MARKETING
THEORY AND PRACTICE

MACMILLAN STUDIES IN MARKETING
MANAGEMENT
General Editor: Professor Michael

J. Baker

University o[ Strathclyde
This series is designed to fill the need for a compact treatment of major aspects of
marketing management and practice based essentially upon European institutions and
experience. This is not to suggest that experience and practice in other advanced
economies will be ignored, but rather that the treatment will reflect European custom
and attitudes as opposed to American, which have tended to dominate so much of the
marketing literature .
Each volume is the work of an acknowleged authority on that subject and combines
distillation of the best and most up-to-date research findings with a clear statement of
their relevance to improved managerial practice. A concise style is followed throughout,
and extensive use is made of summaries, checklists and references to related work. Thus
each work may be viewed as both an introduction to and a reference work on its particular
subject. Further, while each book is self-contained, the series as a whole comprises a
handbook of marketing management.
The series is designed for both students and practitioners of marketing. Lecturers will
find the treatment adequate as the foundation for in-depth study of each topic by more
advanced students who have already pursued an introductory and broadly based course
in marketing. Similarly, managers will find each book to be both a useful aide-memoire
and a reference source.
The titles so far published in the series are:
Michael J. Baker (ed.), Marketing: Theory and Praetice
Michael J. Baker and Ronald McTavish, Product Policy and Management
J. R. Bureau, Brand Management
Gordon R. FoxalL Consumer Choiee
Roy W. Hill and T. J. Hillier, Organisational Buying Behaviour
Frank Jefkins, Publie Relations tor Marketing Management
Geoffrey A. Lancaster and Robert A. Lomas, Foreeasting tor Sales and Materials
Management
F. Livesey, Pricing
James M. Livingstone, International Marketing Management
Ronald McTavish and Angus Maitland, Industrial Marketing
Arthur Meidan, Bank Marketing Management

Forthcoming:
Joanna Kinsey, Marketing in Industrialising Countries

MARKETING
THEORY AND PRACTICE
Second Edition
Michael J. Baker
A. J. Brown.
Douglas Brownlie
Keith Crosier
Jennifer L. Drayton
Anita Kennedy
Joanna Kinsey
Stephen T. Parkinson

M

MACMILLAN
EDUCATION

© Michael

J.

Baker and The Macmillan Press Ud 1976, 1983

All rights reserved. No reproduction, copy or transmission
of this publication may be made without written permission.
No paragraph of this publication may be reproduced, copied
or transmitted save with written permission or in accordance
with the provisions of the Copyright Act 1956 (as amended).
Any person who does any unauthorised act in relation to
this publication may be liable to criminal prosecution and
civil claims for damages.
First edition 1976
Reprinted 1979 (twice), 1981
Second edition 1983
Reprinted 1987
Published by
MACMILLAN EDUCATION LTD
Houndmills, Basingstoke, Hampshire RG21 2XS
and London
Companies and representatives
throughout the world
ISBN 978-1-349-06855-5
ISBN 978-1-349-06853-1 (eBook)
DOI 10.1007/978-1-349-06853-1

Contents
Acknowledgements
vi
Preface to the First Edition
vii
Preface to the Second Edition
ix
List of Tables
xi
List of Figures
xiii

PART I
1
2
3

PART 11
4
5
6
7

8
9

10
11

THE FOUNDATIONS OF MARKETING
Evolution of the Marketing Concept
3
The Need for Theory in Marketing
14
The Sources of Marketing Theory
33

EVOLUTION OF MARKETING THOUGHT
Consumer Behaviour
55
Buyer Behaviour
82
Marketing Communieations
115
New-product Development
164
Diffusion Theory and Marketing
184
The Distributive Trades
196
Channel Management
246
Analytical Frameworks for Strategie Market Planning

PART III NEW DIRECTIONS IN MARKETING

12
13

Extending the Marketing Concept
Marketing under Attack
371

Notes and References
Index
412

383

v

359

292

Acknowledgements
The author and publishers wish to thank the following who have
kindly given permission for the use of .copyright material:
The Advertising Association for a table from Advertising Quarterly.
AMACON, a division of Ameriean Management Associations, New York, for
extraets from Putting it all Together by William Rothsehild © 1976 by
AMACON.
Louis P. Bucklin for a diagram from Vertieal Market Systems.
Business Horizons, Indiana University, for two figures from 'Where LongRange Planning Pays Off' by Thune and House, August 1970.
Cambridge University Press for a table from Retail Distribution in Great
Britain 1850-1950 by J.B. Jeffreys.
The Controller of Her Majesty's Stationery Office for a table from British
Business.
The Eeonomist Intelligenee Unit Ud for a table from Retail Business.
Euromonitor Publieations Ud for data and figures.
Harvard Business Review for tables from 'Strategies for Diversifieation' by
Igor H. Ansoff (HBR, September-Oetober 1957).
Institute of Groeery Distribution for da ta from Retail Groeery Trade Review.
Institute of Marketing for a table from an artic\e by Peter Doyle in the
Quarterly Review of Marketing.
Journal of Consumer Research, University of California, for two figures from
Psyehologieal Theories of Consumer Choiee by Hansen.
MeGraw-Hill Book Company for figure from Corporate Strategy by Ansoff.
Prentice-Hall Inc. for a table from Strategie Market Planning: Problems and
Analytieal Approaehes by Derek F. Abell and John S. Hammond. © 1979.
West Publishing Company for figures from Strategy Formulation: Analytieal
Coneepts by Charles W. Hofer and Dan Schende!. Copyright © 1978 by West
Publishing Company.
Every effort has been made to traee all the copyright holders, but if any have
been inadvertently overlooked the publishers will be pleased to make the
necessary arrangement at the first opportunity.

