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ABSTRACT

Marketing has always been regarded as an important activity
in business organisations. The contribution which marketing
discipline can make to improve performance in non-profit
organisations has received limited attention, and is ccmparatively

an unexplored field of research.

This thesis analyses the extent to which the application of
marketing techniques and practices, as they are practised in profit-
oriented firms, can improve performance in the Scottish Arts
Organisations, as a particular type of non-profit organisations.

It suggests that success and better performance can be derived

from two major groups of factors. These are :

First, the management commitment to marketing in terms
of the emphasis 1t places on using marketing planning, dependence
on formalised and structured marketing research, and the effort

it devotes to 1dentifying users' needs and wants.

Second, the efficient use of the marketing principles related

to the marketing mix elements, 1.e., product, price, promotion and

place.

A thorough examination of literature pertaining to these factors
has been carried out, based upon which specific hvpotheses have

been formalised and tested.



The empirical investigation was carried out in the Scottish
Arts Organisations where six matched pairs of arts organisationms,
halt of them successful and half unsuccessful, have been chosen
as a framework for the study. Personal interviews with a

structured questionnaire was the method used for data collection

from these organisations.

The analysis of data was carried out using the method of
palired comparison where a successful organisation 1s compared
with an unsuccessful one as a basis for determining any diversity
between the two. Comparison between each pair 1s made using
marketing ''variables'" which, between them, provide the
essential information concerning the management attitude towards
the marketing concept, and the extent to which the marketing
principles related to the marketing mix element, 1.e. product,
price, promotion, and place, are used efficiently. Also,

frequency and cross-tabulation methods are used,

The findings of the field research are 1inconclusive 1n terms

of distinguishing between success and failure and a number of

explanations for this are examined together with proposals for
further research. In general 1t would appear that the management
of the arts organisations investigated pay only limited attention

to marketing and that there are a number of areas where marketing
might make a useful contribution to improving the overall efficiency

of such organisations,
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CHAPTER ONE

'GENERAL INTRODUCTION :

-~ THE PURPOSE AND IMPORTANCE OF THE STUDY

Introduction

In 1969, Philip Kotler and Sidney Levy(l) suggested the

1dea of broadening the concept of marketing and advanced the view
that marketing 1s not just a business function but a valid

function and relevant discipline for non-business organisations

as well insofar as '"all organisations can be said to have consumers
and "'products'. Further, they have many problems which would

seem amenable to the application of marketing ideas and techniques.

Since the 1970s, there has been an extensive controversy over
Kotler and Levy's suggestion. On the one hand, it has received
much acclaim and approval in a number of articles and studies
in the 1970s, reporting applications of marketing techniques to

the area of non-business organisations. Among these those of

(2) (3) (4) (5) (6) (7)

Shapiro, Movyer, Buchanan, Nickels, Ford, Wills,

Mindak and Bybee,(8) MCAnnally,(g) Farley and Leavitt,(lo)

I)
(11) Zikmund and Stanson,(l") Zaltman and Vertinsky,(l3)

(14)

Weinberg,
and Lovelock and Weinberg, are of significant importance,
These perspectives examined the usefulness of the marketing concept
in developing marketing programmes for non-profit organisations

in general, and presented conceptual frameworks to be used in

creating specific marketing programmes in the area of social



marketing.

On the other hand, there is an alternative perspective which
holds that such extenuation may lead marketers towards the
dilution of their efforts and unnecessary complication of a field
which 1s already confusing enough, The danger, as Luck(ls)

argued, 1s that it might provide limitless boundaries to marketing

definition which will lose its identity as a consequence,

However, there 1s a considerable support for a balanced

perspective between the two preceding viewpoints. This perspective,
. (16) . : . :

of which Baker 1S a representative, does not entirely 1ignore

such extension to include non-traditional areas of marketing, but,

rather, states some conditions and caveats which must be considered

and taken into account.

Despite the extensive controversy over the idea of broadening
the concept of marketing to include non-profit organisation,
comparatively little attention has been given by research students
to undertake studies to examine the extent to which the application
of marketing concepts and techniques, as they are practised in

the profit-oriented firms, can improve performance in NPOs. While

ads
e

several studies have been conducted by marketers 1n the area of
profit-oriented firms to explore thée extent to which "marketing"

is a significant factor i1n differentiating success from failure,

%* Some of these studies will be discussed in detail in Chapter 5,



a review of the literature indicates that there 1s a lack of similar

studies 1n the area of NPOs. Most studies conducted so far by

(17) (18)

marketers and researchers such as Buchanan, Black and Harry,

Cairns and Snell,(lg) Ford, (20) Yarrow;<21) Lovelock,(ZZ) Mindak

2
and BYbGE,( 3) Rogers and Shoemaker,(24) Finnigan III. and T.H. Suns(ZS)

26 *
Berry and George,( ) W.D., Clark,(27) Althafer et al,(28) among

%
others have tried to identify whether or not some non-profit

organisations undertake marketing like activities without
exploring whether or not such activities have been undertaken pro-
fessionally or formally, and without examining the extent to

which the use of these marketing concepts and techniques has led

to improved performance in NPOs,

Based upon the above facts, the present study aims at
examining the extent to which the application of marketing concepts
and techniques, as they are practised in the profit-oriented firms,
can improve performance in NPOs in general, and in the Scottish
Arts Organisations in the particular, In other words, this
study seeks to establish whether better marketing can lead to

better performance and success.

'*Significance‘of'the'Studz

The present study is considered important for the following

*# These studies will be discussed in detail in Chapter &,



reasons .

Firstly : The increased importance of non-profit organisations.
The significance of this study stems from its concern with a

sector of society which is growing in importance, i.e., NPOs. Most
NPOs such as, Churches, Universities, Hospitals, Arts Organisations,
Government Departments, and so on, have had, historically,
a longer existenée or entity than profit oriented firms, .
with their major objective of achieving profits by selling goods or

services_(zg)

Mention should also be made of the fact that the rise of NPOs

has paralleled the development of society. The social importance

of the non-profit sector has been stressed by a number of writers
including Baker,(30) Kotler and Levy,(Bl) Hicks and Gullett,(32)

among others. Professor Baker, for instance, points out that "as
man's productive capability has grown so he has been able to devote
more of his energies to social activities and, that, in order to do so
he has had to develop organisations other than business firms."

