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ABSTRACT

This paper provides svidence of the historical allegiance of
conguner behavior to marketiwg, demonsktrating the parallel
emphaszi= of marketivg ard contumme Bemavior with respect to
gyumarantive focus, ressarch methodology, and influence From
extermnal disciplines. Four graa of marketing are described,
each domimated by differing schools of thought. The influence of
tHess achools of thought in sheping comnsumer behavior reta&arch i=

1dentified.



FARALLEL DEVELOFMENT OF MARKETING RND CONSUMER BEHRVIOR:

A HISTORICAL PERSPELCTIVE

INTRODUCTION

The history of consumer behavior with respect to Pubsatartive
focus, research methodology, and influsnge from externzl discip—
lives appears to have largely paralleled the hiztosy oF marketing
thought. Four eras oF marketing thought and research may be
idansifiad, wikth each influencinpe the focus of Cconsumer behRavior
researoh.

The first ara associated wikh marketing’s history was
dominated by the claszical schools of marketing thouwght. Thase
schools of thought emerged in the early 1900s as warketang
divorced itesalf from thng founding discipline of pconamicg. The
classical schoaols focused on aggregate market behavior and
borrowed Freén Buch secial science disciplines as ecanomies and
sociology. The sercond era of marketing thoaght was dominated by
the maragerial marketing schowls which emerged in the esariy
19505, The mamagerial schools shifted the fogus oF marketing to
individual behavior, yet cantirmed the traditieorn of Borrowing
fram the social sciences. The thaird @ra has been dominated by
the behavioral marketing %£he2ls wWhRich emerges in fFull force im
the 19EQ: and sowntimue t= be prevalemt in iwnfluencing marketing
thought todaw. The oceRavipral marketing schools have porrowed
from the behavioral sciences, including several branches of

psychology, in an effort to gain betier understanding of indiwvid-—
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ual oenavior. Firnally, the fourth era is associated with what we
hawve termed the adeptive marhketing schools, and is currently
EmErging. The adaptiwve schools are shifting the focus of
markatimag back to apggregate market behawvior and boerrowing From
the =scrcial sciences as well as from the behavioral sciences.

It appears that =ach marketing evra has motivated specific
types of consumer behavior regearch amg influsnced the prefarred
research methodologies applied to consumer behavior. Figurg 2
provides a summary of specific achools of shought assoprated werth
each marketing era atd identifies amphases in consumer bebhavior
which parallel the emphases of the marketing schools. The
consumer bshavior emphases identified &5 psrallelimg the adaptive
marketing SChacls Feprg3snt pradietions For the fubkure of
consumer research.

{INSERT FIGURE 1 RBOUT HERE!

THE CLASSICAL MARKETING SCHOOLS AND PARALLEE CONSUMER BEHAVIOR
The emergence of marketing as an indeperndent discipline,
divorced from the founding field of sconcomics, has bagn slajguent-—-

ly documented by Bertels {139&21. Three schools of thought were
tdentified =s emerging in the sarly 1900s. These hawve come to be
koWt a= the classical schools of marketing thought, and are
specifically vreferred to as= the comwodity =school, the functioral
school, awd the institutiomal school. Additiomally, we imclude
tha regiaval achaol ap conkributing $o this Fiest @ra. ALY four
schools emphasized descripiive research fogusing on aggregate

market behavior, and Borvowed heavily from the social sciences.



Specifically, they were influsnoed MoSt DY dENANDT COBSEY 1h
microeconomics, including concepis of consumer surplus and
moncgtlistic competition {e.pg. Marshall 18530, Chamberlin 1933);
and By thaorlas oF spatial market=s, trading areas, and roeral
vErsus monrdiral market definitioms in ecornomic gesoraphy &nd
economic demography {e.g. Maeshall 18890, Ohlim 1931},

