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ABSTRACT

. : - . ’ : ' B N *
j v . -~ < [, . . ’ . . K Lo : -

This study. ident1f1es and examlnes the maJor trends,5
rlssues -and trans1t10ns modern soc1ety is go1ng through and

}the new: social enllghtenment and axareness that marks the

v .
-

"'arr1va1 of the new posj;lndustrlal soc1ety, from a marketlng

Y

‘po1nt of view. - This s been done spec1f1ca11y w1th the’

':view to determ1ne how these changes are 11ke1y to 1nfluence"
nand affect the study of marketing at the post secondary

'level,-as it relates to the s1tuat10n at the Northern 'f%,

I

'f;Albgrta Inst1tute of Technology (NAIT),'Edmonton, Alberta,

‘,and whether a. rev1ew or revis1on to the ‘NAIT marketlng

'currlculum 1s somethﬁng to act1ve1y cons1der glven the
flndings of th1s study The likely changes in the practlce]

Jand teachlng of marketlng, accordlng to th1s study, have

been brought about by many soc1etal and env1ronmental
B . /

4

.factors, and are reflect1ons of an.1ncreas1ng1y 1nformed,f»
well educated and concerned soc1ety |
Modern soc1ety, hay1ng attalned 1ts 1ower level
physical and materlal needs,.is now ev1den01ng a sh1ft 1n\
.soc1al and cultural ind1cators and. values to one whlch 1sl
‘less concerned w1th materlalism and escalatlng standards of
ullving. Th1s is belng replaced by a more humane global

[

»symblos1s or consc1ousness ‘where quallty of 11fe. meta— '

iv



b,

-

eth1cal va}ues, and higher level needs will prevail.’ These

A“ftrends,a1ssues and transitions are also presented in tabular

\
/

form in thls study. R , 'Qj S e

o o’

. ‘ 'S - » - .o : L. . .
. L. . . .

\ : - T ‘o . »A: . . a

The main questlon th1s study addresses 1s how these

developments w111 affect post secondary education and

nl;teachlng = espec1ally at NAIT Several authors identified

'1n thlS study do not feel that the new trends are reflected

in current market1ng pract1ces,~education and texts,

)

,1nclud1ng the changes to the marketing mix and marketing

; concept also alluded ‘to in thls study, and uh1ch some even

!

f_suggest have . become somewhat redundant and yet are often

/ v

Afjtenac1ously adhered to. .In addit1on to identlfying and

examining some. of the changes 1ike1y to happen in the field

' of market1ng, and whlch should be reflected in’ the marketing

curr1culum, th1s study comes to the conclusion that there is
a need for rev1ew and rev1sion of the NAIT marketlng

currlculum -- depending on the m1ssion and mandate of the

V'NAIT marketlng management program ' Suggestions are als

;

made for p0331b1e 1n1t1at10n, follow up and further study
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Chapter 1 s A;',‘ o .ﬂf;T

— . T o,

Introduction to - the p!oblem

I8
N

‘

The world is underg01ng and experiencing al transition -

-

from being an 1ndustr1a1 based consumer oriented society

. to that which p01nts to a post- industrial, trans industrial

.

5%.1nformation society. ThlS tran51tion is descriBed by

setfral authors, among them ioffler (1970 and 1981)': ‘
Masuda (1981), Bell (1976), and Faunce (1981) 'The change
ilS affecting the perceptlons of soc1ety, and- is influencing;

\

actions of soc1ety, the general publlc, community groups,,'

A #

., o
consumers, bu51ness,v1ndustry government, as well ‘as "'g»"

economics, marketing and post secondary marketing educationf
;}'_1;.

consumer movement of the 1960 s (Ralph Nader and Rachel

Carson), and the econom1C turbulent times of the 1970 s,-uu

marketing has also seen a dramatic tran31tion from the

traditional marketing conceptvoi the 1950 8 (Little, .

Kennedy, Thain and Nourse, 1978, 1-4). Philip Kotler_

(1985), a well known marketing educator, leg;urer and‘

. wr1ter,-says ‘that the new trends and shifts in society have

Triggered perhaps by the social turmoil and the ‘\\;;A' :

been mirrored by equally sudden changes and new directions‘f'

withln the field of marketing (p. 77) The shift away from’t

, -

-a focus on the consumer and concepts such as "standard of
iy : . =3 _

o Ls



.’ : .-. N -’ ’ '

living," to more of a holistic View of the world and on
SOCietal "quality: of lle,'.ls likely to be radical,
epitomized by Nickel's (1978) prophecy about the future of
marketing being "revolutionary, "exc1ting,' and a period of,
immense challenge, even- t5 the most progreSSive marketing‘
organization (p- 519). Borts (1975) suggests that current
marketing practices ')be dying (p 23), and other authors, -
Dawson (1980), Kotler et al (1986) suggest that the reason

- why the traditional concept may be outmoded, including some

.aspects of the marketing mix, is that they do not always

- N
reflect and respond to the realities of eweryday 1ife Other
-than the needs of target consumers and intermed}aries such

as agents, distributors,'and dealers, the, focus of the

.A_'.,‘l‘ 4

;fmarketing concept, according to Daﬁsonﬁ(IQBO) may be an
';1ncorrect focus. Certainly, it would be séverely limited in
fscope_and one—dimensional in nature if 1t only regarded |
people as consumers or buyers (pp 75~76) Changes need to g
>be made to reflect the needs of an: educated, informed and
socially awakened soc1ety - The scope and practice of
| marketing should adapt to the changes taking place in
soc1ety,_and future trends pOint to a broadening of. the
-marketing concept to adapt to the env1ronmental forces
shaping these trends. Rapid social change, together Wlth
vadvanCing technology, resource shortages, env1ronmental
concerns, public and soc1eta1 needs will reshape the

’
,practice of marketing (Udell and Lacdniak, 1983,,pp.

800



B
‘553-568).'yTo ignore-these’changes, increasingly affected,
and 1nfluenced by consumer organizations, environmental
groups, m1nor1ty organizatlons, neighborhood associations
- and other public 1nterest groups, to name agfew, would be
"foolish" says Kotler (1981,jp -53). Yet these changes are

o

-not always reflected in .post- secondary text books, at
unlversitles, or in bus1ness practices, according to Leslie
Dawson (1980), a marketing professor at Lowell University,
Massachusetts In view of th1s, 1t is perhaps reasonable to
‘expect that thlS will have 1mp11cations for tomorrow S
'_postfsecondary marketing curriculum =~ 1in this case at the

‘Northern Alberta Instltute of Technology (NAIT), Edmonton,

Alberta

Problem statement ®.

o

.

e

Ev1dence p01nts to fairly major changes taking place in.

