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structures and customer characteristics in diverse ways and many have
successfuiiy adapted tiieir competences and assets. A number have managed
their marketing and strategy in a way which conventional thinking and theory
did not prescribe, and changed the 'ruies of the game' to their advantage. The
Cott CorporaUon, a global company manufacturing and canning coia under own
label brands for hundreds of retailers in Norih America, Europe and Asia,
capitalised innovatively on the decade's growtii in retailer power and DOBs. It
provides an interesUng example of a firm whose actions have had a profound
effect on Its industry's configuration. Its success deait a sUnging biow to the two
players which had dominated Uie cola Industry. Coca-Cola and Pepsi-Cola,
characterised by one academic as a 'slaying (oD the giants' (Sparks. 1995).

Technology
The past decade has seen important new modes of manufacturing and

service supported by new integrated information structures and technology take
root firmly in Westem finns. The provenance of total quality management
CTQM). worid ciass manufacturing (WCM), just-in-time work fiows and supply
chain management iies in Japanese ways of producUon. These approaches
stress muitidiscipiinary integration, parallel as well as sequential tasking, speed
to market high product quality and dedicated customer service. They highlight
the failure of convenUonai Westem 'chimneystack' management with its
funcUonai 'bunkers' - inciuding marketing - embodying an abstract noUon of
'marketing orientation' concerning corporate commitment to customers and
markets but a pracUcai unwiilingness to get out in Uie fieid and 'deiiver' on
customer service and satisfaction. In Uiis regard the production and operations
depariments of firms wiiich have impiemented manufacturing and service
methods sucii as TQM and WCM with Uieir driven customer focus have stoien
a march on (If not Uie clothes of!) marketing. The new approaches to operations
and suppiy chain management have faciiitated tiie emergence of reaiistic forms
of mass customisation in many markets (Westbrook and Wiiliamson, 1993).

Tlie role of electronic point-of-sale (EPOS) systems in altering the nature of
compeUtion lias been alluded to above. Technoiogy, greater leisure time
availability and changing socio-economic and demographic factors have
resulted in fracUonalisaUon in adveriising media, particularly TV and print
media. New magazines and newspaper UUes, extra naUonai, regionai and global
television channeis, Uie development of the World Wide Web. the Intemet and
multimedia instruments have ai! conspired to make the marketer's job of
communicating with the target audience more complex. This complexity is
compounded by Uie increasing iieterogeneity and segmentation in customer
profiles. Tlie need for speed-of-response In the context of shorienlng product life
cycies and worid wide real Ume CommunicaUons is a furiher iiurdle for the
marketer.

The rise of database markeUng. faciiitated by the growth in computing and
neurai-network software technoiogy. is a particularly striking feature of changing
marketing pracUce. By the early nineUes Kraft Foods Inc. had amassed a list of
more than 30 million users of its products who had provided their names when
sending in coupons or responding to some other Krafi promoUon (Business
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Week, i994). Based on the interests they expressed Kraft regularly sends Uiem
Ups on such things as nutriUon and exercise - as weii as recipes and coupons
for specific brands. Along with other leading food companies iike Nesti6 and
Heinz Corporation, the company now complements its tradiUonai adveriising
with individuaiiy targeted reiationai approaches using beiow and beyond Uie
line techniques.

Organisations
Not surprisingly, organisaUons are changing profoundiy in tiie ways in wiiich

Uiey are structured. The possibiiiUes and demands of new technoiogy, real-tiine
communication, innovative products and services and intensiiying global
competition have necessitated flatter structures and consequentlaliy greater
empowerment at iower levels of the organisation (Ostroff and Smith, 1992;
Boehm and Phipps. 1996). Hierarchy has been overlaid with heterarciiy. and a
growing emphasis on process compiements concem with function. The
funcUonai departmentai hegemony, impiicit in the organisationai modeis of Uie
post war years, has been reduced in favour of approaches invoiving cross-
functionai teams stressing customer focused tasks and shared leaming. High
ieveis of verticai and horizontal integration have been replaced by modaiiUes
such as out-sourcing, parinering, strategic alliances and networks. The
mulUnaUonal niodel is evolving into a transnationai structure of organisation as
many large firms seek to balance the needs and advantages of intemaUonai
integration, iocai responsiveness and globai leaming - supporied by a down-
sized and revamped roie for corporate HQ (Bartiett and Ghoshai, i989).