The commodity school has been the most enduring of the
classical schools of thought. Writers identified with the
commodity school have focused on the aobjects of market transac—
tions a=s the central subject matter of markstinmg, and have
attempted to differentiate warious classes of products om the
basis of their physical characteristics and associated consumer
Butw iz DobBwvaor. The cemmodity school is perhaps most idemtified
with the work of Copelamwd (1323} who generated the still popular
comwernience goods, shopping goocds, specialty goods trichobtamy.
Even earlier, however, Parlim (1912} identified a threefold
classification of goods as conveEnignce goods, shopping goods, and
emergency goods. Sewveral subsequent wreiters (#,g. Halteon 1954,
1959; buck 195%; Buehklin 1963; Kaish 1957} attempted to refine
the Copeland classification &y providing more orecise defini-
ticns. in comktrast, Aspinwall (1938} provided ar independent
classification based on the color spectrun (Red, orange, and
yellow goodst defined in bteres of replacement rate, grass margin,
degree of adjustment, time of consumption, and searching time.

In contrast with the ather clag®acel schools, the commodity

perspective centivues to Rold the interest of corbemporaey
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MAFHEL 1N rESRArCHETG. Most rnotabiy, Holorook and Howard (13772
recently expanded the Copeland classification to imclude a fourth
category which they termed preference goods. Ewnis and Rosring
{1985 and Murphy arnd Enit (1988 adopted and refined this
classification, demonstrating its relevance 1o serviges and
ideas, as wall as goods; distinmguishing betwaen thEa congumer
parspactive and the marketor pergoective 1k Jafinling the four
tvpes of products) and relating the classificationr o marketing
strategy.

Emergitg cowncurrent with the commedity school, the furction-—
al school promobed a focus ol marketing activities or funcktions
as the central subject matter of marketing. Shaw {1912),
gJererally acknowlegdged a3 the founder oFf the fFunctioral approath,
identified marketing Tunctions performed by middlemen to 1nclude
sharing the riek; transporting She gooda) f:nanc:hg the opera-
tionss 2ellirg; and assenbling, assorting and restapping. HRile
st imtending to provide an exhaustive list of marketing func—
tions, Shaw'!=s earily contribution aroused the interest of other
authors who sought to provide more oconRclubive claszifiecations
relevant to 21! marketing organizations rather than Just middle-—
mer.  This resulted im a mumber of alternative claseifications
{e.g. Weld 1217, Cherirngtor 1920 and an unfortunake lachk of
urrarrimitw.

By the mid 1930s, Byan (13353} reported that at least =26
books and articles had been puablished which dealt with markeiing

functions, amd that 52 distirmct funetions had been preposed by
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warions aukhors. The lack of consensuas among suthors advboatieg
the functional &pproach lead Fullbrook (13943) to admonish that
such authors had failed to veecoghnize the distinection betwesen the
pervasive and iwnherent functiomal reguirements of the marketing
process fappropriately regarded as functions! and the specific
activities ivrvolwed in the actuzsl performance of marketing
functions {(not appropriately regardged as functionsk. MeGarey
(1550, Molding & similar visw, propored a classification
consisting of the contactual function, the merchandising furnc—
fien, fthe pricimg funekionm, the propaganda functiorn, the phy=sical
drgtribution function, and the termination function., Central to
FMoGarey®s classification was the idea that marketirmg functions
mey be accomplais3had wis & variety of specitfaic activities. The
furetional tchasl Rag received little attertior zince MEGarry'a
contribut ion, However, & I'“H:I.-I-tl\l'lly‘ receant article by Lewits and
Erickaosn {1959 attamptes o 1ntagrate tha functional approash
with a systems perspectivg, and idepbified twe major fencrions of
markating as obtaining demang &nd servicing damand.

The third schoel of bhought, the imetitutional school,
emerged concuerernt with the comrmodity and funeticral schools,
tOCUsSIing on the agents or arganizatlions which perform marketing
Furnct ions. The early stimuwlus for the institutiocnal school was
the belief among consumers that middlemen added excessive costs
to products without 3 concommitawnwt additicon of walue. Thus,
early auvthors evaluated the role of marketing antermgdlar:s#s to

determine whether the ecorncomic contributions of theas argarmizae—



tions justified their existence. Ofter regarded as the founder
of the instisitutioral school, Weld (191&} argued that middlemen
such as wholesalers and retailers provided essential walue adoed
services by Tostering time, place, and possession utilities (an
approach also takem by Butler (13231, Furthar, Weld argued that
marketing efficiency was enhanced fthrough Functionsl specisliza-
tiowm, amalagous to the efficiency achieved thvough produst pon
spacialization. Other sarly adthors sgexing to Justify the role
of marketing middlemsn (e.gp. Breyer 1934) emphasized the rolw of
widdlemen in cvercoming the warious obEtacles argd wasistanoos te
the euchange aof goods.