‘soc1ety Marketing as a field 1nvar1ab1y reflects the
soc1ety within which 1t dperates, and 1t is- 1mportant that
such changes are found 1n the marketing curriculum Fromi

the NAIT narketing management program perspective it would,

therefore, be very useful to kHOW“What the‘nature_of these'*

-

changes; trends and’ 1ssues are that may directly affect the

3
1y
o

practlce and study of marketing To this researcher '8

knowledge, no*tomprehens1ve research study of this nature i
‘available or has been“undertaken, anh'ﬁo‘eValuation of.the

¢ S



‘marketing curriculum or‘course'offeringS'at NAIT havé:been

undertakenlfrom this perspective. The marketing'curriculum '

at NAIT has tended to follow a trad1t1onal format, and there

~

is 1itt1e evidence of any revisions xo th1s format 1n recentf~
years. It is, therefore, not only unclear what these B
Fhanges, trends and- 1ssues are, but equally ‘unclear what
revisions or*changes, 1f any, should take place to the’
marketing currlculum If NAIT ylshes 1ts currlculum to

be current and up to date, thls 1s a‘problem that should be"
addressed | | | | | |

Objectives of. the study and guest1ons answered

The maJor.obJective of -this study is to 1dent1fy, and-

. ¢

to. examine the trends,'trans1tlo§s, 1ssues and changes.
‘taking place in soc1ety, espec1a11y in terms of how they may

be expected to affect and\to change@the pract1ce and study

-

of marketing,_and as seen from the post- secondary NAIT

marketing program p01nt of v1ew, ' N SRR l C o

ThelsubFObjectives’of'this study are: N
« 1. to locate, 1dent1fy and analyze primary soches of
S

information or relevance, pertaining to the maJor obJectlve.

of this study, '

2. to conduct a descriptive study on the more



z . . . . . ) . S " ‘
,pertlnent macro tran51t10ns, trends and 1ssues that possibly
, .may affect the role, practice and teaching of marketing at N

the post—secondary level;

\ .

-

-~ 3. to bring to light issues, trends, marketing *

concepts and orientations that w111 have an 1mpact on this
area, with a view to p0531b1e future curriculum reviewl

and/or rev181ons.

~

4. to determine, in 1lght of this study and the

Spec1f1c NAIT 31tuatlon, whether a reV1ew or - revision

!

of ‘the marketing curriculum may be necessary and also 'i,k\/;_;

to draw conclus1ons for future curr1culum plannin§

By

Typlcal‘questions to be answered and that may. arise e '\i

:from the. research study are as follows

1. What are the current and future trends‘ - (~g.
:_tran81t1onsl 1ssues, factors or perceptions that will affect:

“the field of marketlng, espec1a11y at*" the macro 1evel7r

& .
JPA,,'

- 2. “What. factors, reasons or special c1rcumstances have o

hvbrought about this heightened intefest and awareness in

society? -

I4
. Lt

’ Ky

3; If marketing, as a- f1eld of practice and Study: is

A‘l

rhav1ng to change and adapt “what w111 these»changeslmean?f,’

“‘\'

k]



.
.

4. If it can be determine@ that mafket1ng is. 1ndeed

"changing or 1s in need of change to reflect the soc1a1-

awareness and expectations of soc1ety, what 1mpllcat10ns

. could this possibly have on. the NAIT market1ng currlculum°

[} . . . . ! o
o] - . .
P

5. If'NAIT.is preparing students for careers in-

‘marketlng management what type of knowledge, awareness or

. T —
skills should be reflected 1n the marketlng curr1culum°

' ~
S

Significance of study

Society is underQOing'a rapid transitionffrom an

industrlal to what some sources refer to as a

post industrlal or 1nformat10n soc1ety The Com1ng of

»¢Post Industr1a1 Society" 1s even the t1tle of one such book

\

’on the subJect (Bell, 1976) These changes w111 be »ﬁ\-[
'reflected in a number of areas, such as the cultural,.‘lk
-economic, polltical, technological, soc1a1 and
TenVYronmental Not only w1ll 1t change consumer and
'soc1etal perceptiohs and expectations but it will also _YA
result 1n considerable changeslln the marketlag env1ronment
and the way marketlng is practlsed and taught at

post Secondary 1nst1tut10ns -- descrlbed by Drucker (1969)

in The Age of Discontlnultx and 1n Future Shock by A1v1n _
1 -

Toffler (1970, pp 28~ 30).



@

Although con51derable 1mportance is attached to these
'changes 1n¢bhe research literature, relatively 1itt1e has

been found by the researcher which indicates the existence

N

_of a. systematic and orga??zed curriculum reflecting what

- 5

Nickels (1978) refers to as the "revolutionary changeS" in

*

the future that students should be made aware of (p 518).
If Dawson (1980) is correct, many texts may acknowledge

, these changes yet tend malnly to. present the traditional
.v1ew. Tentat1ve examination of marketing curricula and
‘course outlines tends to reflect this lack of emphasis and
1t seems equally clear that little time is spent in class
: d1scuss1on in th1s areaw If such emphasis is lacking, it
‘would appear that much ‘more needs to be done  in terms of
'exp1a1n1ng and ana1y21ng these tran51t10ns, and showing why
it is an area of ‘growing 1mportance,vand what the wider
‘;1mp11cat10ns are for the &Gudy and pract1Ce of marketing

P

This becomes especlally cruc1al 1f, as is the case, NAIT is
- , e
prepar1ng students/for act1ve roles 1n marketing and ’

e

:business. It is ﬂeasonable to expect that such a marketingi.

curriculum should be suffic1ently futures oriented and

in adapt1 g to theqevident and anticipated changes

fleld, th"s meeting the objectives of the program and

_ br1ng1'g max1mum benefit to 1ts students.’ The 51gnificance
‘of this study wpuld be, in addition to identifying and -
ana1y21ng the forthcomlng trends. transitions and - 1ssues, to J

/
-1nd1cate what/type of curriculum review or revision of the

Lo

NAIT marketrYg courses may or may not be necessary



P : o S g
‘sYstematic and'descriptive study of‘this_kind’Will,‘
‘thereforé( be of'considerable~va1ue'especiaIIY'as an aid,to'
‘the'possib;e future reviéw/revisionv?rocess;.if'it‘were“'”
.rdeemedlnecessary. In addition'tokfuture curriculum‘
:considerations, it will be of d1rect and 1mmed1ate beneflt

7
to marketing ‘courses presently being taught at NAIT.

-

Definition of Terms
Marketing' bu51ness act1v1t1es that d1rect the flow ‘of ‘z'

goods and services from the producer to the consumer,.

. involving both product, price, distr1but10n/place,‘and

‘,promotion consideratlons (advert1s1ng, personal selling,

- sales promotion and publlc relations),

3

o Consumer versus. Soc1etal Orientation- marketing

'activity that directs the attentlon of an organ1zat1on to
Cits customers as opposed to such‘act1v1ty that also takes

into account other "publlcs" of an organizat1on, such as
L0

lgovernment,’community, and spegial 1nterest groups

Traditional marketing concept. the v1ew that expressesg

o>

the” belief that the consumer 1sv"k1ng" in the m&xket place,
and that effective marketing starts and ends w1th meetlng

the needs of the consumer or buyer.



, Marketing;Mix; Kotler (1981) defines the marketing mix

as one of the key concepts in modern marketing theory

'g‘Traditionally, the mix is composed of the four P's of

b’

'vmarketing - product, price, place or distribution, and
“promotion Promotlon, furthermore, is usually composed of

;advertising, personal selling, sales promotion, and public'

relatlons The marketing mix is also often referred to as

'“lthe "controllable variables" of marketing, as/they. can and

~rare often altered to suit the obJectives and purposes of the :
’-company s marketing strategies, depending ‘on what it
percelveS}to be the opportunities or threats in. the - market

: o y
place'vy

~ -Non- controllable variaK{Zs | In marketing, the term

. refers to the external to the company environmental trends

“and forces that cannot readily be m:iipulated or’ changed at

'.'w111,'such as the economy, technology, and politics, but

also societal views,vconsumer-andusocial issues.

Macro4marketigg-‘ Marketing s relat

,external environment and the various type

.}company or corporation has to make in order to carry out its f.

4

ymarketing operations on a day to day basis, bearing in mind

3 the limitatlons that the external environment can have on_g.