He adds, '"When we can release human and physical resources from

the treadmill of satisfying the basic needs of food and shelter,h

we can turn our attention to the satisfaction of higher needs such

as education, the arts, health, and social welfare,"

In addition, the economic importance and the growth of NPOs
has been spectacular. In Great Britain, despite the general

reduction in public expenditure imposed by the Government, the



Government's announcement of grant-in-aid for the Arts for the

fiscal year 1982/82 would indicate that there is a 7.5% increase

over 1981/82, Table 1-1 shows this grant and its main allocations.(BB)

The National Health Service, as another example, employs
about a million people, full-time or part-time. This workforce
amounts to about four percent of the total working population, Its
costs have grown to absorb nearly seven percent of the gross
: : (34)
domestic product and over one-tenth of government expenditure.
Also, the magnitude of the non-profit sector in the US has been

11lustrated by Don Bates, (35)McConkey,(36) Anthony and Herzlinger(37)

Hicks and Gullett,(38) Selby,(39) Mittanthal and Mahoney,(qo) among
others; Bates, for instance, states that there may be as many

as six million private organisations in America's Voluntary

Sector, The core group 1includes 350,000 religious organisations,
37,000 human service organisations, 6,000 museums, 5,500 private
libraries, 4;600 secondary schools, 3,500 hospitals, 1,500 colleges
and universities, and 1;100 syphony orchestras, He indicates

that one out of every ten service workers and one out of six pro-

fessionals in the US is employed by a non-profit organisationm.

Secondly': This study was undertaken in the hope that it
would help managers of non-profit organisations do a better job,
In fact, by applying modern marketing concepts and techniques
to the area of NPOs, we broaden and deepen the marketing discipline.

In this way, the study constitutes further research into the



National Companies

Music (including Festivals)

Dance

Touring

Drama

Art

Literature

Regional Arts Associations

Arts Centres and Community
Projects

Training 1n the Arts

General Operating Costs

/

Unallocated

Scotland
Wales

Total Commitment Figure

Housing the Arts

General Total

Table'l1-1 - The main allocations of grant-in-aid for Arts :

Allocation
of grant

1981 / 82
£

21,000,000
5,208,000
2,307,000
6,078,000

10, 340,000
3,892,000

852,000
7,666,000

1,365,500
580, 000
3,440,000
194,000

62,923,000

9,344,000
5,483,000

77,750,000
2,500,000

£80,250,000

Allocation
of grant

1982 / 83
£

23,050,000
5,663,250
2,567,000
7,120,000

11,133,000
3,460,000

875,000
9,240,000

1,117,000
500,000
3,755,000
232,750

68,713,000

10,200,000
5,987,000

84,900,000
1,400,000

£86,300,000

1982/83



diffusion of marketing innovation as this case into the non-profit
sector. However, the important criterion for such diffusion 1is

that of relevance. Specifically, marketers should judge the
value of their contribution, in terms of how much it actually

helps the managers of NPOs do a better job., As Austen(Ao)

indicated, any applied science, but particularly an applied social
science, tends to hover uneasily between being aridly theoretical
and a collection of ''cook book' prescriptions applied and applicable
to a narrow range of ephemeral situations, It is only by inter-
change of theory and practice over a wide and divergent range

of living situations that a discipline like marketing can broaden

and deepen its field while enhancing rather than reducing 1its

practical relevance,

- Thirdly : The present study, in addition to the body of
literature which it reviews, provides useful information wh: :h can
enable marketers, (the managers of NPOs, in general), and the Arts
Organisations' managers in particular, to see certain areas for mutual
co-operation and concern, The most important contribution that
marketers could make would be 1n determining and suggesting ways
by which these organisations can benefit from applying the marketing
concepts and techniques, as they are practised in the profit-
oriented firms. In other words, whatever the specific area for

such mutual co-operation, the study may encourage the Arts Organisations'

managers, in particular, and the managers of NPOs in general, to seek

professional marketing help.



Organisation of the Studz
The study 1s organised in seven chapters the first of which

1s the introduction. Essentially, chapters two to four,

review the relevant literature.

Chapter 2 discusses marketing concepts and techniques 1in
order to determine their relevance to NPOs in general. This
chapter begins with a discussion of the definitions of marketing.
Then, 1t traces the stages in the development of marketing thought.
These stages are classified into four major eras ; the production-
orientation era, the sales-orientation era, the marketing-concept
era shifting from consumer satisfaction, to consumer-satisfaction
and firm's profit emphasis, and to an integrated point of view.

The adaptation and implementation of the marketing concept and

a review and criticism of this concept are presented. The final
stage in the development of marketing thought, 1.e., the broadening
of the concept of marketing era during which the marketing concept

is broadened and applied to NPOs, 1s extensively discussed.

Chapter 3 1s an attempt to explore the nature of NPOs and

to analyse those factors which tend to distinguish them from
profit-oriented organisations. The main objective, in this case,
is to identify the fundamental differences, or similarities, between
the two sectors, i.e. profit-oriented and non-profit-oriented
organisations. The chapter begins with a definition of NPOs,

followed by identifying the main characteristics of the non-profit



sector in order to see whether NPOs are really different. It

also assesses the importance of NPOs historically, economically,
and socially identifying the main classifications of these
organisations. Then, the management of NPOs ; its importance,
and the main requirements for effective management in this sector
are examined. Finally, the status of the marketing function in
NPOs and the current requirements for introducing the marketing

function into these organisations are discussed.

Chapter 4, 1s devoted to explore the comtribution which the
application of the marketing mix elements might make to improve
performance in NPOs, and to determine the extent to which this
1s similar to or different from their application in profit-
oriented organisations. Investigation into the nature of this
application and its contribution is organised in this chapter as

follows. Firstly, the concept of the marketing mix, 1in terms

¥

of its definition, combination, process, and application are
discussed. This is followed by an extensive discussion of each
element of the marketing mix, i.e., product, price, .promotion, and

distribution in terms of their application and contribution to

NPOs,

Chapter 5 discusses the design of the field study, and is a
bridge between the theoretical framework and the empirical findings,
It presents the formulation of a number of hypotheses to guide the

collection, analysis, and interpretation of data followed by a
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description and evaluation of the methodology which is used in
this study, 1.e.,, the paired comparison method. It also

presents an overview of the sampling frame and the development

of the questionnaire.

Chapter 6 1s devoted to presenting a discussion of the field

study findings, and the general conclusion.

Chapter 7 presents the contributions of the study, discusses
1ts limitations and, where possible, makes recommendations and

suggestions for further research to be undertaken.
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CHAPTER TWO

CONCEPTUALISING MARKETING

Introduction

This chapter will discuss the marketing concepts and
techniques in order to determine their relevance to non-profit
organisations in general. To this end, it would appear
meaningful and logical to start by discussing the definition
of marketing in the light of stages in the development of
marketing thought. These stages can be classified into the

following four major eras :

1) The "production=-orientation era' ;

2) The "sales-orientation era' ;

3) The "marketing concept era'" shifting from consumer-
satisfaction, to consumer satisfaction and firm's profit emphasis,
and to an integrated point of view. The adaptation and implementation
of the marketing concept and a review and criticism of this concept
will then be presented.

