
MARKETING THEORY:
DISTINGUISHED CONTRIBUTIONS

Stephen W. Brown
Arizona State University

Raymond P. Fisk
Oklahoma State University

TECHNISCHE HOCHSCHULE DARMSTADT
Fachbereich 1

G e s a m t b i b l i o t h e k

B e t r i e b s w i r t s c h a f t s l e h r e
Inventar-Nr. :..'SSr..
Abstell-Nr. :A.Z.ijA2
Sachgebiete:..,

John Wiley & Sons
New York Chichester Brisbane Toronto Singapore



CONTENTS

PART ONE
FOUNDATIONS OF SCIENCE
AND THEORY 1

1. CURRENT ISSUES IN THE .
PHILOSOPHY OF SCIENCE:
IMPLICATIONS FOR MARKETING
THEORY—A PANEL DISCUSSION 3

J. Paul Peter, Paul F. Anderson, May
Brodbeck, Shelby D. Hunt, Richard Lutz, Jerry
C. Olson, Michael J. Ryan, Gerald Zaltman

2. RECENT DEVELOPMENTS IN THE
PHILOSOPHY OF SCIENCE 14
May Brodbeck

3. MARKETING, SCIENTIFIC PROGRESS,
AND SCIENTIFIC METHOD 25
Paul F. Anderson

PART TWO
FOUNDATIONS OF MARKETING
THOUGHT AND THEORY 43

A. Early Contributors and Historical
Perspectives 43

4. THE ANALYTICAL FRAMEWORK FOR
MARKETING 45
Wroe Alderson

5. WROE ALDERSON'S CONTRIBUTIONS
TO MARKETING THEORY 55

Hiram C. Barksdale

6. ON THE ROLE OF MARKETING
THEORY 61
W. J: Baumol

7. IS MARKETING A SCIENCE? 67
Robert D. Buzzell

8. HISTORY OF MARKETING THOUGHT:
AN UPDATE 76
Jagdish N. Sheth and David M. Gardner

B. Definition and Classification Issues 87

9. A GENERIC CONCEPT OF
MARKETING 89
Philip Kotler

10. MARKETING AS EXCHANGE 101
Richard P. Bagozzi

11. MARCOLOGY 101 OR THE DOMAIN
OF MARKETING 112

Sidney J. Levy

12. THE NATURE AND SCOPE OF
MARKETING 121
Shelby D. Hunt

13. TOWARD A FORMAL THEORY OF
MARKETING EXCHANGES 136
Richard P. Bagozzi

14. NAIVE MARKETING: A NEGLECTED
DIMENSION OF HUMAN
BEHAVIOR 147
Raymond P. Fisk and Kirk D. Walden

PART THREE
DEVELOPMENTS IN MARKETING
THEORY 157

A. Theory Building 157
XI



Xll CONTENTS

15. A STUDY OF MARKETING

GENERALIZATIONS 159

Robert P. Leone and Randall L. Schultz

16. KNOWLEDGE AND MARKETING:
EXPLORING THE FOUNDATIONS OF
INQUIRY 170

Michael P. Mokwa and Kenneth R. Evans

17. GENERAL THEORIES AND THE
FUNDAMENTAL EXPLANANDA OF
MARKETING 181

Shelby D. Hunt

18. MACROMARKETERS' GUIDE TO
PARADIGM DEVELOPMENT 194

George Fisk and Patricia Meyers

19. RETRODUCTION AND THE PROCESS
OF DISCOVERY IN CONSUMER
BEHAVIOR 207

John C. Mowen

B. Theory and Practice 215

20. THE EFFECTIVENESS OF
MARKETING^ "R&D" FOR
MARKETING MANAGEMENT: AN
ASSESSMENT 217

John G. Myers, Stephen A. Greyser, and
William F. Massy

21. MARKETING, STRATEGIC PLANNING,

AND THE THEORY OF THE FIRM 234

Paul F. Anderson

22. A FRAMEWORK FOR SERVICE

MARKETING 250

G. Lynn Shostack

C. Theory^ and Research 262

23. PRESIDENTIAL ADDRESS: 1981,
TOWARD A SCIENCE OF CONSUMER
BEHAVIOR 264

Jerry C. Olson

24. THE CASE FOR QUALITATIVE
RESEARCH 274

Gareth Morgan and Linda Smircich

25. DESIGNING RESEARCH FOR
APPLICATION 286

Bobby J. Calder, Lynn W. Phillips, and Alice
M. Tybout

26. REPLICATION AND THEORY

DEVELOPMENT 303

Stephen W. Brown and Corbett F. Gaulden, Jr.

27. CONSUMER RESEARCH: A STATE-OF-
THE-ART REVIEW 311

Jacob Jacoby

PART FOUR
CHALLENGES TO MARKETING
THEORY 323

28. ON IGNORING A RESEARCH

EDUCATION 324

J. Paul Peter

29. THE LACK OF HERESY IN
MARKETING 329

Gerald Zaltman and Thomas V. Bonoma

PART FIVE
TAXONOMICAL BIBLIOGRAPHY OF
MARKETING THEORY 336

Compiled by Stephen J. Grove and Raymond P.
Fisk

Biblibgraphy Coding 337

Taxonomical Bibliography of Marketing
Theory 338

1. MARKETING THEORY: ITS NATURE
AND CONTENT 338

2. THE HISTORY OF MARKETING
THOUGHT AND THEORY 341

3. RESEARCH CONTRIBUTIONS TO
MARKETING THEORY 342

4. THEORY AND CONSUMER
BEHAVIOR 344

5. THEORY AND STRATEGIC
MARKETING 350



CONTENTS Xll l

6. MARKETING MIX 351
a. Product Theory 351
b. Price Theory 353

c. Promotion Theory 353

d. Distribution Theory 355

7. MACROMARKETING THEORY 357

8. BROADENING MARKETING 360