\

such dec181on maklng It is directly related to the term

"non- controllable variables" which may also be used ,

~

1nter changeably in this study
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-Micro-marketing: Essentially the same as’ the term

‘"controllable variables,? listed above, mlcro-marketum@
pertains to the operational and implementational env1ronment,
“of the: organization in terms of carrying out 1ts marketing_'
‘.activities,,using the "marketing mix" or the "four P's" of.f
marketing ' | o _ l‘ S, .

o ]
Social marketing:- The efforts by’ organized groupsr

such as consumers or special interest groups to
countermarket what they may perceive as unde31rab1e social
ideas or practices, or to promote yhat they would con51d%£

more acceptable or desirable social 1deas-or practices

_(Kotler, 1981,,p. 26).

Societal marketingfconcgpt- The concept that suggests

-a broadening of the traditional marketing approach and
suggests that a company should also include in their
considerations the social dmplications of the dec1sion'
making and their management control procedures (Cravens,ﬁ

Hiils, Woodruff, 1_987,‘*p.7 10). S .

-Tssuesﬁmanagement: The method by which a: corporation

‘or company monitors, identifies, eﬁaluates and responds to
social and political issues which could affect the'company

and its operations. e
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Me gamarketing- the application of economic, . i \;

.ipsychological, political,'and public relations skills to. N

‘<gain the cooperation of a number of parties in order to

. enter and/or oper&te successfully 1n a given market (Kotler,

"1986)

Scope-of"study_'

‘This study will identify and examine a wide range of

SOurces, both marketing and non—marketing books,'newspapers-

4 »and Journal articles, as well as éxcerpts from seminars and L

_other primary sources | This study will help to identify'
b‘curriculum changes that ‘may be necessary to existing f L
1market1ng courses at NAIT, in the two year Marketing
hManagement program, in which program the researcher has been
actively been teaching for the past ten years., This study ,
and flndings will be of specific interest to the NAIT | \.3
Situation, it is hoped, and should not be viewed outside of

.this context

Delimitations - 'Q._ivf o AR .

Both society and marketing is changing on'a continuous
:.basis : It may prove impossible to cover all aspects

}pertaining to the emerging transitions, issues and trends

».

e
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.aAlthough the micro aspects of marketing are clearly critical
.to the marketing process, and most courses in marketing and
-texts cover this rather extensively, this study will mainly
‘,concern itself with macro marketing considerations emerging,
or seen to be emerging from the external environment of
vcompany, which may not be covered in the NAIT marketing
e curriculum | | '
. 3-j
R . _ _ . ,
ThlS study does not propose to enter the social 1ssues'

or social responsibility debate T undoubtedly there are

‘COnflicting views.on thevsubject This study does not

"ipropose to take a stand on either side, or. enter into’ any

sdebgte on these issues, neither does the study propose tov'~d
-;identify and examine methods ‘OF means of management'
responses to social 1ssues,'as ‘this is outside the 1ntent
'iand purpose of this study This study does not intend to e
get into the whole ethics debate, even though it may overlap f,
-with that of social responsibillty 1ssues of 1nterest to ’
:Qmarketing ' The trends, transitions&,and issues identified
and examined will be done so fro;.the perspective of
v;marketing as a field of practice and study as practiced 1n‘
Pthe North American economy and market place. This study

will‘pri;irily concern itself with introductory and

1second yearvmarketing courses at NAIT, and will not go 1nto'
great detail with respect to other related courses in the

Lsubject areas such as advertising, personal selling and

l}public relationé IY is readily conceded that further”

.0
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research may be necessary in this area, in part because of |
__the rapid changes taking place in this field and also ‘the

:changing dynamics of: both society and the market place In
‘:summary, this study will provide a means to ‘assess’ the need
hand extent to which tomorrow s. mérketing curriculum_at NAIT
should perhaps be revised and also provide a meEE; for such
future curriculum revision and development It will not, '
however, attempt to embark on or. undertake such development

or - rev1s1on, per se, as this is something that could be done

- as’'a follow up to this study, if deemed necessary. e

,AsSumptionS'”

| lhe followinswassumptions apply.tojthis‘stUdyE‘hn
‘ ;l,' That the information needed- to adequately
-accomplish the purposes of this descriptive study is-
.ava1lable,“' i

-‘ t , v . - . _

;,2ﬁ;: That:the trends,_transitions, and major issues .
:referred to have been sufficibntly examined and discussed in
{fthe related literature and’ other sources in sufficient |

.

'depth to make the s%udy both worthwhile and meaningful,
3. - That th? information identified and researched is

: factual and reliable, and relevant to theﬂsubject area. being'
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studied, including the course outlines obtained from the
University of Alberta, Grant MacEwan Communlty College and L

NAIT, all in Edmonton, Alberta.

13

4. _ That the researcher has the. ab111ty, knowledge and
thskill requlred to 1dent1fy,_to analyze and to 1nterpret the
‘literature based on past teaching experience at NAIT in the
o subJect;area belng examined, as well aS’the lengthy business .
,and industf? liaison éxperiencedpossessed by the researcher
in Canada and abroad | |

1'ﬂﬂ
5. That the study may form'the bas1s for further or,
future curriculum revi51on con51derations in the NAIT

‘marketing program, and that 1t is. with this in mind that the

study 1s being undertaken.

Structure and ‘sequence of study

L

.

' The research findings, and conclu31ons from this study

a

have been presented in the follow1ng manner"v

- Chapter-zr ThlS chapter prov1des a rev1ew of the maJor
areas of literature that have been 1dent1f1ed for this )
study, and includes non- marketlng as well ‘as marketing'

,sources, as they relate to the trends, tran51tions, 1ssues

and changes taking place in soc1ety and that’ are reflected
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_ Varlous schools of thought are examined, as well as v,'i',x

.invFigures-4 - 7c..

in. the changes taking place in the field of marketing.

1dent1fy1ng and discuss1ng the tran51tions that have and are- -

11ke1y to take place in the field of marketing.: The chapter

also 1ooks at several’ models and concepts 1dentified in the

11terature rev1ew and which also indacate both future trends B
s

A

as well as changes that may affect the non- controllable

' marketlng variables (the macro marketing environment), as

well -as poss1ble changes to the traditional marketing

concept.

&

'Chapter 3-_ This chapter examines the iiterature

i findings w1th respect to marketing as a field of study and -

‘from a futures or1ented marketing curriculum point of view

B r.