4) The era during which the marketing concept is broadened

and applied to non-profit organisations will be investigated.

Marketing Definition

It has been argued that the nature of marketing has
necessitated a wide variety of interpretations and so encompassed
many divergent viewpoints. The following statements may testify
to this lack of agreement on the nature of marketing and stress

that the answer to the question '"What is marketing?" is very

complicated and somewhat confusing.
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" <.+ It has been described by one person or another as

a business activity ; as a group of related business activities

2

as a trade phenomenon ; as a frame of mind ; as a coordinative,

integrative function in policy making ; as a sense of business

3
as a structure of institutions ; as a process of exchanging or
transferring ownership of products ; as a process of concentration ,

equalization, dispersion ; as the creation of time, place and

possession utilities ; as a process of demand and supply adjust-

n(1)

ment, and many other things.

(2

Robert Bartels supports this view. He noted that

'to define marketing as a technical mechanistic or managerial
process emphasises technology, economic behaviour and conventional
marketing ''principles' ... ; as a behavioural process emphasises
non-economic, non-business motivations and human behaviour patterns;
... 4as a social process emphasises the cultural orientation of
bus_ness 1in relation to other social institutions, organlisations

and values. The concept of marketing as a view of behaviour

in relationships, Bartels argues, holds a promise of integrating
marketing thought of yesterday, today, and tomorrow.'

Similarly, Eugene J. Kelley(B)

argued that marketing can
be perceived as a field of management practice, as a social
discipline, or as a developing science. As a field of business
practice, marketing comsists of the activities involved in the
generation of markets and consumers and in the development and

distribution of customer-satisfying goods and services. As

a soclo-management activity, marketing includes all tasks involved
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1n the development and delivery of a flow of goods and services
from production to consumption. As a social discipline,
marketing 1s the study of the economic and social instrumentality
through which a standard of living is delivered to consumers.

Finally, Baker(A) expressed a similar view when he indicated
that marketing 1s an enigma. He argued that 'at the same time,
it 1s both simple and complex, straightforward and intricate, a

philosophy or state of mind and a dynamic business function ; it

is new and it 1s as old as time itself.'

The above status of disagreement on the definition of

marketing may lie in the following reasons.

1) The multiplicity of marketers' point of view. In

5)

this regard, Baker suggests that uncertainty, confusion or
misunderstanding as to the scope and nature of this exchange
relationship (marketing) would seem to stem from the fact that
all of us have participated in such interchange and have
formulated our own interpretation of 1ts nature., He proposes
that consensus is possible by distinguishing between marketing

as a philosophy of exchange between persons and/or organisations,
and marketing as it has emerged as a business function,

(6)

Similarly, Marketing Staff at Ohio State University have

noted that each of the "foregoing'" concepts may be appropriate

for a given person, at a given time, when examining marketing

problems from a given point of view,
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.. (7). ..
Crosier 1s of the same opinion. He states that wvarious

definitions of marketing have appeared through time, focusing
first upon commodities, later upon the institutions necessary
to carry out the marketing process and still later upon functions

that were performed in making marketing transactions possible.

2) Evolution in social change and in the scope of marketing.

Robert Bartels,(S)

for instance, illustrates that one looks to
evolution 1n social change as the nutriment of change in

marketing practice ‘and theory. He argues that successive tasks
imputed to marketing impelled the emergence of the traditional
functional institutional approach, the behaviouristic or inter-
disciplinary approach, and the quantitative statement of marketing
variables.,. In describing the evolution of the scope of marketing,

(S

Bartels, elsewhere notes that since 1ts 1inception early in the

20th century, the concept of marketing has undergone many changes.,
The causes of change have been both conceptual and perceptual ;
conceptual through the introduction of new 1ideas as to the nature
of marketing, and its functional role ; perceptual, through an

environment of new realms in which the marketing process might

be applied.

(10) remarks that what marketing actually

Moreover, John Arndt
is has never been settled once and for all. Since the turn of
the century, marketing thought has been in constant evolution,
mainly in the direction of greater breadth. He describes the

reason of such evolution as being in part a result of an adoptive

process in which the discipline has attempted to adjust itself
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to the changing problems confronting practitioners. However,

a part of the impetus comes from forces within the discipline,

as the thinking and visions of students of marketing have

4

transcended current problems,

3) The rapid growth and expanding influence of marketing,.
It has been suggested that the rapid growth and expanding
1nfluence of marketing have brought the discipline to what might
be described as an identity crisis. The almost exclusive pre-
occupation in teaching, research, and practice with the organisational
technology concept of marketing has caused substantial questions to
arise regarding marketing's functional nature, its social roles

and responsibilities and 1its most important research priorities.(ll)

4) Business philosophy and the environmental conditionms.

Supporting this view, Edward S. McKey(lz)

states that with all the
speeches made 1in relation to 1t, the many articles published

in i1ts behalf, and the numerous text-books seeking to clarify its
meaning, the marketing concept still suffers and limps along
without the clarification and definition essential for facilitating
its perceptive adoption, and extensive implementation. He
describes this status as follows : '"'the marketing concept is like

a chameleon. What we mean by the term varies in nature and 1in

time, dependent both upon our business philosophy, that 1is, the

attitude with which we view our business (in terms of current

moods, philosophy, strategy, and policy), and upon the environmental

conditions in the business arena where we operate."
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5) Marketing is a multidimensional process, Nickels,(13)

for instance, suggests that marketing is a multidimensional,
dynamic process which is subject to many interpretations and
approaches. Changes 1n the political, social, economic, and
technological environment have caused much controversy recently

about the meaning, scope, and content of marketing as a discipline.

The development of Marketing Thought

It 1s worth mentioning that the many approaches to classifying
various stages 1n the development of marketing thought suggest
that the general trend in the evolution 1s a general expansion of

the scope of marketing, Robert Bartels(lh) has i1identified seven

stages.

1) Marketing concerned with the distribution of products ;
2) Marketing as the economics of distributive enterprises ;
3) As management of the distributive process ;

" 4) As distributive managerial decision making ;
5) As a social process ;

6) As a societal process ;

7) As a general function applicable to both business and

non-business institutions.

On the basis of Bartels descriptive comments, a few scholars

(15)

recommend further classification. Arndt, for example, identifies

the gradual expansion of the scope of marketing in the following

three eras :
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I) the pre-disciplinary era, consists of stages one and
two which treated marketing as a part of economics, concerned

with the creation of time, possession, and place utilities;

II) the marketing concept era, consists of stages three,

four, and five ; and

III) the broadened concept of marketing era, consists of
stages six and seven which represent efforts to widen the
boundaries of marketing. Arndt suggests that the first six
stages are relevant only to business organisations, while the
seventh stage 1s relevant to all organisations.