With the garly avthors having offered cogent justification
for the existence of marketimg intermediaries, subsegquent
contyvibutors to the institutional school larpgely focused om the
struckture and evalution of chamnel systems. For examnple,
Corverae and Huegy (19%40) discussed the potential benefits and
risks asseciated with verticle integration; Balderstow (1964)
sought to provide a normative approach to optimal charmel desigr:
and MeCsnnon (1965) identified warious types of centrally
coordinated chammgl systoms and suggested reasons for their
emnergence. Both Bucklin (1965) and Mallen (1973 proposed
thecries fo explain and predict the inctlosion of intermediaries
i chanmels af digtributicon. Buchlin introduced the principles
of postponement and ApEculation im explaining the creatiew oFf
intermediate inventories between producers and consumers, and

hgnce the wse of direct wersus indirect charnrels, Mzllen



proposed the concept of functilonal spin—off in hypothesia=
ing that marketers wWwill choose to either perform Ffunctkions
themselves or subcontract (spin—off) to Functional specialists =o
as to minimize the overall cost of performing the functicns.

Finally, the repiomal school viewsed marketing as a form of
acunomic activity desighned fo bridge geographic or spatial geps
between beyers ard Selleres. The regicral school 15 less well
known than the commodity, functional, and imstitutionsl sohosls
and is offen overlooked in distussions of schools of marketing
thought. Howewver, it is anether sarly schocl which emphes:zod
aggregate market beEhavior and borrowed from the social sciencea.
Emerging somewhat latar than the classical schools, it may be
traced to the writings of Reilly 11931) and Conwverse (1343, 1949)
who developsd mathematical formulas termed “]laws of retazl
graviftation® for deterwining the bounbdaries of retdil trading
args¥® a&nd gredicting where consumers wogld be moet likely to
shop. Subssnuent avthors alsce examimed wholesaler and mamatac=-
turer trading areas (Vaile, Brether and Cox 1952:; Rewzan 19513
Boldstucher L3631, Grether (1950, 1983), & proponert of the
regional approach For nearly 4 half centuwry, enriched the
contribution of the reglomnal school substantialiy by using the
regiomnal perspective to analyze :nterragioral trade (i.e. predict
the Fflow of goods and regOourCeRS AMARKRY Pegions varying in resoumrce
aburdance?} .

As the classical schools of thought contirued to thrive into

the 13405 and 19508, their reliance on social sciemce dissip-
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lines, focuc on agoregate mharkets, and yse of research metkadal-
egies appropriate to the stody of aggregste mardets influsnced
tha early study of comBumer bebavior. Early writers investigat—
ing consumer bRRkvior largely focuged on such areas as conBuno—
tiom economics and retail patrenage. Researchers Fogusing on
consumption sconomics examined sueh topics as housshold budgeting
{e. 0. Hatone and Mueller 1553, 1988} foote 1961), and the
phenomens of conspicucus EongumMption and comsumption of wnecow—
sitigs versus luxuries (Hatona (353, Katona et.al. 1971).  Much
of this focus is alse found ir work om refergnce grouw influence
as a determinant of consumer behavicr (e.g. Bourve 1957, Stafford
13668). Researchers foguaiwng on retail patronage have examzred
Fueh soncepts as self-service (Roblnson and May 1958, retail
gravitation (Huff 19641, and thg wheel of retailing {Hollarndesr
13&80:, Research methodologies favored By Barly Consumer ra-—
searchers For investigating agoregate consuwmer behavior included

case studies, market surveys, Mg sralysis of cemsus data.