The chapter also provndes a brief rev1ew of marketing course
offerings from the Un1vers1ty of Alberta, Grant MacEwan

Community College, and NAIT, all in Edmonton, Alberta

Chapter 4: Follow1ng the literature and curriculumv
rev1ew in the preceding chapters, this chapter provides an
overv1ew of the maJor trends and marketing philosophies
1dent1f1ed earlier 1n the study, and clearly identifies,'%
among other things, the main stages 1n the evolution or
transition!ef marketing, a compar1son of the roleufacets of -
marketing,ithe main trends and philosophies affegting

marketing, and needs and action con51derations for marketing,»

',educatiOn. This overv1ew is" also presented in summary form j“”

A
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, Chagter‘S- The concluS1ons, implicatiohs'and

: 0 :
recommendatlons of the study are dea;t wlth 1n th1s chapter,
as well as consideratlons pertalnlng to the NAIT market1ng

"curriculum.» . - s s
Appendix: Further to the currlculum rev1ew found in

. P
-,Chapter 3.of thls study and the reference to the Old '

v:Strathcona Foundatlon,aEdmonton,_a recent. IT student,
:prOJect has. been 1ncluded, falrly closzatzN?ts or1g1nar'
form,.as a meanslof 1llustrat1ng the applled approach used

\in, the NAIT marketlhg currlculum The maln conc1u51ons fromis

th's prOJth can be found in Chapter 3 and elsewhere in thls:

study
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L

NA%SR AREAS OF LITBRATURE REVIEWED

A‘changingrsociety

. . iy o
L According to research sources cohsulted for this study,;

Western soc1ety and the Western world, in particular, is
ig01ng through-a cr151s of valuation in its transition from‘i
:being an 1ndustr1a1 and consumer oriented society to what
some call a post—induStrial, knowledge based or information;
-society Soc1a1 forecasts of tomorrow S new’ world point to a
"trans-industrlal" society,-or "informatioh society"‘
(Masuda, 1981), whose basic needshand infra—structure will’
’be’Substantially digferent from today's. Bell (1976), J
‘ffofflerl(l970 and'léel),iNaisbitt et'al»(1984) suggeSththat-
‘the trans1tlon into this information society is not without
’some considerable degree'of trauma . Society'appears
'disoriented; attitudes and values appear'tranSient in
‘nature; yeverything is.in‘a state of flur.' There are also
the alarmlsts ,.who paint a doomsday scenario,‘ and point to a
finite environment and finite resources, and who call for
social change of such magnitude thif it would decisively and
completely alter our 20th century consumer, production and
'marketinghoriented society Rat10na1 economic man and
technology is not the ansver for tomorrow, they say, and

.‘gﬂt P o i e
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point to many of the iil.effects'or‘our’industrial éfa,'not
to-mentionnresource depletion, imbalances in the ecology,"

pollutioﬁ and the‘general danger to our. general quality of 'f_'

1ife -- as distinct from the term "standard ‘of 11v1ng" more

commonly used to describe the benefits of our 1ndustrialized

A :

world Harman (1979) puts 1t this way

1

, ‘Material progress, ‘the central goal _
'of fndustrial society, has been transmuted
into pollution, energy shortage, and o
‘problems of uncontrolled growth. . . the "
rising standard of living somehow has
s 1turned into the spectacle- of the vell-fed
nd the starving many . (pP 113~ 114)

,Adding a Canadian perspective to this scenario,

S Hoffman (1981), in discu351ng 4¥5t he terms’
&

"responsibllities to Canadran §ociety,f says that:

. now well into the age oﬁ'"greater
social enlightenment,“ it is perhaps

- difficult for us not to sympathize with
the principles behind. these attacks on

- the "excesses" of big business . . . and

« there is a growing congensus that sheer
“volume of production, or endless increases
“in . . . product, may not longer be '
congruent with improvement in the quality
'of "'1ife for Canadians or citizens of any
~other country . ... (pp. 81- 83) -

a

A new paradigm?
. < :

‘VOther marketing and non marketlng writers express'
different schools of thought, pa ticularly ecologists llke‘

Miller and Armstrong (1982), Willls Harman, Director foh
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Study of Soc1al Policy as the Stanford Research Institute‘

1n hlS book An Incomplete Guide to the Future (1979), and

. Yoneji Masuda, Pre51dent of the Information Society

H Institute, in his book The Information Society (1981)

Masuda makes reference to a "Plan for an Information Society

\\\\\:H:\National Goal toward the yYear 2000" paper presented to

A

Japanese government ThlS plan outlines a new type of -
global soc1ety substantially different from ths preseht one
which, he- says,_ls built-on materialisn>- Masuda calls it"
the "realizatlon of a society that brings about a general
~flourishing of human 1nte11ectua1 creativity, instead of

affluent ‘material consumption" (p.3). Masuda's information-

Soc1ety;‘as he describesﬂit,

, will be a new type of human society
o , completely different from the present SN
« o o industrial society . . . the production
' al ‘ g of information values and not material-
S values will be the driving force behind
. society (p. 29)

v

Ha}manj(1979) discusses the industrial—era'sé"
technological prbblems‘as a'"paradigm-lost}" and suggests
the nece551ty and inevitabiiity of a new emerging ‘s6cial
paradigm where values’wial 1ead to a "New Naturalism"
(pp 24e37).."The whole system must: change," he,says,
"and.nothing else ...:. will neet the challenge of

our time" (p. 126). The "New Naturalism" he refers to‘

is already eiident and is supported by a wide range of-
cultural 1ndic§tors which signal a shift in basic values,

.vsuch.as‘tod%y’streading,interests,,group_and self-

| 'b“ﬂ“u.’ N
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-development‘activities, how leisure t1me 1s used,

;art and entertainment themes, a "New Age" ‘'subculture

.which emphasizes frugality and back—to—nature lifestyles,
"esoteric knowledge,i and attempts at bullding a more

‘humanistic society (p 29) Under the sub—title-'
t

"Paradigm Regained," Harman (1979) suggests that the early
1970 s saw the emergence of a."New Transcendentalism"

which suggests that

ir—

. man is more than the sum of his
- mundane experience, he is a spiritual
~entity, -and that ultimate reality is to
be found in the realm of the spirithal and
_ ‘mystical rather than the material and
. empirical (p: 29) .
¢

The characteristics that can be anticipated in thls
‘

"transindustrial paradigm" will 1nclude, among other

: things, a Spiritual order with high value placed on

:,4

individual and - social eVolution, an ecologlcal ethic of

-

concern."for the whole;' and a teleological v1ew of life

involving a-"fundamental transformatlon,' as “in

‘w

“‘religious_conversion (p. 33). This, 1ndeed,'would herald
a fundamental shift/away»from the "technological o ‘
"imperative" model of the free-market system.

Gin

%*f’“ & . : . . o
' Qh%;_ ‘Startling and radical as thlS view may be to ‘some,

,‘,w .
B

environmentalists like Miller and Armstrong (1982) would

*naturally be quite supportive ' They point to the need
for what “they call aA"Sustainable Earth Society," as the
:‘onlywplausible'alternative.social paradigm to solve the

v



1grow1ng global CIISlS (p. 21). In such a society humans.

. ‘would enter a ‘new cultural phase, based on global harmony

w1th nature or what Masuda (1981) calls a "symbiosis of

1,,‘

.man - and nature"'(pp 30 35)
> : .
An 1nterest1ng Conserver Soc1ety paradigm of the
'80 s is put forward by Valaskakis (1981) The idea of
vconservatlon, according to this author, will becomev
'1ncreas1ngly attractlve because of geopolltics,
energy 1ssues and ecolog1cal and env1ronmental
deterioratlon. HlS Conserver Soc1ety will emphasize..

:smaller fuel eff1c1ent cars, 1nsulation of homes for:

»energy conservatlon, and careful consumption patterns

7:zHe charges that even though economlsts and politicians

+

tend to explain away the crisis by using business

cycle terminology,_that.there is a realization by

‘the public that the impendlng shortages and changes are éa'
., for real The author offers three "holistic options"“

“for the future, each suitable for different t1mes and

>

" places: ,
1. the "have your cahe and eat it" scenario;
2. - a "high;level stahle‘state)"'Similar,tov;
an‘Athens uithout the slaves, and where
ithere 1s a ceiling to desirable material
‘iplenty, and B S s
3. "Schumacher's adequatio” view, vhere optimum

happiness is not through paterial plenty.
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The. following statement by Valaskakis (1981) ‘is
‘ virtually an echo of the views expressed by the earlier‘

- authors referred to-

_ if -some mythical technologicai
Prometheus is.to’come~1ater to create
a promised land ... . so much the
better . . . but wvhile we're waiting
. why not ‘derive aesthetic ‘pleasure from-
. better stewardship of our natural endowment
‘and live in increasing symbiosis with our
“environment . . . (pp 210, 13).

