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Outline

Marketing Theory

Disciplinary Underpinnings of Marketing
Theory

— Psychological basis of marketing

— Sociological basis of marketing

Theories of Marketing Management and
Organization

Theoretical Sub-Areas of Marketing



Nothing
IS
so practical
as a
good theory

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Theory

e aset of propositions or
an abstract conceptualization of the
relationship between entities.

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Purpose of theory

* increase scientific understanding
through a systematized structure
capable of both explaining and predicting
phenomena (Hunt, 1991)

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Theory

e astatement of relations among concepts
within a set of boundary assumptions and
constraints (Bacharach, 1989)

Source : Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Marketing

Exchange and economic growth



What is marketing?

* 5themes from a content analysis of
approximately 100 definition of marketing
1. Object of marketing
2. Nature of the relationship
3. Outcomes
4. Application
5. Philosophy or (versus) function



Marketing

Identifying
and
meeting
human and social needs

Source: Kotler and Keller (2011)



Basis of Marketing Theory

Psychological SOCiOIOgical




Disciplinary Underpinnings of
Marketing Theory

The economics basis of marketing
The psychological basis of marketing

The sociological basis of marketing

Cultural aspects of marketing



Psychological foundations of
marketing

* Motivation

e Perception

e Decision making
e Attitudes

* Persuasion



Key Psychological Processes

Motivation
— Freud, Maslow, Herzberg

Perception

— Perception is the process by which
we select, organize, and interpret information
inputs to create a meaningful picture of the world

Learning
Emotions

Memory



Psychological Constructs and
Some Associated Marketing Areas

Psychological

Marketing areas

Construct

Learning Brand recall, loyalty

Motivation Consumer needs, choice conflicts
Perception Product packaging, advertising content
Decision Brand selection, consumer involvement,
making post-purchase evaluation

Attitudes Customer satisfaction, trust, ad influence

Personality

Consumer segmentation, materialism, addictions

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Maslow’s hierarchy of human needs
(Maslow, 1943)

Self-
actualization

/=\
/N
=\
=\

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Maslow’s Hierarchy of Needs

(self-development
and realization)

Source: Kotler and Keller (2011)
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Rostow’s Stages of Economic Growth model
(Rostow, 1962)

Beyond
high mass

consumption

Age of high
mass consumption
/ Drive to maturity \
Take-off
Preconditions for take-off
/ Traditional society \

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Beliefs about Intentions with Behaviors with |
abject X respect to obyect X respect W objest X |
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e toward
X

Fig. 1.1 Schematic presentation of conceptual framework relating beliefs, aniiudes,
intentions, and behaviors with respect 1o a given object.
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Fig. 1.2 Schematic presentation of conceptual framework [or the prediction of spe-
cific intentions and behaviors.

Fishbein, M., & Ajzen, 1. (1975). Belief, Attitude, Intention, and Behavior: An Introduction to Theory and
Research. Reading, MA: Addison-Wesley. 20



Beliels and
Evalaabions
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Fig. 1.2 Schematic presentation of conceptual framework for the prediction of spe-
cific intentions and behaviors.
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Beliefs and
Evaluations
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http://www.statcounter.com/�

Motivation

e both physiological needs (e.g. hunger, thirst,
pain avoidance, security, maintenance of body
temperature)
and psychogenic needs (e.g. achievement,
affiliation, status, approval, power)
motivate consumer behaviour

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Motivation and
Psychological Needs

e the waste of money and/or resources by
people to display a higher status than others’
is clearly linked to the psychological ego-
related needs for status, approval and self-
confidence, although it may be influenced in

part by extrinsic factors, such as social norms
and cultural values

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Sociology and Marketing

 marketing (science) is the behavioural science
which seeks to explain exchange relationships

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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(Social) exchange requires
(Kotler, 1984)

the presence of (at least) two parties

that each party has something to offer that
might be of value to the other party

each party is capable of communicating and
delivering

each party is free to accept or reject an offer

each party believes it is appropriate or
desirable to deal with the other party



Individuals, groups and the larger society

Role

Status

Norm

Groups

Family Life-cycle
Community

Social class and lifestyle
Culture

Sub-culture



Relationship, power, and conflict

Relationships

Network

Conflict and cooperation
Power



Learning and change

e Socialization
e Social change



Theories of Marketing
Management and Organization

e The Marketing mix
e Marketing strategy
 Target segment strategy



The Four P Components of the
Marketing Mix

N
. Marketing mix |

b X

—_ —
—— —r

Product Place
Product variety Channels
Quality Coverage
Design Assortments
Features Locations
Brand name Inventory
Packaging Transport
oizes
Sarvices Price Promotion
Warranties List price Sales promotion
Returns Discounts Advertising

Allowances Sales force

Payment period Public relations

Credit terms Direct marketing

Source: Kotler and Keller (2011) 34



The Evolution of
Marketing Management

Marketing Mix Modern Marketing Marketing Mix
Four Ps Management Four Ps Four Cs
Customer
Product People :
solution
Place Processes Customer cost
Promotion Programs Convenience
Price Performance Communication




Marketing 4Ps and 4Cs

: Customer : Social
I Satisfaction | Media
I I
Marketing Mix Modern Marketing : Marketing : Marketing
Four Ps Management I Four Cs i New Four Ps
Four Ps : : by Kim Kadlec (2012)
I I
Customer
Product People ' : | Purpose
! solution :
I I
I I
Place Processes : Customer cost : Presence
I I
I I
I I
Promotion Programs : Convenience : Proximity
I I
I I
I I
Price Performance : Communication : Partnership
I I
I I




Marketing-Mix Strategy

Offering mix

Company

Products
Services

Prices

Communications mix

— Advertising

Sales
promotion

Events and
experiences

||

| |

Public
relations

Distribution
channels

Target
customers

Direct
marketing

=

-

Personal
selling

Source: Kotler and Keller (2008)

37



The new exchange model

(van Waterschoot et al., 2006)

Generic product conception function

Generic pricing function

Generic communication function

Generic distribution function
Demand
potential

<< :

Purchases W\

Other visible responses

Supply
potential
?

