sharp focus with
the pioneering paper of Kotler and Levy (1969). UOther contribu=-
tions which have sought to enlarge the perspective of marketing

are Kotler (1972), Kotler (1975), Kotler and Zaltman (1971).
This has beeh elaborated in Dholakia and Dholakia (1977)

In this connection, the "broadening" and related "movemsnts"
assume a special significance. For the first time, non=
private, non-industrial and non-enterprise forms of marketing
have received concerted attention. See Kotler and Levy
(1969), Kotler and 2altman (197%), Kotler (1972), Lazer

and Kellay (1973), Zaltman and Vartinsky (1971),

| Although a very substantial body of European marketing
‘research and writing has accumulated, the basic corpus
_ of marketing thought retains its iAmerican character.

See, for example, Lauter, (1971), Greer (1973), Walters (1975).
Wills and Heyhurst (1971), Weller (1975)

In fact, some of them would go so far as to say that all
interactive human activity has a marketing component. See

Levy (1976).

See Luck (1969 and 1974).

The choice of the term "marketing", however, is unfortunate.
Firstly, the use of the "ing" ending confounds marketing,
the managerial activity, with marketing, the social process
(Angelmar and Pinson, 1975; Levy, 1976). Secondly, the term
"marketing" ties up activities facilitating distribution
and consumption of good to the mechanism of "market” -

which is by no means universal., Perhaps a term like
"distribution and consumption science" would be more apt.

See, for example, Alderson and Cox (1948), Cox and Alderson
(1950), Alderson (1957), Schwartz (1963), Cox, Alderson and
Shapirc (1964),- Howard (1965), Halbert (1965), Bartels
(1970), Fisk (1971), Zaltman, Pinson and Angslmar (1973),
Hunt (1976).

Ses, especially, Zaltman, Pinson and Angelmar (1975)
and Hunt (1976{.



10. Although consumer behaviour deals with the bahaviour of the
individual consumer and appears very "micra” in its focus, it is
in reality a macro area of study. This is so because the
individual consumer is studied as represasntative of the class of
consumers who, in their totality, constitute the markst
system. An analogy can be provided from econcmics where iy
theory of the firm is a part of micro~economics while theory of
consumption is a part of macro~economics.

11. See, for example, Howard and Sheth (1969)

12. for sumaary and perspectives on the debate, see ?ayior (1965)
and Dawson (1971).

13. Examples of attempts at developing such criteria ares
Rlderson (1957), Halbert (1964), Bartels (1970). Recent
works, which drow more heavily on philosophy of science
leterature, are Zaltman, Pinsun and Angelmar (1973) end
Hunt (19786).

14. Hunt (1976) ccncludes his monograph on marketing theory
thus: "Unfortunately, much of the sc-=called 'theory' in
marketing falls substantially short of fulfilling the
requirements as detailed in this monographe..", etc. (p.136).

15+ In search of lawlike propesitions in marketing, Hunt (1976)
found Shapimo's (1973) work broadly satisfying the criteria
of lawlikensss. Shapino investigated the phenomenon of
congumers using price as an ‘indicator of perceived product
quality. He found some psople to be generally more price=
reliant than others. Also, price-reliance increased when
{for whatever reason) confidence in the buying decisicn
was low and the confidence in the marketer was high. Such
behaviours, and the derived relationships, implicitly assume
a marketing system in which: (z) marketers do differ in the
credibility they have, (b} price is manipulated tc generate
quality connotations, (¢) counsumers do face risky purchase
situations (i.e., they get gypped on price and quality).

In a country like China, these conditions may not sxiet and hence
. the price-quality relationship may be nonexistent or of a very
different nature,

16. Witness, for example, a definite turn towards the
'practical' (and an implicit rejection of prsitirist
theorstical work) in the editorial policy of Juurnal of

Marketing in 1976,

17. A study has shown nearly total acceptance of the/neu. broadar
boundaries of marketing by marketing scholars. 5See Nichols
(1974). )



18. In discussing the "meaning of marketing", Angelman and
Pinson (1975) have comuented on this tendency of marketing

thecrists (including the broadeing advocates) "tc
reify" or comnit the "fallacy of misplaced concretensss".

19. For such a broad linkage, see Bartels (1970, chap. 17).

The claim of Partels' "general theory“égenerality and to { to
theoreticalness has been vigorously disputed. Ses Hunt -
(1971 and 1976).

20, See Marx (1875), Lenin (1917), Baran and Sweezy (1966).