E.F. Schumacher (1984) states, in Small is Beautiful,

that "no system, or machinery, or economic doctrine, .0r

‘cheory stands on 1ts own feet: 1t is 1nvariably built on a

metaphysical foundation, upon man s basic outlook on life,
its meaning and its purpose -= and that today s
-Atechnological era is no exception" (p 219) \Set against

- the currentﬁbcological realities of scarc1ty in a f1n1te

environment,‘the western ‘market economy demands a virtually".
continuous and 1imit1ess growt £ a‘material kind, w1thout
rproper regard for major social, environmental,ior
"conservationvissues, and that this»type of'growth is
,inconsistent with an era of shortages (p. 220) It is thus,l.
'.according to this view, a s1tuation which could be described
‘as a society governed mainly by technological and economic
_considerations, rather than the conceptual, philosophical or

'rthe religious _ Barry Commoner (1968) in The Dual Crisis

@

in Science and Society, states that "our present



achievements 1n sc1ence‘and technology appear to contrasv-
'v1v1dly with our present lack of" achievement in solving
'iespec1ally soc1a1 problems,' and that "solutions are not
technical 1n'nature e e W but conceptual, involving a look
‘at ‘the whole meta ethlcal realm, a. search for essences,
'mganings, rules, standards,'value perceptions, thus building
,a framework for p0351b1e action" (pp. 57—58) Values held by_
Schumacher and others, in what has come to be called today's
"counter culture" could very well become the dOminant values
vof our future soc1ety, 1§/f/1ure generations were to change

their thinking about thb use of resources, about pollution

and become 1ess materialistiﬁ in terms of(their value

:_systems (Smith, p._85:w
Govoni (1986), citing varibué?sources, suggests that‘

’1ncrea51ngly sharp focus is belng placed on the depletion

of natural resources, and the disruption of the earth S

natural ecologigal balances This,. in turn, may spell the"‘

.destruction of non- renewable resources.ma:hind needs for an

, enhanced quality of 11fe, says marketing author Govoni, who

adds that there does not appear to be a 31mp1e answer,

(1986, p. 555). ,_' R e

v

What do these.changes mean in marketing terms?

Although it is not entirely clear what the exact“nature

23
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of all these predicted soc1eta1‘bhanges will havg ‘©h ?ag

author, Borts (l975), goes so

éﬁqﬁf&he marketing

~"._manager PR (p. 23). Nickels (1978),,describes these

environment changes, so must.the rﬂ

l

'anticipated changes from a marketlng viewp01nt, and uses

the term "revolution" and "radical" (Nickels, 1978, p.

5

518-19).

Nickels (1978), whose book Marketing Pr1nc1p1es,,

presents«a "broadened concept of - marketing,‘ suggests that
- the anticipated changes will not only be in the area of
v‘conservation, ecology, and environmental issues, but also
reflect the past 40 years of "radical changes in people s
‘iattitudes toward religion, sex, family‘sizé@’the role of men
and women, and entertainment " and that future changes may
be just as radical.(p 518) Marketers, in his op1nion, are
Aresponsible for knowing what is happening in society and »
ithey can- do this by careful monitoring of things such as the :
_'attitudes, values, and 11fe styles of society and, in d01ng
so, ensuring that. their organizations meet acceptable
_societal guidelines -- and that any change brought about

must be done so at an acceptable rate as well as being

properly managed-' _ y""; el

. TN .
R L ’ . . ’
. . Y N . . <




g _
_soc1ety, its hlgher needs will then have to be addressed, .“%

-+ +.. 'social change must also be
. -+ evaluated, and used. as input for .
n - -+ marketing ‘Planning . . .° the future will - -
o . be . . .. exciting, challeng; ng . . .
' tremendous change . . . as ¥ social
process . . .- marketing” may experience
revolutionary changes « +« . (pp. 518-519),

i

Once the basic levels of needs“have-heen met 4in

-and bu51ness, government and prlvate organizations will be

- hard pressed to meét the 1ncreased demands of society, says'

i

says N1Ckels The concerns ralsed 1n this area and which

seems likely to be reflected 1n future marketing practices,

a3,
"\1

may- have seen its start in the consumer movement of the

-
1960 s although General Blectric and Henry. Ford are

generally credited with 1n1t1at1ng what is known as the

kconsumer —-oriented market1ng concept (Nickels, pp 51 52)

Pressure on marketers came from various fields such as

x.ecologists, env1ronmentallsts, conservationists, and also

‘the public.‘ Today there is ev1dence of these changes by new

:ﬁgrecycling processes, 1nstallatlon of pollution free devises

"'1n factorles ‘and’ even, according to Nickels, gro@ing concern’

‘York- based research consultancy ‘used hy many U S.

;about~the hazards of,smoking_in public piaces (ph 520).

s

,u:Faith'Popcorn, Pre81dent of Brain Reserve Inc., a New

corporations, discussed some of the forthcoming trends .at a 4

~,p

recent Eighth Annual SYmp031um for Health Care Mmrketing,

sponsored by the American %grketing Association S. A@gﬁemy

PREEY
-

for Health Serv1ces Marketing, in which she said: -“”-.fﬂbi
s A 7 _
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. "cocooning"’. . . 1is a need to
'protect oneself from a harsh, unpredictable
world. * Society is being bombarded by
corruption, disease, pollution, and other

- threats, and . . . consumers out there are
scared and nerv@@s, and their reaction is a
real pullback . ... they:run home and- pull
the covers over their heads . . (Marketing

News, 1988, p. 29). O

'Disillusipnment ab%pt the woni%, Popcorn says, has led
to a desire to'exercise more conﬁﬁbl over the environment,
over government, and over the way products afe . produced and

'sold ‘ In Advertising Age, the consulting f1rm Yankelo;i?h

- as well Langer Associates, are in general agreement w1th

-Popcorn s Brain Reserve.

: consumers are fed. up wlth materlalism
They are looking for more: mean1n¢. To find it
_ people* arée turning to family, home and every
"type of religion - - "from crystals to
Christianity" (Skenazy,'1988, -38).
"Neo- traditional, is how this trend 1s described.
Kotler, a marketing educator and author, in an interv1ew
‘with Business WGek (1975), outlines what he terms a- "whole

P /’
'new marketing environment" that "confronts and confounds“

business and vhich should stress’ demand managementland

' management of growth, rather than the notion of marke i§7;
being simply the response to demand - (p 42) . Since the'
1960*s and 1970 s, when consumerism first burst on the
“ascene,-it‘is.clear that a new "societal phase" is now
emerging and one that also suggests that the market ng

-vconcept may not be fulfilling its job of creating satisfied

customers (pp 42-43). o jgb;
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From a marketlng and marketlng education point of view,5

the forthcoming cﬂgnges raiseﬁsome 1nteresting questions, .

,v01ced perhaps best by Gpvonl, Eng and Galper (1986 p,g

‘555) | : y , o o 'T\E.f.

