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The Evolutional Logic and
Innovation of Marketing Theory
( Abstract)

There are three reasons as follows for the writer to select the re-
search issues of" The Evolutional Logic and Innovation of Marketing

Theory" :
1. The requirement of marketing theory development

As an independent subject, marketing has walked through a hun-
dred years since its birth at the beginning of the 20 — century. During
its process, marketing has continuously assimilated the related theories
such as economics, management science, sociology, behavioral sci-
ence etc. and formed its own theoretical system. Although many theo-
retical streams and standpoints have occurred in the history of market-

ing theory development, by far, marketing theory is basically divided

into two mainstreams marketing management and relationship
marketing.

During the period of 1990s, a theoretical argument emerged be-
tween these two mainstreams. This argument focused on several as-

pects such as; Is marketing philosophy or function? Is the core con-
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cept of marketing" exchange" or" relation" ? Does the marketing theory
need to broaden its range of research? What role should marketing
switch to play in the business? Has marketing management theory with
the mainframe of 4Ps been out of date? These arguments have caused
the re — recognition and consideration to marketing theory in academia
and business.

Therefore, it’ s ang nt obligation for the contemporary
marketing scholars to examine the development of marketing theory, to
induce and conclude the evolution and development logic, to clear up
the formation and development traces of marketing theoretical system
and, to scientifically integrate the theory of marketing management
and relationship marketing . In addition, on the basis of the above, to
construct the innovation framework and analysis system of the market-

ing theory with an active attitude.

2. Challenge that reality of" new economic" make to marketing

theory transformation

Since entering the new century, along with the economic global-
ization and with the rapid technical development ( especially the tech-
nical development in network) ," new economy" in character with net-
work , technology and globalization begins to present a more and more
strong developing trend, and great changes also take place in market-
ing environment. Subsequently it’ s inevitable for enterprise to process
great transformation of marketing philosophy, marketing strategy and
marketing tactic.

New technical revolution and changes of market demand have

brought great impact on the corporation, which needs the enterprise
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consider the opportunity as well as challenge brought by the globaliza-
tion. If the enterprise wanted to succeed in business in the circum-
stance of" new economy" , it must make a series of important changes:
(1) Changes of the information from the dissymmetry to the democra-
tization; (2) Changes of commeodity manufacturing from for a handful
of men to for everybody; (3) Changes from" producing then to selling"
to" sensing then to responding" ; (4) Changes from" native economy"
to" global economy" ; (5) Changes from" decreasing scale — return e-
conomy" to" increasing scale — return economy" ; (6) Changes from
owning the property to owning the channel; (7) Changes from manag-
ing enterprise governing to market controlling; (8 ) Changes from" com-
mon market" to" characteristic market" ; (9) Changes from" producing
timely" to" producing just in time" .

These important changes have brought influences on both ex-
changers, and, made both consumers and enterprises acquire the un-
precedented abilities. For consumers, ‘these new abilities include:
(1) The great increase of buyer power; (2) There being more optional
commodities and services; (3 ) To obtain tremendous information
quickly ; (4 ) There being more interaction between the buyer and the
seller; (5) Customers being able to have information delivery and com-
municate conveniently.

For enterprise, these new abilities include: (1) With extension
of the market, enterprise can acquire much more new information and
sources of business, and can quickly deliver the information to cus-
tomers, which would lower the information dissymmetry greatly, and
would make the enterprise expand its product as well as services; (2)

Bi - communication become more convenient between enterprise and
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customer as well as potential customer, and it also accelerates the
trading completion; (3) Enterprise can satisfy the individual custom-
er’ s demand with specific product or services; (4) Enterprise can al-
locate the resources in a larger scope of market, in the mean time,
can reengineer the internal business process effectively, and increase
the efficiency of operation.

All these innovations in practices as mentioned above have chal-
lenged the traditional marketing theories and the enterprise marketing
mode. How to construct a new marketing theoretical framework and
analytical system, so as to explain the economic reality better and to
guide the enterprise management practices, has been an urgent mis-

sion to marketing scholars.