Furthermore, Sweeney(l6) suggests that the marketing
discipline has passed through a series of stages by which its
interpretation has graduated from : 1) the most narrow one, namely,
the organisational system perspective viewing marketing exclusively
as a technology or.set of techniques employed by an organisation
to elicit specific desired responses from other organisations or
individuals ; to 2) the distribution system viewing marketing as
a system of distributive institutions performing economic functions
required to transfer products from points of production to points
of consumption ; to 3) social system, the broadest level of

aggregation viewlng marketing as an integral and inherent part of

society.

. (17)
Similarly, Kotler notes that marketing was originally

founded as a branch of 'applied economics' devoted to the study of
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distribution channels. Later, marketing became a "management

"' devoted to engineering increases in sales. More

discipline

recently, 1t has taken on the character of an "applied behavioural
® " » ]

science , concerned with understanding buyer and seller systems

involved 1n the marketing of goods and services. Kotler adds

that marketing evolved through a commodity focus ; an institutional

focus; a functional focus ; a managerial focus : and a social focus.

On the other hand, 1f one adopts a traditional perspective,
there are some scholars who write of shifting of emphasis from
production to sales, and then to marketing orientation. Such

viewpolints will be discussed in subsequent sectionmns.

For the purpose of our research, and based upon the foundation

of the preceding various classifications of stages in the develop-

ment of marketing thought, these eras may be stated as follows

1) The production-orientation era ;
2) The sales-orientation era ;
3) The marketing concept era ; and

4) The broadened concept of marketing.

First : The Eroduction-orientation Era

Before the Industrial Revolution, there was a scarcity of

goods. Under this condition, consumers had to approach the sellers.

Consequently, most goods were sold before they were produced.

Therefore, there were no significant problems in disposing of goods,

that is, the problems of marketing did not emerge immediately. .After
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the Industrial Revolution, more specifically between 1900 and

1930, although supply deficiency was still common 1n many parts
of the world in terms of a minimal standard of living, it seemed

that deficit market conditions disappeared. Consequently,

most 1ndustries had experienced a surplus of goods ; a situation

in which immediate demand ran behind the industry's ability to

produce. Thus, there arose a critical need to devise a system

of distributionn(18)

During this period, marketing was viewed as a technical
process dealing with physical distribution and the economic and

legal aspects of transactions, as concerned with the macro aspects

of the distributive process. In general, it dealt with economic

variables and with economically motivated market behaviour.(lg)

Specifically, more considerable attention was given to problems

related to manufacturing rather than those related to identification

(20)

and development of markets .. as long as consumers responded

favourably to good products that were reasonably priced there was
little need for company marketing effort to achieve satisfactory

sales and profits.(21)

It 1s perhaps worth noting that some writers argue that

[ 5

production-orientation circumstances, particularly those of scarcity,
(22

still exist. Perhaps Baker ) sums up this state best when he

states that '"With rare and localised exception the history of man-

kind has been one of scarcity. Not until recent times, and even

now only on a limited scale, has it been possible to do much

more than satisfy the basic physiological needs of people. Thus,
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the provision and acquisition of food, shelter and clothing

have been the preoccupations of the majority, with only a small
and privileged minority able to develop and satisfy demands

for higher-order needs concerned with leisure, recreation,

‘the arts, etc. In such circumstances, Baker adds, '"'the basic
choice tends to rest between having and not having, rather than
selecting between alternative means of satisfying different needs."
He concludes that under these conditions, the nature of demand
requires to be simple and basic in order that the producer will

maximlse satisfaction by producing the largest possible output

at the lowest possible Unit Cost."

Second : The sales-orientation Era

The change in direction and emphasis from production
orientation to sales-orientation may be summarised through the

following brief literature review.

In his description of the shifting emphasis from the
production-orientation to the sales-orientation era, Professor Baker(23)
clarifies the situation which brought the production-orientation
into disrepute =~ the creation of "excess' supply. Excess supply
is, of course, a comparative state and applies only to certain
categories of products under very limited conditioms. However,

as he continues to point out, "from the firm's point of view, a
state of excess supply begins to become apparent when the market
ceases to absorb all of 1its output and exhibits price inelasticity

of demand within the range which would be acceptable to the firm,

that is, to stimulate increased consumption, it would be necessary
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to sell to an unacceptably low price.' Hence, managements'

immediate reaction tends to be to try to maintain volume through
non-price competition and especially by means of product

differentiation, promotion and selling effort.

24 , C ol s :
Bell( ) also describes why and how the shifting of emphasis

to what he called 'the stage of agressive sales' has occurred.

He noted that 'although organisations were created that were

capable of mass distribution, ...and although they were developed
almost to the point of perfection, the problem of goods accumulating
at factories and retail stores continued, Goods were moving further
from their production source, but they were not being sold.
Accordingly, an awareness of the importance of selling emerged.
Specifically, the 1920s and 1930s were the decades of sales manager,
The high-powered, skillful manipulator of consumer opinion, using
personal salesmanship and aggressive advertising took charge 1in

many American businesses. His was the very specialised task of selling
the goods that had been mass produced and mass distributed. He
found that almost anything could be sold with enough expense and

efforet.

It has been argued that the implicit premises of the selling

(25)

concept and the selling orientation era are

1) The main task of the company is to get sufficient sales
for its products,
2) Consumers will not normally buy enough on their own.

3) The consumers can be induced to buy through various
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sales-stimulating devices.
4) The consumers will probably buy again, and even if
they do not, there are many other consumers out there,
5) The assumption that higher sales volumes lead to

(26)

higher profits was widely accepted.

In brief, during the sales-orientation era, marketing was
regarded as being synonymous with distribution, and as serving
the function of seeking outlets for society's productive resources.
Marketing was completely divorced from production decisions ; with-
out a sale no marketing had occurred. Whatever could be produced,

(27) argue, had to be sold as efficiently as

as Levy and Zaltman
possible., The most obvious variables under the marketer's
control to accomplish this objective were advertising and the Sales

Force, both of which received considerable attention in the

literature and textbooks.'