21. The best known liberal "discoverer" of the neture of
modern industrial state is Galbraith. See Galbraith (1967).

22. dboddsuwyn (]971) has attempted some such formulations. See
’ also Dholakia and Dholakia (1978 forthecoming).

23. On consumptian patterns, see Firat and Dholakia (1977).

24. The only inpisiue piece of writing on the generic
relationghip betwscn production and consumption, which the
author has come across, is Marx (1857).

25. for one attempt in this direction, see Dholakia and
Dholakia (1975). See also Spratlen (1972, Exhibit I, etc.) for
framework with alternative value orisntatiocn.

26. See Baran and Sueezy‘(1966).

27. For une view of concept of "separation" and its use in
theorizing about marketing, see McInnes (1964).

28. One of the ultimate aims (and an analytically derivable
consequence) of socialism is the doing away of division
of labour as a social necessity. (iarx, 1875). In such
. a society, marketing (es defined here) wculd cease to have
a role. The socialist societies of today are far from

this ultimate state.

29, In the context of management of a socialist sconumy,
the nature of preference systems was elaborated by
Oscar Lange. See Lange and Taylor (1936-37) and
Drewnowski (1961).



30,

31.

32.

33..

34.

The nature cf interests which the mudern state represents
is complex and, in fact, contradictory. "The state is
but a fragment of socisty that sets itself abovs

geciety (.Setting itself above society, the state has
interests of its own and ite cwn social support..its
bureaucracy..

The state apparatus serves the ruling class or classes,

and at the same time acts as arbiter of their rivalries
wherever they threaten the society's existence".
{(LePebvra, 1969, p. 124). Ffrom the point of visw of stata
entergrises, the important points are (a) the state has
interests (which may be derived yet) distinct from

private capitalist/corporation interests;{b) these intsrests
are articulated and championed by the bureaucracy.

In the Indian context, the elitist hies of mass
consumption goods has been discussed by Sen Gupta (1975).

The depersonalization aliemation in modern, capitalist
marketing is acutely felt but rarely analysed. For
oxample Philip Kotler ~ a leading marketing thinker -
would like to see marketing processes and institutions
develap in such 2 way that the perscnalized values and
bonhomie of the neighbourhood store are restcred. Kotler,
however, fails to analyze the root causes of alienation
inherent in marketing processes. Sece Kotler (1975a).

In the marketing discipline, the maximizatian of exchange
value {usually, but not necessarily, in terms of profits)
as the prime enterprise goal is regarded as axiumatic.

This goal, howsver, is specific to an snterprise form - the
modern capitalist industrial enterpriss. Some of the
traditionsl handloom wgauvers in Eastern India, who weave
intricate and exquisite but not easily saleable handloom
fabrics, refuse to switch to other varieties for which

there is 8 growing and prafitable markete These

weavers operate private {cottage) snterprises and market
their products but do not sge the maximization of sxchange
value as their prime goal. Tou eclaim that the weavers

are maximizing whatever {pride, prestige, etc., ) they get in
pxchange for their product would emount to a tautology.

for some illustrations of this form of marketing, sce
the description of "marketing" and “market research"
in China provided by Joan Robinson (1973, pp. 5-7).



35.

36.

37.

38.

3s.

40,

41.
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See Kralj (1976/77). The need for "professional expertise"
would persist only so long as the social necessity for
division of labour exists. If a transiticnal socialist
society overcumes the Aegessity fur the division of labour,
which it inherits from its past, the necessity for
"professional® marketing expertise wuuld alsc disappsar -
such expertise wowld become universalized, Somewhat

like the primitive societies in which each man was an

adept hunter and barterer, each individual in a highly
developed communist society would become an expert producer
and marketer.

For a critique of the assumption about consumer choice
behaviour being cunfined to brand choice, see fFirat and
Dholakia (1977).

For a discusgsion of these issues, see Ruby Roy Dholakia
(1978 forthcoming).

See, for example, Bucklin (1970), Stern (1969).

In fact, a top manager of cne such unit interviewed

by the authcr opined that professional marketing (as
conventiunally understuod) constituted a kind of extortion
tuocl -~ the sector better equippsd with prcfessional
marketing managers cuuld extract a higher. price from the
other sectors, disregarding the impact on the whole system.

It is in glossing uvver of these specificities that the
"broadening" advucates have done more harm than good

to the development of marketing thought. While the
broadening thrust hae shed some light on the generic
nature of marketing, it bas also generalized a -particular
marketing furm to inappropriate contexts. '

For the role of intellectual projects in the development
of science, ses Radnitzky (1973).
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