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396 Aidan O’Driscoll and John Murray

Week, 1994). Based on the interests they expressed Kraft regularly sends them
tips on such things as nutrition and exercise - as well as recipes and coupons
for specific brands. Along with other leading food companies like Nestlé and
Heinz Corporation, the company now complements its traditional advertising
with individually targeted relational approaches using below and beyond the
line techniques.

Organisations

Not surprisingly, organisations are changing profoundly in the ways in which
they are structured. The possibilities and demands of new technology, real-time
communication, innovative products and services and intensifying global
competition have necessitated flatter structures and consequentially greater
empowerment at lower levels of the organisation (Ostroff and Smith, 1992
Boehm and Phipps, 1996). Hierarchy has been overlaid with heterarchy, and a
growing emphasis on process complements concern with function. The
functional departmental hegemony, implicit in the organisational models of the
post war years, has been reduced in favour of approaches involving cross-
functional teams stressing customer focused tasks and shared learning. High
levels of vertical and horizontal integration have been replaced by modalities
such as out-sourcing, partnering, strategic alliances and networks. The
multinational model is evolving into a transnational structure of organisation as
many large firms seek to balance the needs and advantages of international
integration, local responsiveness and global learning - supported by a down-
sized and revamped role for corporate HQ (Bartlett and Ghoshal, 1989). '

In the early nineties, Procter and Gamble, the original ‘inventor’ of the brand
management system in the US of the 1930s, switched from brand to category
management, ie. all shampoos or diapers managed as a unit, and evolved
multidisciplinary customer business development teams with managers from
production and sales as well as marketing (George et al, 1994). The brand
management model had worked spectacularly well during the era of high
consumer trust, effective mass advertising, growing prosperity, homogeneous
demand and poorly developed distribution channels and above all,
manufacturer power. A different marketing landscape has lead to a reappraisal
of existing modes of organising for brand/product management and for the
effective 'delivery’ of marketing company-wide. As a result, new organisational
forms are evolving in the competitive struggle for survival and growth.

In summary, there has been dramatic change in the marketing firmament.
Markets and firms are changing, evolving, re-shaping. The P&G case illustrates
the abandonment of a fundamental tenet of marketing organisation by its
creator in its struggle for acceptable performance under new market conditions.
The emergence of the Cott Corporation indicates the vulnerability of two of the
world’s biggest manufacturer brands in the face of an innovative reshaping of
an industry’s value-adding chain. The example of Kraft Foods, and others in
using database marketing, charts how highly targeted, one-to-one approaches to
marketing transactions and relationships are redefining the notion of market
segmentation and communication. These companies provide illustrations of
novel practice and of adaptation, resilience and imagination in a changing
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competitive environment. They also show that practice is often revolutionary.
Change in the Academy

Change in Theory: Marketing Discipline

How is the academy grappling with these issues of practice? It is useful to
consider how the various subdisciplines of marketing are seeking to describe,
explain and offer worthwhile generalisation about such phenomena. What
concerns are driving research agendas in universities? What novel insights and
thinking are emerging in different subfields?

We find it difficult to support any claim that the marketing discipline has
been characterised in recent years by significant change in its intellectual
structure and centre of gravity. We will look briefly at some of the areas that
have stimulated discussion, theory building and some theory testing, but believe
that overall there are few signs of paradigm shift (Kuhn, 1970). It has been
argued elsewhere (Murray and O'Driscoll, 1996a; Murray, 1994 ) that the
conventional wisdom of the discipline as commonly understood by both
practitioner and theorist was formalised by the work of McCarthy and Kotler in
the 1960s and has changed only by elaboration since then. While the discipline
might be seen as displaying signs of maturity in its present set of central ideas
and explanations of marketing phenomena and by a dominant process of
convergence theoretically, this might also be seen as a false maturity deriving
from a condition of stasis. When the juxtaposition of theory and practice is
examined carefully, we suggest that the discipline in its current form is uneasily
positioned in a praxis which is experiencing rapid change in the nature,
structure and governance of markets themselves. Despite this, the most popular
general textbooks and much of the academy’s research and thinking is firmly
rooted in a heyday of the sixties (O'Driscoll, 1997).

Undoubtedly the discipline is changing in some of its subfields and we will
consider some of these next. It seems reasonable to start such inquiry where all
marketing must ultimately begin and end - in the domain of consumer
behaviour.

Consumer Behaviour

Consumer behaviour mirrors marketing itself in that its heyday of conceptual
development and organisational reputation was most evident in the 1960s and
1970s. It was one of the significant sources of early development, renewal and
theory building in the marketing management paradigm. It brought special
stimulation, in part because it arrived in the heads of a new cohort of recruits to
business schools - behavioural scientists and especially social psychologists and
psychologists. With them they brought basic training in disciplines that had a
much stronger commitment to theory building and testing than had been
characteristic of the business school and a tool box of psycho and socio-metric
methods which added significantly to the rigour and detail of research and
debate. However, the area reached something of a peak in the work of those
who developed - the -classical general models in both consumer and
organisational buying behaviour (e.g, Nicosia, 1966; Howard & Sheth,1969;