MANREERIAL MARKETIME SCHOOLS AND PARALLEL CONSLMER BEHAVIOR
The classical sshapla, with their emohasis on describing

agoregate market behavior, pave way to the managerial marketing
sghoala, waith their emphasis on comtrolling indivigual BERBAYLGT
in the marketplaca. These schools, which may bs raferred o
spacifically as the manaprial schwool and social exchange scheool,
enterged in tRe 19505 and 1960= in the midst of the unprecedented
ecorontic bheom following World War II. Due to anhanced production

capabitlity and a proliveration of new product iktProdustions, it
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was found that the suppoly of products sxoceeded the demand i mest
marhets. Thug, it was desired to cowmtrol market beahavior for the
bamefit of producers.

The managerial sghool of thought advocated a maragerislly-
based approach to marketing (e.g. Howard 1957, Helley ang Lezer
1958). Pioneering authors genecated such well known and gnduring
concepte as the marketing mis (Borden 19&84) 5 product differen—
Frabtion 2nd market segmentation (Emith 13956 : the praduct
life cycle ilLewit® 1965, Smallwood 1373); and the maraeting
concept (MocHitteriok 1957, Meith 1960, Lewitt 1950}. Additional-
ly, corsiderable emphasis was given $o gereritiing concepts and
theories relevant to specific aspects of the marketing miu.

Early examples include the concepts of skimming and penetration
pricing irtroduced by Dean £€1950), the hierarchy of affects

mede! of advertisinmg developed by Lavidge and Steinsr (19611,

and the "need satisfication theory of pErsonal oelling" advocated
By Cash and Crissy (1957). Each of these areas and cowmcepks
continues to gengrate substantial research today.

Fellawirng the ewmergerce of the managerial school by approx—
imately a decade, the social exchange school emerged iw the
13ECe advocating that marketing exchanges or trawsactions are the
cemrkral focus of marketing activity. The laurching of the
excharge perspective has beer dually predited ta Molrvmes (ETFE4)
and Alderson [(Alderson and Martin 19858, Moinves (1964} oroposed
that market=s result when the makers and userz of products seek to

sati=fy their reeds armd wants through exchange. Alderson and
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Martin (1965) propocad the “law of suchange" to explain why twe
partiec ghcide to enter into a transaction.  Subgeguently, other
authors such as KMeokler (1872a) and Hunt (1976 have given more
explicit focus £3 the edcfarmge perspective by arguing that
transactions or exchanget Should appropriately be considersd the
central subject matter of marketirng. EBagozzi (1974, 1975,
1978, 1979 refined and elabarated on the concept of exchange 1w
attenpting to develap a theory of exchange as the foumdation for
markating thought and practice.

Although the managersal gehowls, like the classical schools,
relied &M tHMe social sciewces, authors associaked with ERiE
era were generally influenced by more recently developed concepts
ard research mgkbadelegies. To illastrakte, scholars associated
with the mawsagerial schococls eagerly borrowed ooropRptes and methods
from the wmerging Ffield of maraperial economics, which facused an
the theary af the firm cvather than o demand theory (e.o. Dean
1951}, Most netably, marketing scholars were influsnced by such
eronomnic concepte as monopolistic competition arnad prodoot
differenkiatiom. Further, marketing was influpnced by ressarch
in raral soaf:slegy antf ecormomic anthropology on diffusiom of
irwnovation (Rogers 136207 ; research irn coemmonications on opiniom
leadership (Hatz ara LazarsTeld 1355, Katz 1957); and research in
Fatinlofy on social stratification and household structure
(Loomis 1938, Harner 1981, Glick 1947, Hahl 1957},