in the eariy nineUes. Procter and Gambie, the original 'inventor' of the brand
management system in Uie US of Uie 1930s, switched from brand to category
management i.e. ali shampoos or diapers managed as a unit and evolved
muitidisciplinary customer business development teams with managers from
producUon and saies as well as marketing (George et aL, 1994). The brand
management modei had worked spectacuiariy weii during the era of high
consumer trust effective mass advertising, growing prosperity, homogeneous
demand and poorly developed distribuUon channeis and above ali.
manufacturer power. A different marketing iandscape has iead to a reappraisai
of existing modes of organising for brand/product management and for the
effecUve 'deiivery' of marketing company-wide. As a resuit new organisationai
forms are evolving in the compeUtive struggie for survival and growth.

in summary, Uiere has been dramatic change in the inarketing 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 struggie for acceptable perfonnance under new market conditions.
The emergence of the Cott Corporation indicates the vulnerability of two of the
worid's biggest manufacturer brands in the face of an innovative reshaping of
an industry's vaiue-adding chain. The exampie of Kraft Foods, and others in
using database marketing, charts how highly targeted, one-to-one approaches to
marketing transactions and reiaUonships are redefining the noUon of market
segmentaUon and communicaUon. These companies provide illustrations of
novei pracUce and of adaptaUon. resiiience and imagination in a changing
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compeUUve environment They aiso show that pracUce is often revolutionary.

Change in the Academy

Change in Theory: Marketing Discipline
How is Uie academy grappling with these issues of pracUce? It Is useftil to

consider iiow Uie various subdisciplines of markeUng are seeking to describe,
explain and on'er worthwhile generaiisation about such phenomena. What
concems are driving research agendas in universities? What novel insights and
thinking are emerging in different subfields?

We rind it difficuit to suppori any claim tiiat the marketing discipline iias
been characterised in recent years by significant change in its intellectual
structure and centre of gravity. We will look briefiy at some of Uie areas Uiat
have sUmulated discussion, Uieory buiiding and some Uieory testing, but believe
that overail there are few signs of paradigm shift (Kuhn. 1970). It has been
argued elsewiiere (Murray and O'Driscoli. 1996a; Murray, 1994 ) that the
conventional wisdom of Uie discipiine as commonly understood by both
practitioner and theorist was fonnalised by the work of McCariiiy and KoUer in
the 1960s and has changed only by elaboration since then. While Uie discipline
might be seen as displaying signs of maturity in its present set of centrai ideas
and explanations of markeUng phenomena and by a dominant process of
convergence theoreUcaliy, this might aiso 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 uneasiiy
positioned in a praxis which is experiencing rapid ciiange in Uie nature,
structure and govemance of markets Uiemseives. Despite Uiis, the most popular
general textbooks and much of the academy's research and Uiinking Is firmly
rooted In a iieyday of the sixUes (O'Driscoli, 1997).

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

Consumer Behaviour
Consumer behaviour mirrors marketing itseif in tiiat its Iieyday of conceptuai

deveiopment and organisaUonai reputation was most evident in the 1960s and
1970s. It was one of the significant sources of early development renewal and
theory building In Uie markeUng management paradigm. It brought special
sUmulation, In part because it arrived in the heads of a new cohori of recRilts to
business schools - behavioural scientists and especially social psychologists and
psychoioglsts. With them Uiey brought basic training in disciplines that had a
much stronger commitment to theory buiiding and testing than had been
CharacterisUc of the business school and a tooi box of psycho and socio-metric
methods which added significantly to the rigour and detail of researcii and
debate. However. Uie area reaciied something of a peak in Uie work of tiiose
who developed- Uie classical general models in both consumer and
organisational buying behaviour (e.g.. Nicosia, 1966; Howard & Sheth, 1969;