- However, there were many factors responsible for the shift
from,the.period of the sales-oriented emphasis to the period of
the marketing-oriented emphasis. Some of these factors can

be identified as follows.

a) A host of criticisms faced marketing including accusations

of high-pressure tactics and misleading and false advertising.(zz)

b) Great risks 1n practising the selling concept, especially

sn its hard-drive from where Customer Satisfaction 1s considered

secondary to getting the sale., This would seem to be a practice
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which spoiled the market for the seller ; who would eventually

find no more customers who would have confidence in his abilities.(zg)

c) The increasing recognition of the importance of marketing

research to aid the sales department in its efforts.(BO)

d) The marketing concept emphasis seems privately and
socially more acceptable, In private terms, the seller recognises
that 1t 1s easler to create products and services for existing
wants than to try to alter wants and attitudes toward existing
products. In social terms, it 1s held that this marketing

philosophy restores consumer sovereignty in the determination of

: : : 31
the society's product mix and the use of national resources.( )
Third : The marketing-orientation Era

It may be worth noting that the shift to a marketing-
orientation was termed ''the marketing concept.'' The discussion

of this era will briefly deal with the following points

a) Determining what exactly the marketing concept is ;
b) Differentiating between the marketing concept and the
sales-orientation approach ;

¢) The adoption and implementation of the marketing concept.

The Marketing Concept Defined

-

A review of the literature indicates that there are a host

of definitions concerning the marketing concept ; some have



28

concentrated only on consumer satisfaction, others on the relation-
ship between consumer satisfaction and firm's profits, while

others take an i1integrative point of view.

The first trend, consumer-oriented, is apparent from the

following definitions,

The marketing concept, as William Sachs and Benson(32) state,
visualises a firm's product and marketing policies rotating
around the consumer. The amalgom of buyers, which represent a
market, 1s seen as having specific wants, néeds, and desires.
The primary function of a firm 1is to fulfill them, provided it
1s profitable to do so.

33 : : .
(33) supports this view. He argues that the view

Levitt
that an industry 1is a ''customer=-satisfying process',6 ''not a goods-
producing process'', 1s a vital role for all businessmen to
understand. Specifically, an industry begins with the customer
and his needs, not with a patent, a raw material, or selling skill.
Given the customer's needs, Levitt explains, the industry develops
backwards. TFirst, it concerns itself with the physical delivery
of customer=-satisfaction. Then, 1t moves back further to
creating the things by which these satisfactions are in part

achieved, Finally, the industry moves back still further to

finding the raw materials necessary for making its products.

The second trend, which gives a balance of concerns between

customer-satisfaction and the firm's profit objectives, may be
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‘represented by the following points of view.

Barksdale and Darden(34) note that the concept which 1is

variably called the marketing philosophy, total marketing, and
integrated marketing, soon attracted the attention of marketing
executives and educators. The authors argue that this
marketing concept 1s based on two fundamental notions. First,
the consumer 1s recognised as a focal point or pivot for

all business activity. Second, profit, rather than sales

volume, 1s specified as the criterion for evaluating marketing

activities,

King(35) 1s of the same opinion when he identifies that the
marketing concept 1mplies two elements : consumer-satisfaction,
and the firm's profit. He defines the marketing concept asra
managerial philosophy concerned with the mobilisation, utilisation,
and control of total corporate effort for the purpose of helping
consumers solve selected problems in ways compatible with planned
enhancement of the profit position of the firm.'

Levy and Zaltman(?6) too, state that "the marketing concept
called for a customer-orientation on the part of the firm, backed

by an integrated marketing effort designed to assure customer-

satisfaction as a means of obtaining long-range profit.,"

The third trend, the integrative point of view, is attributed

to a recognition of the broader meaning of the marketing concept,

including the following three basic elements : the need to pay
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considerable attention towards customer's satisfaction ; firm's

profit objectives ; and, recognition of the marketing management
and its manager's role within the internal organisational structure.
The following definitions may represent this 1integrative trend.
Kotler(37) defines the marketing concept as ''a customer-
orientation backed by integrated marketing aimed at generating

customer-satisfaction as the key to satisfying organisational

goals."

Consistent with this view, Bartels(38) describes the

integrative trend in three distinct steps

a) Marketing as management of the distributive process,
during which an elevation of marketing management occurred
during the 1950s. The marketing concept represented an extension

of the marketing manager's role within the internal organisational

structure.

b) Marketing as distributive managerial decision-making
where the emphasis shifted toward a broadened interdisciplinary
concept of management itself by incorporating models, quantitative

analysis, electronic data processing, and various methods and

techniques of decision making.

c) Marketing as a social process during which roles of
marketing participants definable in other than their economic

context were identified, and the patterns of their interactions
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and perceptions of responsibility were explained. This step 1in

broadening the concept of marketing led to the study of consumer

behaviour, system interactions, and economic and social
responsibility.

On the basis of Bartels' steps,Arndt(Bg) argues that these
three stages form what perhaps may be combined under the label
of the marketing concept era. In his opinion, the marketing
concept view positioned marketing firmly as a management
discipline, aiming at integrating marketing decisions to enable
the firm to reach 1its goals. This level might perhaps be called

the 'marketing management concept.' This era began in the late

1940s and continued until the 1960s.

‘Finally, Bell and Emory(40) suggest that the marketing

concept would have three elements :

a) Consumer concern by making him the focus of marketing
decisions through a service that delivers a high level of satisfaction

per consumer dollar spent.

b) Integrated operations, a view that the entire business
is a total operational system with consumer and social problems
taking precedence over operational considerations in all functional

dreas.

c) Profit reward as the residual that results from efficiently

supplying consumer satisfactions in the marketplace.
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o

The fundamental differences and contrast between the selling and
marketing orientation

Typically, marketers differentiated between the marketing
concept and the production and sales management orientations.

These differences could be summarised as follows :

The sales management orientation may be characterised as
"selling what we can make'" in contradistinction to ''making what
we can sell,"” which is considered a central feature of the

marketing concept.(41) Thus, where the production or sales-

oriented manager would tend to ask himself "what do customers want?"

the marketer would ask the customers themselves and then proceed

to organise a supply of the desired objects. More specifically,
selling centres on the needs of the sellers, marketing on the

needs of the buyers. Selling 1is pre-occupied with the seller's
need to convert his product into cash, - marketing with the idea

of satisfying the needs of the customer by means of the product

and the whole cluster of things associated with creating, delivering,

and finally consuming 1it, (42)

At this stage, 1t may be useful to identify the extent to
which the marketing concept has been adopted and implemented by

industrial and consumer-goods / or services firms.

The adoptrion and implementation of the marketing ~oncept

According to the marketing concept, as indicated earlier,

a business organisation should try to satisfy consumers needs
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through a coordinated set of activities that allows the organisation
to achieve its goals. More specifically, the customer-orientation
of the marketing concept stresses the importance of customers

and emphasises that marketing activities start and end with them.
The main purpose of this section 1s to explore the extent to

which the marketing concept, as a management philosophy, has

been accepted and implemented by business firms.

A review of the literature indicates that, while many firms
have adopted the marketing concept in total or in part, there
are many others that still have not acknowledged this philosophy.