Accompanyinhg bhe shift in emphasis within marketing was =

Ssimiiar shift in emphasis wikthin comrgumar behavior. Rather than



1z
focusitg orr agoregate market befavior, the emphasis of consumar
research whifted to individoual consumers or households as thg
unit of amalysis. Further, like marketing as a whole, consumer
behaviar continued fto barrow froam the social sciences.  This
resulted in a dahift in substantive foocus to sueh areas as opinion
leadershnip ard diffusion of innowvation tS5:lk 1988, Arndt 1988,
Bass 1963, Myere and Robartson 197213 bramd lovalty (Curmivngham
1938, Frank 1968, Hsrary and Lipstein 1962, Huehn 196217 life
cycle stagesd of Mouseholds (Wells and Gubar 1986, Murphy and
Staples 2978, Gilly and Ewvie 138215 and market sagmentation om
the basis of demographicse and socioEcoromic atatus (Martivmeau
i958, Celeman 1960, Levy 1966, Massor 1969, Sheth 1377).
Preferred refearch methodology included developing stochastic and
cther aperations ressarch madels with langitudinasl parnel data t=
pegdict brand lovaliy, and developing economettric mogels wikth
cross seckional data to measura the imcact of demcooraphic amd

sociosconomic wariahbhles oF Buying behavior.

EEHAVIORAL MARKETIMG SCHOOLE AMD PARALLE: CONSUMER BEHRVIOR
AE the focus of research shifted away from aggeegate

markets and toward :imdividuwual behavior, the marketirg digcipline
whEgrved that the behavioral sciemces could contribute moch to
marketing’s understanding. Thus, marketinmg scholars searched the
literatures of varigus Sranches of psychology for concepts and
rasaarch techniquet appropriate to understarndimg andividual
oehavior in the marketplacea. At least threp idertifiable schools

of thought emerged. These may be referred Lo a% the organiza-—
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tional dywmamics school, the consumerism school, and the buyer
behavioral school.

Authors associated with the behavicral marketing schools
hawve been largely influemced by sconomic psychology, with its
emphati=s on customer expectaticeng (Matowa 1351, 195313 clinieal
psychology, wWith it=s emphasis on Subconsciouws motivation (Hall
and Lind:sgy 195713 organizational behavior, with its emphazas
o power, cowflict, amgd bowmded ratiocnality (Mareh and Simor
1958, French and Raven 195%, Ewerson 1968, Pondy 1968733 and
social psyohology, with its emMphasis on the desire Yo cognitive
ransistency (Festimoes 1957, Heider 1958). CenZastent throughouk
these discipiines is tha finding that it is pareeption, rather
tharn objective reality, whith drives human behavior. Thus,
mAarketers concloded that much behawior relevant to marketing
(e. 0. among competitors, customers, ard charnmel membersd may
also bet driven by individual perception.

The amerpence of the organizational dywmamaes school, with
its emphasis on the behavioral oriemtakion of channel members, 14
Iargely cradgited to the parly work of Stern (1969}, and particouwl-
arly to his early papers on the tooics aF power and conflick in
channels of distributior (Baier and Sterm 198, Stern and Gorman
1959, Raosenberg and Stern 1971, El-Ansary and Stern 1972). How—
awvar, the behavioral approach to investigatang intercrganizaticor—
al relationships in marketing may be tracad te earlier work by
such authors as Ridgeway (1957 and Mallen (1983r. Largely

receiving impetus from Sternt*s work, a rnumper &f anthors since
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the garly 139705 have irvestigated the impact of powsr (Hunt and
Mevin 1974, Lusech 139F6, Etgar 1976, Frarier 194Zh), saaflict
(Etgar 1979, Erown and Day 1581, Eliashberg and Michies 1984}, and
various influence strategies (Angelmar and Stern 1978, Fraziegr
and Summers 1284, Frazier and Sheth 1985) on chamnel! perfornaricg
and relaticonships. Additionally, a number of authors have
endeavored to develop general medels of interorganizational
relationk tRabicheaus amd El-Ansary 1975-76, Stern and Reva 1960,
Achral et.al. 1983, Frazier 1%83a). The political sconcomy
perspective latroduced by Stermw avd Rewve (1980, fAchrol et.al.
19832 has provided a framework for integrating the economic focus
of the instituiiomal school with the behavioral focus of the
qrganizakioral dyrmamics school.