Mon-visible responses

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Theoretical Sub-Areas of
Marketing

Consumer behaviour

Innovation and new product development
Relationships and networks

Theory in social marketing

Theories of retailing

An institutional approach to sustainable
marketing

Brand equity and the value of marketing assets



Model of Consumer Behavior

——

Source: Kotler and Keller (2011)
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Behavioural research

Consumer behaviours Number of studies
Acquisition patterns 6

Charity/gift giving 27

Deviant behaviours 12

Possessions 6

Shopping behaviour 10

Situational influences 75

Symbolic consumption 74

Time 12

Variety seeking 52




Psychological research

Consumer psychology

Number of studies

Aesthetics and hedonics 16
Affect, emotion and mood 73
Attention and perception 101
Attitudes and preferences 248
Choice and choice models 106
Cognitive processing 110
Consumer socialization 28
Decision theory and processes 205
Expertise and knowledge 57
Inference 35
Information processing 402
Learning 38
Memory 66
Motivation and involvement 130
Perceived risk 30
Personality 55
Satisfaction and dissatisfaction 46
Self concept and image 68
Values 17

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Societal issues in
consumer research

Macro/sociological issues Number of studies
Consumer ethics 2
Culture 18
Family 62
Lifestyles 17
Social and reference groups 66
Social class 12
Welfare/well-being 8
Women in the workforce 22




A social cognitive model of behaviour
(Bandura, 1986)

Personal Factors

7\

External environment Eehaviour

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage



Sources and constituents of
relationship marketing and business networks

Primarily Political Transaction cost Social exchange Resource
inter-organizational  gpjance economics
relationships

theory v dependence
theory

o //‘— i
Marketing channels Buyer—seller interaction

Industries-as-networks

P
¢

. Relationship Business
v marketing v networks

// Services Database &

marketing

interactive marketing

o
Primarily
f;r;;z::r:i Consumer behaviour Operations research  Database & data
ps = Cognitive psychology = Modelling mining tools
= Social psychology = Optimization

= Disconfirmation of expectations

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage 45



Relational complexity and marked-based RM
and network-based RM

Markets Metworks
L L
r o N
Market-based Metwork-based
relationship marketing relationship marketing
i =
Low relational complexity High relational complexity

High substitutability Low substitutability

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Key constituents of relationship marketing and
business networks

Relationship marketing - Business networks & channels &
market-based RM network-based RM
/; / \\\hannel gsystems  Markets-as-networks hh’\
CRM & Supplier — ,
([ opmemion— | PReAN amomar  FTUEE L She )
-._\driven RM \ interaction /
Low relational complexity High relational complexity
High substitutability Low substitutability
Low contextuality High contextuality
High reductionism Low reductionism

N _ _
W

View of exchange & exchange context

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage 47



Social cognitive theory

personal and environmental determinant of teen smoking

Personal Factors

« Knowledge of the health
consequences

« Aftitudes to smoking

« SKill (e.q. capacity to resist
peer pressure)

Environmental Factors

« Commercial (e.g. adban or not)

L » * Social (e.g.the levels of peer
smoking)

« |nstitutional (e.q. schoal
smoking policies

The decision to take up
andfor continue

smoking

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Examples of exchange in
social marketing smoking cessation

o — p—t _—

More money
Social marketer Adult smoker
CQuuits smoking

/,/‘ - Popularity with
5 opposite sex T

ocial markester eenage smoker

\

|

CQuits smoking

Better parent
Social marketer Pregnant smoker
Quits smoking

\
.

/”gr;mh:er trying

Quiits smoking <=——— .
to quit

\

Social marketer

Manufacturers of
Nicotine Replacement
Therapy

Reduce
price

Increase
sales

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage 49



The service brand-relationship—value triangle
(Brodie et al., 2006)

CONSUMERS, CUSTOMERS
& STAKEHOLDERS

INTERACTION EXTERNAL
Delivering exchange Making promises about
& co-creating meaning BRANDS exchange, meaning
& experience (& COMPANY}) & experience

Facilitating & mediating
relationships

EMPLOYEES - > COMPANY
INTERNAL

Enabling exchange, meaning & experience

Source: Backer & Saren (2009), Marketing Theory: A Student Text, 2" Edition, Sage
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Three types of marketing that influence

perceptions
(customer, employee and organizational perceptions)

e External marketing

— Communication between the organization and its customers
and stakeholders making promises about the service offer.

* |nteractive marketing

— Interactions between people working within the
organization/network and end-customers that create the
service experience associated with delivering promises about

the service offer.

e Internal marketing

— The resources and processes enabling and facilitating promises
about the service offer involving the organization and people

working in the organization.



Summary

Marketing Theory
Disciplinary Underpinnings of Marketing Theory

— Psychological basis of marketing
— Sociological basis of marketing

Theories of Marketing Management and
Organization

Theoretical Sub-Areas of Marketing
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