In 1969 a research study was made by McNamara(43) t

o
determine the extent to which the marketing concept has been
accepted and implemented by US firms. This study examined a
random sample of 1,492 industrial companies. The sample 1included
498 small companies, 494 medium sized companies. and 500 large
companies. The empirical evidence 1in this study clearly supports
the argument that consumer-goods companies and large companies
have tended to adopt and implement the marketing concept to a

greater degree than industrial-goods companies - both medium

and small sized. More specifically, this study revealed that :

a) Consumer-goods top management had a stronger marketing

backeground than industrial-goods companies,
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c) The top marketing executive is accorded higher

status committee membership in the customer companies than in

industrial firms.

d) Individuals with a marketing background hold more key

positions than those possessing other business backgrounds.

As an extension and replication of the preceding study by
McNarmara, through a nation wide survey of 203 executives and 132
educators, Barksdale and Darden(aa) came to the coneclusion that
there 1s general support of the marketing concept both from
executives and educators who expressed the opinion that the
concept has contributed to the improvement of the organisation
and management of marketing activities. This study revealed
that consumers had benefited in tangible ways from the implementation
and the adoption of the marketing concept. The authors argued

that any failure in application may be attributed to problems

of imp

-y

(45) added another empirical support to the adoption and

Hise
implementation of the marketing concept. To determine i1f this
concept has been adopted, three major factors were investigated
in a sample of 273 1industrial companies. These major factors
were : 1) customer orientation ; 2) profitability of operations ;

and 3) organisational structure of the marketing department.

The study came to the conclusion that

a) both large and medium manufacturing firms, to a large
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extent, have adopted the marketing concept ;

b) 1t would appear that the marketing programmes of the
firms dealt with in this survey, e.g. those conducting marketing
research to identify and discover customer needs and wants, are

extensively customer=-oriented.

c) the survey revealed that the majority of both large
and medium firms accorded the top marketing man the same position
in the company's hierarchy as that given to the chief manufacturing

executive.

d) finally, it was found that large firms were more fully

committed to the marketing concept than medium ones.

Thus, it is evident from the foregoing arguments that there

has been a movement toward adoption and implementation of the

marketing concept in many business firms.

However, there are many other business companies which still
have not recognised this philosophy. In the following, an attempt
will be made to refer to a number of empirical studies which
confirm this argument, i.e. that the marketing concept has been
rejected by some firms, - and to explore the notion that lack of
commercial success can be attributed to such rejection.

Baker,(46) tc begin with, refers to a survey undertaken by

the National Industrial Conference Board, where eight major
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reasons of new product failure were identified, in rank order

\
of importance, as follows

1) Inadequate market analysis

2) Product defects

3) Higher costs than anticipated
4) Poor timing

5) Competitive reaction

6) Inefficient marketing effort
7) -Inadequate sales force

8) 1Inadequate distribution

Basically, these eight factors reflect as 'a little thought
suggests', inadequate research and / or analysis.

A more recent study by Gisser(47) has supported and extended

the NICB findings. The study ascribes the high rate of new
product  failure to the lack of market analysis in terms of
inadequate market research, poor timing, 1gnoring user needs,
mis-estimation of market size and / or lack of effective marketing
policies and strategies.

The University of Sussex in its SAPPHO project(48)
obtained results which support this point. The analysis of thirty
four unsuccessful cases 1ndicated that failure to understand user
needs, and to pay considerable attention to marketing were among
the main factors identified as having high correlation with lack

of success. Table 2-1(A and B) summarises the reasons for failure
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for both chemical and scientific instrument industries.

Table 2-1(A)

Reasons for failure Instrument Chemical

a) made no enquiries of .
users at all 3 1

b) made enquiries but of
too few 4 . 2

c) made enquiries but
1gnored the answers 2 -

d) mis-understood answers
to enquiries 2 -

e) committed to a pre- |
conceived design 2 4

f) made user enquiries but
not on the spot
investigation 3 -

TOTAL 16 /

Source : Roy Rothwell, '"Marketing : A Success Factor in
Industrial Innovation,'' Management Decision,

Vol. 14, No. 1, 1976, p.48.
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Table 2-1(B)

'''''''''''''
llllllll

Reasons for failure Instruments Chemicals

a) market research
neglected or ignored 8 3

b) neglect of publicity or

under-investment in
marketing effort 6 1

c) failure to educate users A 1
d) unforeseen changes in the

market, (e.g. price falls, .
demand shifts, new legislation) 2 5

TOTAL 20 10

Source : Ibid, p. 49,

C00per(49) adds further support to this finding. In an

analysis of the reasons for failure of 114 new industrial products
in Canada, he concludes that, in 70.7% of the cases, the most
important general reason for failure was that 'anticipated

sales never materialised’. Six specific variables were identified
as contributing causes of such poor sales - five of which ''describe
a lack of understanding of market place ; customers, competiltion

and environment." (The other variable describes technical

difficulties with the product),

(50) . : .
d substantiates this conclusion. From a

b

Gerstenfel
study of eleven successful, and eleven unsuccessful innovations

in three industries 1n West Germany, he found that eight out of
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eleven of the successful innovations were stimulated in response
to an intensive market analysis. On the other hand, nine out
of the eleven unsuccessful innovations were considered to be

so because the innovators made no sufficient investment 1n

marketing studies,

Utterback(SI) et al lend credence to this conclusion. Their

research of 66 successful and 51 unsuccessful innovations in five
industries in Europe and Japan obtained results showing that,
in 80% of the successful cases, there was 'nmo initial difficulty

in marketing', whereas all but 107 of the unsuccessful cases

had had such problems.

Finally, Crawford,(sz) Calantine and CooPer,(SB) and

: 4 : :
Szatas:.ts,(S ) among others, have reached a conclusion which

attributes failure in new industrial products mainly to market-

related factors.

From the above discussion, 1t is clear that many firms

have rejected the marketing concept and that lack of commercial

success amongst these firms can be a resultant consequence.