The consumerism school emerged iv the late 19605 in response
to the growing consumeEr™ism nmovement in the UDnited States. Consoem—
erisn as a social movement focused on lssues of consumer wel fare,
sought to correct the perceived imbalanace of power between buyers
ard s2llers, and criticized specific firms amd induskries ag
berng guilty of malpracktice (Beem 1373, Hotler 1897Eb). Concerned
wWwith the implications of the cowsumerists! criticsiemp For
markesing practice (ruacker 1369), a cubstamtial amsumt oF
acadeEmic research has focused on swch issues as deceptive
adwvertising (Jacoby and Emall 1975, Gardres 1378, Acrmstrong
et.al. 19793 provision of information ([ay 197&, Resnik and
Sterm 19Y7, Houston and Rothschild L3801 ; mardetplace treatment

of dissdvartaged consumers (Kassarjian 1969, Ashmy 1973, Andrea-—
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sem 1375r; and consumer satisfaction, dissetisfaction, and
complaining behavior (Bay 1997, Hunt 1977, Day and Hant 1378,
Aliver 1980, Churchill and Surgrenant 1982, Oliver and Beardern
19835 .

Agair, the shift irn marketing fostered a similar gR1¥t ap
cansumer behawvior. This regulted in the emnsrgence of the ouyer
behavior school, which has sontributed the bulk of research on
corsumer bahavior ard orgamizZaticral buying behavior to date. It
becane accepted that buving behavior it psychologicslly driven.
Thus, the fococus of consumer bRRaAviar turned to examining the
inrer worid of the buyer (Bauer 1960, Dichter 1964, Heward ang
Sheth 1969). Concepts borrowed Ffrom socizal, cognikiwve, and
arganizational psycholopy were used as building blachs in
develoning coMprahBnsive modeEls of consumer and arganiIfticnal
Buving behavior {(Ardreason 1965, Nicosia 19686, Howara ang Sheth
1759, Engel et.al. 1928, Webster and Wind 1972, Sheth 19730,
Further, coacepts Boarvowed from cliwical psyehology served as tRE
bases of motivation w»esearch, psychographic research, ang
persoval ity cezesarch {(Evans 1959, Dichter 1964, Hassarjian 1971,
Well=s and Tigert 1971, Wells 15975k, Fayehalogical approaches to
the study of attitude (Rosernberg 19596, Hatz 1960, Fianbein 1987,
Fishbein apnd Ajzen 1975) influenced attitude researsh i1n consuiner
behavior (Wilkis and Pecssemier 1973, Sheth 1874, Mazis 2t.al.
1878, Lutz 1277, Locander and Spiwvey 137813 and ressarch on
information orocessing and involvenert in cognitive psychology

(Krugman 13FES, MobGuire 1978} influenmced the study of consuner
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imformation processing &rd Righ antd low involvemewt chalce
betgvror (Eettman 1973, Dlshavsky and Branbois 1273, Antil
13a4%}. RAdditierally, research methodologies apprapriste to the
study of 1rndividual psychological phewomeana Rave bBren borrowed
from the behavioral sciences. Such technigues include laboratory
gxrperiments; foocus oproup interviews, depith interviews, and
projective techniques wsed in motivw&tion research; and cross—sgo-
tioral mail and telephore survevs azed in attitude arna psycho—
Oraphit research.

It should be noted that the behavioeral =2choocls of warketing
have beer largely resporsible Fonm incraasing the scientific
sophistizatiocn of the marketing discipliog. This iz particularly
apparent in the study of consumer behavier, With a strong
theoretical arnd methodological Damg availlable from the behavioral
scignces, the emergence of the buver behavior school propelled
the status of consumer behavier o that of a subdiscipline with
adequate maturity $o0 aszert its independewnce from marketing.

This has been evidenced by the establishment of a separate
associatiarn Forr the study of consumer behawvior (the fAssociation
forr Coansuwnar Research) and Al interdisciplinary journal devoted

to conzuwer research {(Journal of Conguner Reserach) .