vi

Preface to the first edition
The enigma of marketing is that it is one of man's oldest activities
and yet it is widely regarded as the most recent of the business
disciplines. In this book we examine some of the reasons which seem
to us to account for this apparent contradiction as weil as indicating
why the theory and practice of marketing must be integrated if the
profession of marketing is to achieve the status and credibility of
professions such as the law or medicine.
In fact many interesting paralleIs may be drawn between the
evolution and growth of these latter professions, especially medicine
and marketing. Like medicine, marketing has been practised for
thousands of years and has built up an enormous wealth of descriptive information concerning the 'art'. Familiarity with this descriptive base has now become an essential prerequisite, for it contains
both the language or 'jargon' which is a feature of any specialised
activity as weil as the 'case-law' which enables past experience to be
applied to present and future problems. However, as we note in
Chapter 2, the foundation of the modern profession of medicine is
generally agreed to have been laid with the transition from descripti on to analysis which accompanied Harvey's discovery of the
circulation of the blood. Since this discovery medicine has borrowed
extensively from other sciences in developing its own theory and
body of knowledge, but at the same time it has recognised that the
practice demands the establishment of a relationship with the
patient which mitigates direct translation of theory into practice.
It is our view that if marketing is to progress it must achieve a
similar transition from art to applied science as has been attained by
medicine and that to do this it must establish asound theoretical
foundation in its own right. Further, we would argue that, in time,
knowledge of this theoretical basis should become an essential
qualification for practice and that those without it will become the
'quacks' of their profession. Much of this book constitutes an
elaboration of this view.
In Part I, 'The Foundations of Marketing', we trace the evolution of
vii

viii

Preface to the First Edition

the marketing concept from its ongms in barter to its modem
statement as a managerial philosophy of business. Based on this
historical review we next consider the need for theory in marketing
as a preliminary to a survey of possible sources for such a theory. In
Part 11, 'Evolution of Marketing Thought', we examine the theoretical
foundations of four areas of central importance to the practice of
marketing - consumer behaviour, communications, distribution and
innovation. Of necessity such a review must be eclectic, but it is
hoped that it will suffice to substantiate our claim as to the practical
value of developing theory in marketing and will encourage the
reader to extend his studies of the sources cited. Finally, in Part III,
'New Directions in Marketing', we summarise current thinking on
the application of marketing concepts and techniques beyond consumer-goods markets, with which it is traditionally associated,
before concluding with a brief look at some of the sources of criticism
of marketing.
Given the scope which we are attempting within such a small
volume it will readily be appreciated that our efforts must represent a
compromise between the breadth of coverage necessary to sustain
our basic purpose of establishing the nature and relevance of
marketing and the inextricable relationship between theory and
practice, and the depth essential to raise the discussion above the
trivial. To help reconcile these conflicting aims five authors have
co-operated in developing material and their contributions are as
folIows:
Chapters 1, 7, 8 and 9 Michael J. Baker
Chapters 2 and 3
Michael J. Baker and D. E. N. Dickson
Chapter 4
Jennifer L. Drayton
Chapter 5
Stephen T. Parkinson
Chapter 6
A. J. Brown
While each of these authors is responsible for his or her own
contribution and any merit which the book possesses in whole or in
part is to his or her personal credit, any deficiencies are the sole
responsibility of the principal author.

Strathclyde University
August 1975

MICHAEL

J. BAKER

Preface to the second
edition
It is always gratifying to be invited to prepare a second edition of a
book, for it is a clear indication that the first has enjoyed more than a
modicum of success. However, it also presents a dilemma that is
familiar to every marketer with a successful product: namely, what
changes (if any) should be made to sustain this success?
From the feedback that we have received it would seem that the
first edition met the need we had experienced ourselves for a review
of the role of theory in marketing supported by a detailed analysis of
a number of specific topics and rounded off with a look at emerging
trends. Seven years later this need is still apparent and so we have
decided not to change the original formula. That said, it is clear that
the second edition is almost twice the length of its predecessor which suggests some fairly radical changes. In the main these
changes are largely represented by the inclusion of several new
chapters and a radical rewrite of the co re of the book concerned with
the evolution of marketing thought.
Since the writing of the first edition there has been a rapid increase
in the faculty of the Department of Marketing at Strathclyde University to the point where it is now believed to be the largest
concentration of marketing teachers and researchers in Europe.
Given such a wealth of expertise it was inevitable that subject
specialists should be invited to contribute a chapter summarising the
'state of the art' with the result that each of several chapters could
almost stand alone as a mini-textbook in its own right. Indeed,
within the Department of Marketing these chapters are being used as
core teaching materials and the book itself is to be used as one of
three required texts for the open learning MBA to be launched in
1983.
Eight authors have contributed to this volume and their contributions are as folIows:

Chapters 2, 3
Chapter 6

Michael J. Baker and Joanna Kinsey
Keith Crosier
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Preface to the Second Edition
Chapters 9, 10
Chapter 11
Chapter 6
Chapter 4
Chapter 5
Chapter 7

A. J. Brown
Douglas Brownlie
Keith Crosier
Jennifer L. Drayton
Anita Kennedy
Stephen T. Parkinson

Readers familiar with the first edition will find modest changes in
the chapters that deal with the general issues (for which I am
principally responsible) but the remainder is almost entirely new.
We hope that the changes meet with your approval.

Strathclyde University
July 1983

MICHAEL

J. BAKER
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