3. Requirement that marketing theory need to further its research

in China

Since the time that marketing theory was introduced into our
country at the beginning of 1980s, great improvements have taken
place on the research of marketing theory, especially in the teaching
and the spreading of the western marketing theory. For example, the
scholars have put forward the thoughts of general marketing , the theo-
ry of gold triangle in enterprise manazement, the theory of" dot, line ,
plane ,solid , cluster ,and globalization" in marketing developmental
process , the standpoint of" from 4 Ps,4 Cs to 4Rs" in internal evolu-
tional logic, the core of" the dynamic unification between innovating
power and controlling power" in enterprise management, and the theo-
ry of macro — marketing and marketing morality. Further more, they

have expanded and deepened the theory of green marketing and rela-
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tionship marketing, etc.

But it should be admitted that there still exist many deficiencies
on the current research of marketing in our country, which mainly em-
body as follows: First, the translation of foreign books is too much,
while the work of actual deep research on marketing theory is too lit-
tle. Many marketing writings were just copied ones, lacking of lucu-
brated analysis and verification. Second, theories were out of the
practices and lack of interrelations with the enterprise.

Marketing is a practical science, so when it deviates from the
practice of enterprise management, it’ 1l lose the vitality. In recent
years, it’s a fashion to translate western marketing materials in acade-
mia but few would actually go deep into the enterprise and find out the
real marketing activities in China.

Therefore, the development of marketing in our country should
carry on three missions;

First, to make research on the evolution of marketing theory, to
track on the latest development of the foreign marketing theory, to
master, digest and assimilate the latest outcome in the world, and to
find out the trend of marketing theory development to match with the
requirement of theoretical logic and the societal practice.

Second, to make the general marketing theory on the ground of
socialization — production and market economy apply to the practice of
the Chinese enterprises.

Third, to distinguish those marketing theories which adapting to
the situation of China, and to correct them appropriately.

Summarily, the selection of the topic" The Evolutional logic and

Innovation of Marketing" as a doctoral dissertation, is just based on
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the backgrounds of the theories and the practices mentioned above.

II

In order to explain the developmental skeleton of marketing theo-
ry scientifically, we should summarize every kind of marketing
thoughts and theoretical schools, and select the representative stand-
points to analyze. The framework of this dissertation is shown as fol-
lows:

At first, this dissertation analyses the logical origins of marketing
from the angles of economics and management science.

Then, it analyses the backgrounds of society and economy as well
as the related subjects which marketing theory is based on, and sums
up the main standpoints and developments of marketing theory in the
early period.

Next, this dissertation analyses the formation and development of
modern marketing theory, which can be divided into three parts: one
is the evolution of marketing philosophy and its general analytical

framework , the other two are main branches of modern marketing the-

ory customer theory and competition theory.

Finally ,on basis of the analysis of developmental skeleton of the
modern marketing theory , this dissertation constructs up a new" but-
terfly — shape" framework of marketing theory on the guide of Professor
PengXinglv’s thought——" the dynamic unification between innova-
ting power and controlling power". The core of this framework is the

ability to create customer value, and the two wings are the enterprise’

s cooperative network and the customer’s cooperative network.
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Consequently, the whole analytical logic of this dissertation is ba-
sically showed the structure of" integration—subsection—subsection—
integration" . This dissertation begins with the analysis of evolutionary
logic of marketing theory, and ends in the innovation framework of

marketing theory.

I

This dissertation consists of five parts.

The first part analyses the logical origin of marketing along the
way as follows: (1) People have innate demand which called endoge-
netic demand; (2) There is a contradiction between people ’ s unlimit-
ed demands and resource scarcity. In addition, there’s also a contra-
diction between the diversification of the people’ s demand and the
limitation of individual’ s productivity, that is, a person cant produce
all that satisfy his/her demand. ; (3) By the means of division and
specialization, people can increase productive efficiency, and can
manufacture more and versatile products with the same resource; (4)
Exchange will definitely occur after division and specialization, while
exchange and division will promote each other. Marketing will play
the role to reduce transaction costs, smooth the exchange between
supplier and demander, maximize both parties’ interest, and accord-
ingly increase the whole society’ s welfare level.

The second part discusses the formation of marketing theory. In
order to explain clearly the process of formation and development of
marketing theory, at first the writer analyzes the social economic back-

ground.