ADRRTIVE MARKETING SCHOOLS AND PARALLEL CONSLMER BEHRVIOR
Mest reiontly, macketiing has begun to shift its gMphasis

pack to the stody of aggregate marhket behaviar. Subetartial
attention has recently besn focused on environmertal opportun-—

ities and threats, such as those penerated by requlation,
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techrology, and global coempgetiticrn. This has gevnerated the
adaptive marketirg concept, derived from management thinking
which maimkains that it is better %o adapt the organization %o
fit envirormental realities than te attempt to adapt the environ—
ment to fit tme orgamization (Toffler 1985). Schwols of thowght
identified with this era may b@ referred to as the macromarketing
school arnd the strategic plankinmg sthool. Researchers associated
with EBeee schoocls of thought have continued ta borrow From the
behavioral sgirnces, but have also borrowed concepts From
business strategy 4nd tHe social sciences relevant to vhe study
of envirgamental contivgencies and olobal markets. Such concepts
include arvironmental scamming (Steiner 13731, stakeholder
arialysis (Fresmam 19842, and competitive analysis {(Forter 1940,
1385 .

The macromarketing echool smerged as a result of the growing
imteresi across buesivess digciplines it the impact of business on
goiaty and the impact of societal forees on business. Macromar—
keting specifically pertains to marketimg theory ana reRsgarch
which examines the consequernces of markegting on socigty, examimnes
the comseguernces of societal forces on marketing, adopts the
perspective of society, andsor studies marketivng systems at the
scoietel level {Hunt and Burnett 1982). MWhile previous schools
2f thought t(particularly the mamagerial schooll recognired
erviranmgrtal factors as influencing marketing, they genarally
regardgd these favtors as uncontrollable (McCarthy 1960). In

contratt, the macromarketinmg school sought to gxplicitly analyze



ta

amnd understarnd societal needs angd concerns and the impact of
thess nesds amc concgrng on marketing as a social imstitubtion.
While this perspective may be traced to early writings by
Hoalloway arnd Hamcock {1964 ang Figk {1967), fthe macromarketing
school did nct emerpge ah Fyll force unkil the latter r970s.
Dewvelopmernt of this school of thought largely followed from the
University of Colorade’s grgarizatiorn of the first im a contivg=
ino series of macromarketing seminars (Slater 1977F anmd the

The strategaic plarning Behool is currently emarging ag the
rewest school of marketing thoupght (Sheth and Gardner 1282,
Authors asgacisted with this perspective have emphasized the
tMporfance of eralyzine environmerntal dynamiecs, and of dynamical-—
ly adapting the organization to savirgmmentzal reguiremerts. Ma
contributicns o the stratengic planning school have comne From
censulting firms amd their clienks. Sueh egntributions include
product portfolio models developed by the Boaton Corfditarg Broup
ang General Electric; experience curve amalwsis oy the Boston
Congulting Grouwp; and the Profit Impact of Marketing Stratagies
{FIMS! program, initiated by Gemgral Elwstric and currently uwnder
the manapement of the Strategic Plarnming Institute. Furthar, amn
vrierdading nuwmber of academic wrikings in marketing arve row
taking strategic plamning anmd s#nvivormental maragement perspec—
tives (e.g. #oell 1978, Montgomery and Weivnberg 1979, Andeirson
1282, Cock 17835, Hendersorn 1383, Sheth ard Frazier 1983, Wind and

Robertson 1283, Zeithaml armd Iatraml 1984, Day 1285). The
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&ntaire Spiring, 1983 :rssue of the Jourpal _of Marketing was fevoted

to articles fecusing on mardeting strategy (Cumvingham ang
Robertson 19831 ; and an increasing numnber of marketing tests are
taking a strate@gie plamning foous (e.p. Lugk and Ferrell 1979,
Jain 13981, Craverns 159823,

Wz predict that at leasi fowr areas of consumer resesarch
Wikl =smerge in response to the adapbtive markgting erientation.
First, as markats have becoma increasingly global {Lewvist 19630,
a growing emphasis has been given to international marketing.
This has resulted in numerdus researchers being drawm o thRe
study of gross—cultural influewmces o comBumer behavior (Sheth
and Ssthi 13977, Rlummer 1977, Green =t.al. 1985, Belk 1984a,
Sherry 198&). We predict that this emphasis will increase in the
Futura.