&

. e e the cr1t1ca1 question for marketers has v
‘become abundantly clear: How can. a’ discipline.—5
marketing and, particularly,’ promotion -- whose
principal economic purpose is to expand the
consumption of goods and services, reconcile that
activity with the xealitles of shortages and the
manifold threats to environmental integrity and
the quality of life?. o

' Indeed Lacnlak and Murphy (1985) suggest that because
'-marketlng is the function of - n%finess charged ‘with |
communicating the aims and purposes of a business, social
pressures and dictates,of society demand that a company 'S
overall operations, 1ncluding marketing, perform in
accordance w1th society's expectations of social A .
: respon51b111ty (p. x111). Marketing being the functional
and communicatlons area of bu51ness that it is, it . is
. perhaps understandable that 1t is very often singled out for
cism. ThlS could be because of 1ts h1gh visibility and
that most people and ﬁgptety are exposed to. marketing ‘
AN (through product advertising, corporate and public relations

programs, for example),_ Zikmund and D'Amico (1984 .contg#nd

4

that this is because
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Ce e .'marketing is a- soc1a1 institution.

“_operating in a larger society, and that

- /when issues of social responsibility arise.
. failures by marketers to act esponsibly
..can and will be corrected. b: . well-
Z-informed- ‘society.  The heart of good

business and marketing . . . is a pollCY
tiat must be guided by respect for society

'and a willingness to follow its suggestions

‘or pay the consequences" (p. 676).

*

Sources consulted suggest that the marketlng

g

'env1ronment is def&n&tely changlng, and thaﬂ marketlng must

\

reflect these changesa There is a shift emerglng in-which

it can no longer be con31dered an economy of abundance but

A;one of developing shortages of finite. resources and

manufactured products, and a whole- new ‘set’ of: trends and

outlook hu&ﬁ?ms of societal concerns and values.

'The seeming oggr abundance of all raw mater1als and

'products in Canﬁda, a view held by some, 1s only temporary

and widespread shortages may develop, accordlng “o several

&

promlnent economists (Borts, 1975). Borts adds thatq)

\
€

@

)

j; .‘; a world populatlon which contlnues to
~ grow unchecked, our way of life which is

increasingly materialistic and wasteful, are.
both leading to the. day when the deémands of
our ecqgomy will chronlcally exceed avallable

resources (p 23) - \:}§

K3



Borts further suggests that this scenar‘o will lead to
a s1tuat10n where the tradit1onal marketing mechanisms will

no 1onger work and, therefore, become by and 1arge useless.

.

Government agenc1es may, as a- result, have to. replace the

>

trad1t10na1 market1ng mechanisms. This would be - to maintain.
prices and to distribute resources 1n order for maximum
‘benefit to soc1ety as a whole. Usﬂgg agriculture nv'
»banalogy, where he asks if the farme'ould be allowed to )
grow crOps for max1mum profit 1f there were impe/nding é
hunger, Borts suggests the same could eventually happen to
'productlon processes based on raw materials in .an age of ' -t”

f scarc1ty Some of Borts' predictions are, as-followsil

o

l;ﬁ-Only material products wilty .o
R be-affected; 2. As economic aqtivity
declines, avallability of manual labor‘
‘may lead- to de-automation and the®
replacing of mechanical production g
' processes; . 3. labour. saqgng devices' S
' may become socially undegirable and ‘ ‘
prohibited by law such as electric car
_ windows, brooms, can openers, cube- crushers
~ - - ..and motorized golf carts; 4. . Present- -day
, - marketing activities will no longer be
- .applicable and the basic: marketing mix
28 ' .+« .« product, price, place and promotion
L R will have to change (p. 24). ‘

KN
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Do -media headlines reflect these changesland concernS?~

« »

Lesl1e M. Dawson (1980), talks about "marketlng for
human needs in a humane future,“ where a new market1ng
'_paradigm would stress quallty rather than mostly quantlty,
,and where marketlng would go beyond the trad1t1onal
‘marketlng concept ofypurely and prlma{fly.creatlng and

delivering a standard of_L1ving for society. ®awson goes soO

far as to. say, under the .Sub- title "paradlgms for the

i

. ‘;s.
g future,' that a new "cluster of 1ntenact1ng 11m1ts" whrch he

hllsts as resource, populatlon, economic, env1ronmenta1,-
avsoc1a1 and polltlcal, is br1ng1ng the prev1ous marketlngl '
dfmradlgms and era/Eo an end (pp. 73 77) Hevalso p01nts ;5’
massivsunon materyal needs in soc1ety,'such as cultural,.
»artistlc, and rellglous.as belng the new frontlers,‘as ' '
'opposed to that of the present day mater1al kind, and that
people are already be1ng urged to dr1ve less, walﬁpnore,
_smoke less, exerc1se more, 1ower thermostats, eat 1ess,
prevent forest fires, practice preservatlon and cdhservatlon"
(p.‘ 0). An 1nterest1ng Conserver Soc1ety Paradlgm of the
80's and what a Conserver Soclety would enta1k was examlned 5

4

_ earliér on pp 20 21 of" thlS study (Valaskakls/ 1981)

%7‘, .
The three options he proposed are ess%ﬁﬁlally hOllSth 1n

Pt}

’wjnature and ‘are s1m11ar to Masuda (1981), Dawson- (1980), and

1M111er and Arﬁstrong et al (L@BZ)
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If, as Njckels (1978) says, concerning these trends,'.
changes and concerns, that there is "evidence of these.
changes" (p. 520), and if Popcorn, Yankelov1ch and Langer ‘
(Skenasy, 1988, P 38) are correct in their predictions,
glanc1ng at local newspaper headlines should reveal whether
'such 1nterests and concerns exist and what prevalent issues

and. toplcs hold the- attention of. Edmonton residents The

Edmonton)Jougnal could perhaps be con51dered a fair ‘means, of

measure ent, as only. two newspapers are published in

,-.Edmonton ﬂﬁith the Edmonton Journal having a substantial

' c1rculation. ThlS newspaper frequently runs from 30 to 40
'pagégjo} more,iand carrles sect1ons of interest to its
readers, such aS‘"lelsure,""travel,"‘“arts and SR
entertainment," "fasﬁion,. and "sports, - to. name a few ’
Accordlngly, a casual scanning of the headlines in this f
.unewspaper (Wthh 1s .the ma1n newspaper for the regiOn.
pertinent to thls study) ‘was carried out over roughly a

perlod of two weeks in June and July, 1988, and yielded the

following - sample headlines. g - ,

A;Theffirst onerthatscomes_tojpind,‘especially following.
the‘abdve comments by Dawson (1980), Valaskakis: (1981),

Borts (1975) and- Nickels (1978), is the coverage about the
Unlted States Democratic party s presidential nominee, ;

Massachusetts Governor Michael Dukakis, and his outlook .
on env1ronmenta1 1ssues, as well as his personal value systemgw
on some of these 1ssués. Under the headllne'"Dukakis: a

( o *

X
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By

friend of Canada’"'in the Juiy 17, 1988, edition of The

Edmonton Journal (p B6) 1t outlines his

commitment, if elected'President, to'tackle“the acid-rain
problem in the Great Lakes area. "John Lemco, an assistant
professor of Canadian pOllthS at John Hopklns Univer51ty ]
So?ool of Advanced International Studies in Washington, hasf
said that Dukakis "has a real knowledge and understanding of
the ac1d rain problem.' In the same edition of the paper,
although perhaps in an 1ntent10nally lighter: vein, underv
the heading "Kitty s come a long way since. 1960,' Dukakis
‘seems to epitomize the 1nformed consumer: he 1nsists on

living in a "modest, well- worn duplex w1th mismatched

furniture and lots of plants and books,' and even, t ough

it s steamy in81de, they only have one air conditio er,

'which he refuses to use. \Xhe same applies to the family s

only fuel eff1c1ent car, an Aries, and the house they 11ve
1n is compact with.one-and—a—half bathrooms. On the nlght
before his announcement aboug hlS running mate, he - allegedly
even mowed his own _lawn with a power mower, rather than a.

power mower (p D6). Is Dukakis representative of a neW'-

generation of consumers, and will 1t be further high- lighted'

if “he becomes the next U. S. pres1dent?