Criticisms and Revision in the Marketing Concept

The marketing concept has not only been rejected by many

firms, but a further distinct and sizable dissatisfaction on the
part of consumers has been emerging. This dissatisfaction or
unrest has led to active discontent - labelled 'consumerism'

‘" , _
which is defined as a social movement seeking to augment the
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rights and power of buyers in relation to sellers?(ss)

This consumerist movement was enhanced by several factors

- (56)
including the following : -

a) Increased leisure time, rising incomes, higher education
levels, and general affluence have led to increased expectations

which have tended to amplify consumerism.

b) 1Inflation which has impaired purchasing power and

created greater price / quality expectations.

c) Unemployment, in the past, has tended to be low.
Therefore, the marginal labourer has been emploved even though

he has fewer skills. Such workers reduced output quality,

d) Demands for product improvement have led to increased
product complexity. Moreover, this complexity has been exacerbated
by the emergence of new technology. This has led to increased
service difficulties as well as performance and reliability
problems. Although society has been thoroughly conditioned to
expect perfection from 1ts technology, it 1is apparent that the
consumer is demanding better products than those presently available,

regardless of the economic and technical ability of the firm

to provide 1it.

e) Consumerism 1s expected to persist due to the pressure

of further inflationary price increases and rising taxes on
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consumer's purchasing power, and the increasing number of consumer

(57)

organlisations,

Thus, it would seem apparent from the above discussion
that consumerism is regarded as evidence of one of the most
fundamental weaknesses of the marketing concept, That 1is,
the thesis assumes that there 1s a general tendency among
producers to view the actions of users to protect their interests
as being contrary to the interests of these producers. However,
‘since consumerism and marketing both claim that their central aim
1s to maximise consumer satisfaction, there i1s no room for contra-
diction or for consideration of consumerism a threat - in fact,
it 1s an opportunity. In this regard, Baker (58) argues'that
there is no fundamental conflict between consumerism and
marketing - their basic objective is the same.'  Naturally,
if one regards consumer protection as the main objective of
consumerism, one can expect that increases in the level of
marketing activity should be paralleled by an iIncrease 1in
activities designed to protect consumers. Kotler (59) confirmed
this point when he indicated that 'creative marketers will

recognise consumerism as an opportunity to serve consumers Detter

through providing more information, education, and protection.'

In addition to the manifestation of apparent weakness of
the marketing concept, 1.e., consumerism, a further two flaws

can be cited. The first is that the marketing concept emphasilses

research and long-range planning, but with an almost exclusive

stress on technological trends and product improvement. Although
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a consumer orientation seeks to alert management to possible
long-run shifts in tastes and preferences, neither the
technological nor the consumer perspective calls attention to a
much broader form of tultural obsolescence' , which may occur

in a world of rapidly changing values and priorities.

The second discrepancy is that the marketing concept
satisfies 'selfish interest', thereby becoming incompatible
with an age in which society demands a higher degree of selfless

sacrifice on the part of its institutions and constituents.(60)

In reaction to these criticisms and flaws, many attempts
have been made looking for an alternative philosophical position
for marketing in today's society. In the following pages,

we seek to provide some light upon such attempts.

Marketing as a Human Concept

In this regard,Dawson(xﬂJ)argues that the perspectives

of the marketing concept are too limited to cope with human

and social demands. A marketing concept, he believes, 1is not
adequate to help business retain a healthy ecological balance

with an environmental characterised by an increasing shift from
sensate values to human, social, and moral values. Dawson
defines the human concept of marketing as ''a managerial

philosophy centred upon the continuous research for and evaluation
of opportunities for the mobilisation, utilisation, and control

of total corporate effort in achieving a genuine internal social

purpose in the development of organisation members to their fullest
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potential, generating the necessary profit input within the
proximate environment by devising solutions to selected consumer
problems, and achieving a genuine external social purpose within
the ultimate environment by contributing to the identification

and fulfillment of the real human needs of our time."

Marketing as a social process

. (62 .
Gordon Wills l)proposes the social process as a broader

perspective concept for marketing. He argues that, because
neither the marketing of goods nor the profits, (which successful
marketing can bring about), are ends in themselves, the
marketing profession must move towards the development of a new
view of the social contract under which the institutions for
producing economic goods and services operate within socilety.
Thus, the efficacy and worth of marketing must be judged

by what it does for society as a whole and not simply in some
traditionally segregated parts of that society. To gain such

a broad perspective, 1.e., the sociaiprocess, to work on such

a wide canvass, requires less emphasis on skills and more

concentration on the humanities.,

A similar view 1s expressed by Bell and Emory Oag)when

they point out that "adherence to the marketing concept as it

is practised today as an operational concept, not a philoscphical
one, has resulted 1n organisational stress, excessive costs,

high product failure rates and a deterioration between business,
covernment, and the general public.  They argue that the first

objective for the company 1s to assume more responsibility for
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consumer welfare."

Marketing as a fundamental 30cietal'2rocess

The orientation of the societal concept has been stressed by
some marketing writers. Kotler, (64) for example, believes that the
marketing concept has failed to distinguish consumer interest in the
short-run from consumer welfare in the long-run. Rather, the two
have been equated. As a solution to the dilemma in the simple
marketing concept, Kotler proposes 'the societal marketing concept'
which calls for a customer-orientation backed by integrated marketing
aimed at generating customer satisfaction and long-run customer
welfare as the key to attaining long-run profitable volume. The
addition of long-run cﬁstomer welfare requires the businessman to
include social and ecological considerations in his product and
market planning. The businessman 1s asked to do this not only to

meet his social responsibilities, but also because failure to do so

may hurt his long-run i1interests as a producer.

Feldman(65) adopts a similar view when he argues that the

marketing concept has_stressed the individual and social satisfactionm
arising from the purchase and ignored the potential role of societal
satisfaction as a purchase 1incentive. Consequently, marketing
decisions will be increasingly shaped by diminishing or limited
resources and government intervention. His alternative philosophical
position emphasises on acceptance by marketers of the need to alter
their current objective of increasing the material living standard

to one which accepts a more stable or reduced level of material

consumption., Feldman claims that such an alternative could

be implemented by shifting the emphasis from the marketing of
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physical products to the marketing of services, stressing societal
consumption criteria, and by actively participating in formulating
the centralised planning policies which affect marketing.
Similarly, Sweeney(66) argues that those perspectives
which view the marketing concept as an organisational technology
or as distributive systems are not sufficient concepts related
to the fundamental nature of marketing. Specifically, such
perspectives view marketing as a semi-autonomous entity, having
only economic ties to the society it serves, Accordingly,
he suggests, viewling marketing at the social system level of aggre-
gation provides a broader, more comprehensive, and more robust
concept of the nature of marketing. From this perspective,
marketing 1s recognised as a fundamental societal process which
necessarily and inherently evolves within a society to facilitate
the effective and efficient resolution of the society's needs for

exchange of consumption values,

(67)
George Schwartz also supports the societal concept.

He argues that future historians will designate some year in the
decade of the 1970s as the beginning of another new orientation

to marketing in which marketing management ‘and business management
generally are likely to be required to move in the interests of
fairness to consumers and benefit to society, Schwartz believes
that the orientation of the societal concept requires a firm

to take into account consumer and society welfare, as well as the

profitability and survival of the firm, in the formulation

and execution of marketing plans.,
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Marketing as ecological imperatives

George Fisk (68) explores the concept of 'ecological
imperatives' or 'responsible consumption', both of which refer
to limiting individual consumption in the more affluent nations.
He suggests two necessary conditions for successful reduction
of individual consumption : a) a new attitude toward consumption,
and b) a social organisation to implement the new attitude.
Fisk concludes that marketing management should use the concept
of responsible consumption as a guide to marketing policy,
while awaiting the arrival of the new and more omnipotent social

organisation,

Marketing as an intelligent consumption

James T. Rothe and Lissa Benson (69) point out that the

pursult of intelligent consumption pattern in the marketplace

1s an appropriate alternative, They describe this alternative

as ''one in which the individual consumer's ability to generate
maximum personal satisfaction per dollar expended 1is not impaired'.
The above authors argue that a pattern of intelligent consumption
would result 1n more rational consumption relative to resources
and environment and would retain a great deal of individual

choice and self selection for individual consumers.