Second, wWikth maturing markets and 14tensified competi-
tion, %he emphasis of marksting appears $o be shifting away from
acquiring new customers and toward retaining existing cusiomers
[Albrecht and Zemke 1985, Dezatnick 19871. Thus, we predict that
the foous of covnsumgr research will shift as well. For exawmpise.
imterest in comsumer satisfaction antd dissatisfacktion may be
expected to increase. It particalar, 1rgdepth research ohn
complalning behavior, word-of-moukh commynigstion, and other
consumer responses to dissatisfastion is predicted (Richens 1983,
Resnik ant Harmon 1963, Bearden amd Macon 1984, Folkes 139843,

Third, with maturing marketa, interest in the competitive

environment has inkengified (Hotler 1980). Thus, we predict thab



2
the focus of comsumer rFEsearch will sRift $oward Ssamiming
monsumer percepbicons of marketing competitors. The rneed for swch
rERgarch hiks alveady become apparent as marketing has sought fo
tzke a rustomer—oriented approach iw defintng peocduct—marcbkets and
aralyzing market structure (Day et.al. 1979, EBrivastave =Bt.al.
13847 . Additionally, with much competitive activity currantly
devoted to psyrholopical positioning (Ries amd Traut 1986)
consunar research can facilitate the evaluatiorn of odsitadoring
e¥forts by studving cornsumer perceptiorna of competitive advertis-—
ing ard competitive pricing, and by studying such phenomerna as
nampartsonr shopping.

Finally, with the accelerated pace of cowmpetitive and
technalagical change, the tremd in marketing practice hax Deem
toward using behavior modification stratpgies rather than parsus—
=ion strategies in attemptirng to imfluence consumers (Markin
1977, Nord and PBetgr 1984r. Thus, we predict that the future
emphasis of comsumer Fegearct may be less om the study of percep-
tions, cognitions, angd attitudez and more an the study of actual
behavior amt behavior modification technigues. Early focus on
behavier modi fication has ircluded research on Foot—in—the—door
techrnigues {e.ng. Scott 1977, Marnsen and Robinson 1980 arnd
research on the effectiveneas of incentives in fostering purchase
and repeat purchasea oehavior {(B.g. Beatt 1978). Additianally,
some receErt articles nave talen & clas#ical conditionino oerspec—
tive {Gorn 1382, RAllen and Maddenw 1985, Risrleyr et.al. 1965.

Evidenca of a growivg imterest iw agtual consumpbion behavior is
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proviaed oy sgveral retent calls for ressarch an consumption
vyperience (Jacoby 19789, Sheth 1582, Holbrook and Hirschman 1382,
Belk 1384m, Helbrsok 1985, Sheth 19B85), and current interest in
naturaligtic imgurry (Hirschmarn P38ED.

Rlorg with these forecasts., however, we also predict that a6
the adaptive perspective gains support in marketing, congumer
bebavick way be faced with & serious dilemma, AR am integral
part of marketing, the subdiegtipline of consumer bebaviocr wWiil
vhdoubtedly attempt fto provide resrarch relevant to marketings'
meeds.  This will necessitatg an amphasis on aggregate consumer
behavior and increased borrowing Trom the social sciences (Hellat
et.al. 1972, Sheth 1972, Micogiax and Mayer 1976, Engel 1940,
Hazsariaan 1982, Eketh 1982, Zielingki and Robertson 1982).
Fowewver, it is likely tnat many Consumer recearchers will
hesitate to abandon the foous on individual behavior and the
seipmtific fraditions learned frowm the behavioral sciences.

Thus, it is not certain that comgdmer behavior will autematicelly
follow marketing as it haw in the past. It is pernaps naee
probable that zamBumer research will becowme polarized. While
marketing continues to study consumer behavior Fram 1E5 own
perspectives and investigate topics relevant £ 1tE awen nEeds,
the science of consumer behavior may ewerge 4s am indgpandent

disciplirne contivuing $5 Faftus on irdividual conaumsr Behswvior.
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