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PartI About Marketing

Chapter 1

Production and Development of Marketing

Focus on:

1. What are the connotation and features of marketing?

2. What is the main pathway on which marketing evolves?

3. Discuss the contributions to marketing by classical schools, management schools and
behavior schools.

4. Analyze the concerns for marketing by commodity research approach, functional research
approach, institutional research approach, management research approach and systematical
research approach.

1.1 Production of Marketing

As an applied science, marketing is based both on such theories as management, psychology,
and sociology and on the social practice. Its origin, development and application depend on the
marketing practice of the firm and also react on it. The scholars at home and abroad have been
making an extensive and deep study of the birth and growth of the marketing idea, of which the
exploration of marketing by Peter Druke, a famous professor in management in the Western
University of the United States is well established by many marketing experts.

Peter Druke thought that the marketing was originated in Japan during the 17th century. He
also pointed out that until the mid of the 19th century, the marketing came into being in the
United States, and that in the western countries, the first that regards the marketing as a
distinctive function of the firm and the satisfaction of the customer’s demands as the special task
of management is Cyrus H. McCormick (1809-1884), the harvester inventor in the United States.
Besides, Cyrus H. McCormick invested the basic tools of the modern marketing, i.e. market
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research and analysis, market positioning concepts, pricing policies, supplying parts and various
services for customers and providing them with the payment credit by installments, etc.

Half century passed and the marketing has been studied systematically and used widely in
the firms in the United States. By the end of 19th century, the scholars in the United States had
started to issue and publish some theories as promotion, products, ads, pricing, product designs,
brand business, package and physical distribution and so on. At the beginning of the early 20th
century, “Marketing” had been up on the stage of the universities in the United States. For
example, W. E. Kreusi taught a course named “The Marketing of Products” in the University of
Pennsylvania in 1905; R. S. Butler in the University of Wisconsin taught “Marketing Methods”
in 1910. Butler said that personnel promotion and ads must relate to the final outcome of the
selling concept. In 1912, the Harvard University published the first teaching book of the
marketing written by J. E. Hagertgy in the world, in which the issues about promotion,

distribution, and ads, etc. were discussed comprehensively. As soon as the book was spread, a
great response from the enterprise was made. Some of them established marketing departments in
their organization such as Curtis Publishing Company in 1911, U. S. Rubber Company in 1916,
etc.

However, the study on the marketing of this time is mostly based on the seller market which
is quite different from the principles and concepts of modern marketing. Moreover, the content is
narrow and limited in goods distribution and advertisement promotion, etc. So the principles,
concepts and discipline systems of the modern marketing are still to be built.

From the 30s of the 20th century, marketing has been emphasized and different points and
views and research approaches of various schools have been put forward successively. Then, the
serious economic crisis broke out in the western world. The goods of the manufacturer couldn’t
be sold out, firms broke down one after another, and the unemployed increased greatly. All this
led to grave problems in selling the products. So, some theoretic researchers in economy were
engaged in solving these social economic problems. However, the scholars were still limited in
studying the circulation field. Namely, they laid emphasis on the question how to promote the
products produced in a larger scale and on the know-how of promotion, advertisements, and
promoting tactics.

In this period, marketing organizations with various forms were set up one after another in
the United States. In 1937, American Marketing Association (AMA) was founded, in which not
only the learners who were engaged in the economic theory research but also the managers of all
walks of life joined to make a conjoint study of the marketing theories and their application. At
the same time, the special research class was established to teach the managers of enterprises the
marketing course in order to train the promoter. In this way, the marketing was determined as a
discipline. The theoretical systems of the marketing were initially constructed, too.
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1.2 Developmeht of Marketing

In forming and developing the marketing theories, classical schools, management schools
- and behavior schools, etc. were born gradually. Different schools have established their own
views, features and specialties because of the research method, interests, importance, and the
individual background. They have been accelerating the development and progress of the
marketing theory jointly, promoting the set-up and improvement of the marketing system as a
discipline. They have contributed much in establishing and upgrading the marketing.

1.2.1 Classical Schools

In the period of the founding of marketing theories the classical schools formed, namely the
commodity school, the functional school, the regional school, the institutional school and so on.
The classical schools played a historical role in establishing and developing the marketing.
Although lots of new schools are coming up, the classical schools still remain well known in the
academic field.

1. Commodity School

Among these schools, the commodity school enjoys a long history. It started at the entrance
of the 20th century. Its basic principle is that since the marketing concerns the flow of the relative
goods from producers to consumers, the marketing discipline should focus on the object (product)
transaction. As the scholars of the early commodity school said, that if the products in the
marketing exchange could be classified in a reasonable way, the marketing discipline would
make more progress in science. So they pointed out that in a perfect classified system of
merchandizes, each product was not isolated and sophisticated links existed among goods.
Therefore, these goods can be arranged into the category with the relative homogeneity in which
all the products can be marketed in the same methods and know-how. As for the commodity
school, it is an important task to classify the merchandizes. ,

In the early stage of the commodity school, Charles Parlin first put forward the merchandize
classification framework in 1912. According to his theory, women merchandizes can be divided
into three categories: convenient goods, urgent goods and option goods. The convenient goods
are those daily bought as food, groceries, etc. The urgent goods include medicines and those
needed unexpectedly. The option goods refer to those that need to make a selection and that

allow to be postponed buying.