On the subJect of env1ronment and health, another

A\

article in the June 28, 1988, issue of the Edmonton Journal

entitled "Fight to save atmosphere v1tal - PM" " it quotes
Canada s Prime Minister as. saying,_ .. 'env1ronmental

issues can no longer be;con51dered separate from economic
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concernsf" The statement was made in an address to 350 ﬁ? -
.; '

1nternat10nal scientists in Toronto at a recent environment S

conference. ". . . There is growing awareness that the
. environment . e economy e and human health are
'inextrlqably 1inked }v. . " he is further quoted as saying

';(p. Al) At the same conference, under the heading "Product
labels to boost enviTonment,f the paper quoteS'the Prime
Minister as saying that Canadians will soon see labels on
Vproducts that have.: beenpapproved as "environmentally
fr1end1yu The afticle refers to public opinion surveys
fﬁthat suggest that 94 percent Canadians believe that

%

tial for planetary survival

‘and that consumers must be informed ¥n.order to act in a
;,knowledgeable fashion Atlantic Packaging, 1t says, will'
soon be manufacturing blodegradable diapers,'and the
clothing maker Roots is already testing biodegradable’

'shopping bags (Al)

In the same issue and on the same page under the
b 4
headline "Norwegian pleads for environqgnt,: the Norwegian
v

| Prime Minister, Gro Harlem Brundtland, who heads a United

Natlons Commission report called Our Common Future, suggests

: ,that "the global drive for -economic improvement must not be

at the expense of &pe envdronment" (p Al) Separately, and.i
Hgon the ame: page, Dow Chemical is quoted as saying that v
'"chemical firms are to join-the clean up,» participating
-in an 1ndustry wide program called "Responsible Care" to.

ensure safe - env1ronment for people and society (p Al)
) ’ y . % ‘\7 ,! B E
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ﬁﬁr On page B2 of the same newspaper and the same edltlon,
%

canother environmental issue is high’@wghted under the
headline "Daishowa pulp mill ‘approved after environmental

| clearance. - The 500 miliion dollar pulp mill will be |
1ocated near Peace River, Albe!ta, after‘receiv1ng the green
1ight from the Alberta Environment Department,lfollow1ng an
environmental impact study The environmental oppos1t10n
group: involved is the Toxics Watch group, who reportedly

.fwant to see that "no chlorine compounds are:released to

LN

‘ensure no dioxins»are produced into the atmoSphere;ﬂ 'Later,

on July 2, 1988, of ‘the Edmonton Journal, 5aishowa is said
to face 'little problems in tapping vater from the Peace
River, in spite of the objections ofJinterest groups (p
A12)- This is followed by a separat; article,o"Daishowa

ready to clear site for- Whltecourt newsprint mlll"'(July 9,_

p. C3).

In a Canadian government discussion paper mentioned in

the Edmonton Journal. June 19, 1988, the ‘Canadian

iiaEnvironment Ministry calls for a fundamental shift 1n

eilattitudes and practices, at all levels. Entltled

: ﬁ*Environmental discussion paper urges Canadians to change-
thinking{ living," it is suggested that»merely understanding

-

:xthe problems is :not nearly enough. The suggA

‘};&ﬁ the problems range from additional environment
Py '

‘revised school curricula to making students moregavare'offv.
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i the‘enwironmentalfimpact of 'all our collective actions (p.

., .
5,
'ﬁ

The June 29 issue of the Edmonton Journal, under'

Ollfleld watchdog report bites into acid rain’ issue,

Id

\1f outlines an A bertaﬁ%pergy Resources Conservation Board

© study which highlights increa51ng emphasis on energy issues.

The study is called "a world class effort to protect people

~and .the environment," and . .-
e . 4 RO

oy

Ed
e when results are released
;the researchers will be able to discuss

with Albertans the ramifications of a

W wide range of énvironmental scenarios
. . which:wil1l have impact on the ‘yield
of Crops., forestry, soil and water . . "(p.
Gl). T .

o

- "City council delays recycling deCision," announces

f»ganother headline in the same June 29 edition of the Edmonton
"'fJourqal, relating the story about the debate on the decision

in council chambers: about whether to decide on the "social

good" by giv1ng the contract to help a: local non-profit

'organization for disabled causes, or whether it should be -

)
v

purely an. economical issue because of the expense to the

taxpayers (p E2). Unrelated perhaps, but still on the

'subject of recycling, the July 9, 1988 issue of the Edmonton

‘Journal allocates considerable space to this issue ‘Under

the headings "That gunge (garbage) can turn into gold,

"Diapers for 1andfi11 cites big business,f'and-"recycled

ot
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plastic products‘a growing market,” readers Jlearn about'

different efforts to turn environmentally sensitive problems

into marketing opportunities A local Edmonton entrepreneur
has apparently discovered a multi-million dollar a year
market in the recyCling of plastic non- biodegradable
bottles, and is named the "only company in the world that
‘has a completely integrated facility for recycling plastic ‘
from pop bottles " ‘The paper goes on to talk about the

concern about possible contamination of water supplies in

. the Edmonton area by supplies of chemicals and bacteria:

leaking from landfill sites, talks about the huge plastic
"diapers" that will be installed to prevent‘ such
contamination, and in viev of Alberta S new- hazardous

waste regulations requiring the safe storage, removal

and treatment of waste products at the Swan Hills disposalg

plant, north of Edmonton (p. C1).

On July 11, 1988, the Edmonton Journal varns its

: readers, "Swimmers warned of . deadly toxins in Alberta

lakes, giving- comments from Alberta Agriculture
toxicologists, Community and 0ccupational Health, as well as
vievs expressed by opposition environment critics (p BZ)
Then, going back anissue discussed in city council a few'.
days earlier, the paper announces on July 14,,19?? that
Recycling split favored to- employ handicapped,"’making 1t

look fairly certain that the Edmon&on Recycljh Society, a

,uu"

non-profit recycling outfit, would get a city allocation ‘of

.six million dollars toydevelop handicapped job»opportunities,j
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!

should such a recycling plant go ahead (p. E2.) On the same»v;
‘day., July 14, 1988 the same newspaper carried articles on |
the. hitherto unresolved Haida aborig nal title on the future_
: of Moresby and the affect on tourism through .mining within-
“'the park's boundaries (p. All). The following day, July 15,

1988, the Edmonton Journjn's front page cries "Sewage

”Apumping plan challenged,' and sayS'that the city s plan to
: pump raw sewage: into ditches to relieve pressure on sewer
'systems during heavy rain storms in the city of Edmonton

breaks health hazard regulations (p. Al)

.‘- A sampling of article headlines frum the June 30, 1988,

kissue of the Edmonton Journal is equally revealing The,-

'front page heaq*ipe "Mayor defends expense to’ guarantee safe

water" in the Edmonton Journal (June 30, 1988, p. Al),'

informs 1ts readers of the 97 million dollars being spent to;,
‘protect the City of Edmonton from the health hazards of