Marketing as a communication process

Bent Stidsen and Thomas F. Schutte(70) stress that the
main criticism which may be directed at the marketing concept 1is

consumer-oriented concern, arguing that the mere act of focusing

on the customer does not capture the spirit of the marketing
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concept. In this perspective, the emphasis 1is on producing
specific outcomes rather than the process, ignoring that the
spirit and the ultimate purpose of the marketing concept 1is

to facilitate a dialogue between producers and consumers,

representing marketing as a well-directed and efficiently implemented
monologue., Thus, the above authors propose that viewing the
marketing concept as a communication process will overcome these
limitations since, 'the ideal marketing process is a functioning
dialogue involving a communication system which enables consumers

and producers to significantly influence each other's goal

attainment''.

In summary, marketing thought and interpretation, during
its evolution and development, has passed through a series of
stages which can be described in four major eras. So far three

eras have been discussed.

1) The production-orientation era, where the focus centred
on problems related to manufacturing rather than those problems

related to identification and development of marketing.

2) The sales-orientation era, during which the main task

of the company was to get sufficient sales for 1its products.

3) The marketing concept era where the focus shifted

from consumer-orientation to a balance between consumer satisfaction
and firm's profits ; to an integrative trend to give a recognition
of marketing management and the manager's role within the internal

Avm~anicatinnal strneture in addition to consumer-satisfaction and
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Despite apparent acceptance and adoption of the marketing

concept by a major proportion of the business community, 1t has

been witnessed that many other firms have rejected this concept.

It 1s also clear that the marketing concept possesses inherent

flaws, particularly in the area where consumer-dissatisfaction

led to the development of the consumerist movement.

Consequently,

many attempts have been made, by some marketing writers, to search

for an alternative philosophical position for marketing in

today's society.

discussed. These perspectives are

1) Marketing
2) Marketing
3) Marketing
4) Marketing
5) . Marketing

-

6) Marketing

asS

dSsS

dS

dS

as

as

a human concept,

a social process,

In this respect, six perspectives have been

a fundamental societal process,

ecological imperatives,

inctelligent consumption, and finally,

a communlication process.

To this end, we turn to discuss the fourth stage of the

development of marketing thought and interpretation, that is, the

broadened concept of marketing.

Fourth : Broadening the concept of the marketing era

In 1969, Kotler and Levy

(71)

suggested the 1dea of

broadening the concep t of marketing and advanced the view that

marketing is not just a business function

.
J

it 1s a valid function
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and relevant discipline for non-business-organisations as well,
insofar "all organisations can be said to have consumers and
products and considerable marketing problems need the understanding
of marketing''. They argue that the principles of good

marketing in traditional product areas are transferable to the
marketing of services, persons, and ideas., Furthermore, they

are calling on marketing people to expand their thinking and to

épply their skills to these interesting areas,

Accordingly, Kotler and Levy define the modern marketing
concept, shifted from product-orientation to consumer-orientation,
as '""the function of the organisation which can keep in constant
touch with the organisation's consumers, read their needs, develop
'sroducts’ that meet these needs, and build a programme of
communication to express the organisation's purposes'. To
implement such a modern concept, they identify nine principles
which are singled out as crucial in guiding the'mérketing effort

of a business organisation. These principles can be summarised

as follows :

1) Generic product definitionm

2) Target groups definition

3) Differentiated marketing

) Customer behaviour analysis
5) Differential advantages

6) Multiple marketing tools

7) Integrated marketing planning

8) Continuous marketing feedback, and
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9) Marketing audit

Other attempts have been made to widen the concept of

marketing further to include the transactions between an organisation
and all of its publics. 1In this regard, Kotler,(72) too, views
marketing as the discipline task of creating and offering values

to others for the purpose of achieving a desired response. He
suggests that such a generic view of marketing could be defined

as a set of four axioms. Axiom 1 : marketing involves two or
more social units. Axiom 2 : at least one of the social units 1s
seeking a specific response from one or more other units concerning
some social object., Axiom 3 : the market's response probability
1s not fixed. Axiom 4 : marketing 1is the attempt to produce

the desired response by creating and offering 'values' to the

market.

In 1971, the term 'social marketing' was first introduced by
(73) : .

- Xotler and Zaltmen aswtheyhprcposedrfhatcgpmgfc;al marketing

concepts and techniques can be transplanted into the social sector

to market causes, practices, and to influence public acceptance.

Accordingly, they define social marketing as ‘the design,

implementation, and control of programmes calculated to influence

the acceptability of social ideas and involving considerations of

product planning, pricing, communication, distribution, and

marketing research.'

However, by 1973, the social marketing concept had undergone

some changes in terms of clarifying and advancing this concept,
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and defining it better, showing those areas where it works most
effectively, and recognising some of its limitations. In this
respect, Kotler (WQ)defines social marketing as ''the design,
implementation, and control of programmes seeking to increase

the acceptability of social ideas, cause, or practice in a target
group(s)'". He differentiates social marketing from ordinary
business marketing, which 1s motivated by profits and limits
1tself to those areas of human need which will yield a profit

to marketers. Social marketing, also, differs from 'business
marketing' when it 1s conducted in a socially responsible manner,

'socially responsible business marketing' not

1t 1s called
'social marketing'. Finally, he distinguishes social marketing
from the ordinary marketing activities of non-profit organisations -

it is called 'mon-profit organisation marketing'.

The challenge of broadening the concept of marketing to
include business and non-business organisations 1s focused upon

scme major facters which can be stated briefly as follows

1) Non-business organisations share with business organisations

a common raison d'etre, namely, 'serving and satisfying human

needs' (75)

2) All of these organisations are concerned about their

'products' - in the eyes of certain 'consumers' they are seeking

to find 'tools’' for furthering their acceptance insofar as these

organisations conduct marketing activities, as well as the other

traditional business functions, whether or not they are recognised
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(76)
as such, -

3) The formal marketing principles will enable these
organisations to be more effective in achieving their goals

Do (77)
and activities.

4) The real contribution of marketing thought is to lead
each institution to search for a more meaningful position in the
large market. It will lead to better understanding of the
needs of different client segments ; <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>