‘ contaminated water. This is also the subject in the July 14

~edition when, on page BS5, the paper announced "City 8 ‘\{V'
storm-uater 1akes may. hold toxin -~ zoologist, ‘and’ Q
Adiscloses that the city will be funding a project to add
’lime to these lakes in order to de= toxify them On the,same
page,«another headline on a similar subject catches ones

' attention and reads, "Suffield landfills safe - Kowalski,.

referring to the inspections at Canadian Forces Base at

,,,,,,

"Suffield Alberta,-by the Alberta Environment Department and“p

~the Federal Canadian Environment Ministry, Ottawa

—l
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While these toxic suhjects are being discussed th§§
vcity section of the paper announces a "Bingo scheme. may o
'uproot-Food Bank," and proceeds to discuss Canada Safeway s
involvement with the Edmonton Food Bank to flnd a home for-
the organization to help the needy ~ The article also
-‘identifies interest grOups in the city opposed to the

re- zoning of the district which is at the root of the search
:for a new home for the Food Bank "Yes " the article seems
to be saying, "even the plight of the needy are of interest
to city residents Ambitious new. plans, including a large
160 million dollar down- town market east of Canada Place in
g Edmonton, and a 3.5 mi}ﬁfﬁn dollar river- -valley park catches
gone s eye on the first page with blazing headlines Plans
for @,massive retail and recreational area, a natural grass
i:amphitheatre, a dock for ferry tours up and down the river,g
a. floating barge for shows, bike, pedestrian trails, outdoor
rinks and a baseball diamond seems to reflect the soc1al{*

considerations referred to by Dawson (1980),vValaskakls = |

(1981)" and Nickels et al (1978), referred to earlier

| Countless other issues are raised during the same
scanning period in June and July,_1988, and. additional
ltopics include issues on arts, culture,‘entertainment,.Ci
h_"charitable benefit;.and ethnic considerations. A few
'examples. The following headline in the June 30, 1988,
issue, “200,000 plus expected to take 1n ‘The wOrks,

announces the Opening of a downtown v1sua1 arts display by
: ' ,&_.i~-

Wit
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the Minister- of Culture and the Mayor of Edmonton '."It will

e . according to the report, M"unleash a frenzy of visua‘lf

.art activity in dozens of locations all over dovntown, in'%'
an attempt to visually interpret the inner psyche of the ,
vcity (p F2).v On another page of this edition, the Alberta
-Advisory Council on Women s Issues are said to ‘have put out»
'a research paper whicht they hope, will. dispel "many myths
about women at home or in the: paid work force" (p. BG) ‘AY
few days 1ater, duly 2,1988, the headline "Arts groups lean
| on. city for larger cultural grant, explains the plight of
.Edmonton Arts organizations and their bid to equal the 1. 3
million dollars given similar groups in the City of Calgary
'l(p E6) "Time for a change, WIN House director says, on
the city page of this issue is about Edmonton s two Women In
Need Shelter$ ﬁor battered women' and the surrounding
vsoc1etal climate.. Alberta s natives are to consider
'. protection of . the erosion of Indian culture and religion
‘under the July 3, 1988 heading,'"Natives to ponder
revamping“ (p A8), followed in the Eyeopener section with -
fseveral pages&on-the ethnic Sikhs 1in Canadian COmmunities, fi(
:their religion, history and political importance in local
c1ty elections ("Sikhs wield power in Canadian politics,"
p. Bl). "Cockburn joins protest at wood-treating plant
.announces another headline about a "political rocker,! who‘
is helping Greenpeace to protest against the potential

‘hazards of the use of wood preservatives (July 9, 1988, p.

'._V-AB').
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' The above references from the Edmonton Journal were

1ocated on a casual search, but Judging from routine reading

of the newspaper as well as other publications, the examples3

h,located are by no means of an isolated incidence The point

being, ‘as mentioned earlier ‘that should authors such as’
"Nickels et al (1978) be correct in that there should be ‘

”"evidence, such information can be readily located.
0

Research on public relations‘andxadvertisingrcampaigns'

carried out by Edmonton corporations and businesses would.be

of considerable interest 1n this respect, and may be an

activity that could be subsequently emgarked upon

4 .

‘.The transitions, process and growing role of marketing ;

,vp #"
,

Marketing activities within the free market economy

'v,

ihave grown in leaps and bounds over the years, and are
pconsidered a vital part of both domestic and ‘international
' ‘economies of the world Most recognize the importance of
marketing to the efficient functioning of the free market
economy Without massive marketing efforts,.according to,.5

:_Udell and Laczniak, there would be. a collapse of the

"economic system as known today (1981, pP- 12). In reviewing

the research literature, it becomes clear that . the field agd
af

scope of markéting as’ well as the views expressed on . the
'subjectlare both wide and varied Topics, for instance,

range from consumer psychology and target market behaviora'

‘considerations to 51tuational.research forecasting,
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. .
competitive‘and positioning concepts, strategic marketing,
product, packaging and branding,.pricing, distribution and
channel management, domestic and international marketing,
macro and m1cro marketing, service and concept marétting,
.retail ‘and special sector marketing, societal, social issues
and management of change c°nsiderations The scope of this
Astudy, however, restricts itself mainly to. marketing s .
expanding role with respect to macro variables and to

'considerations relating to post secondary marketing

fcurriculum aspecﬁb‘at NAIT

i

’

The marketing process;, its transitions and growing
1mportan ~in the evolution of marketing 8 ‘role, is 1ooked

‘ varying lengths by a range of different authors

’“rconsulted for this study Darmon, Laroche and Petrof

(1988), in keeping with most marketing texts, start by_
examining different synonymns for "marketing” and what it _i
:means, the importance of marketing to Canada s economy, and
,the historical development, function and- process of

'marketing within the Canadian context

-

‘1,' »" ‘ =,

"The evolution of marketi ng: early stages

. - . \
1 . - ‘-
DR o '

Darmon, Laroche and Petrof (1988) trace the roots

’ of modern. marketing to the nineteenth century Industrial

beevolution and the growth of industrialization 'fhé;adnanL_____
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I
Ng -

. of the Canadian railroads, settlements and manufacturing,
Canada: is now_a country w1th one of the highest standards of
1iving in the world (p ").‘ Theiauthors-list a five—stage

evolution: }

The Entrepreneural or Trader Stage: Canada's early -

: settlement'period;' The Manufacturing‘Stage; approximately

‘ 1869 - WOrld‘War:I}' The Financial Stageév until the 1929

collapse~of the-stock market}‘ The Sales Stage from the.

1930's Great Depression until the mid 1950 s,‘and, flnally,

the introduction of the" Marketing Concept of thé

,accredited to Ralph Cordiner; Chairm General Electric;

Q scribed in»a,General Electric 1952'annua1 report -
¥
. .o it would introduce the marketlng .
“man at the beginning, rather than at the

end of the production cycle . . . as was
the custom during the sales stage (pp. 9-10).

The marketing concept,'according to this v1ew, places
the customer first in its consideratlons and it ;s from this

understanding that the term "consumer sovereignty" also.
;W '

originates and which suggests that the consumer is “king" in
/1
the market place. The marketing concept,-as presented by

Darmon, Laroche and Petrof suggest that the concept can

, i

equally be applied to the marketing of political candidates,n

or non- prcfit organizat1on5, such as univer51t1es,

b

‘hospitals. foundations, churches,‘and pol1ce departments,




) and not merely to goods and products (pb. 10-11) -Kotler
and Turner (1981 and 1985), McCarthy, Shapiro and. Perreault‘
”(1988) and Beckman, Kurtz and Boone (1982), Nickels et al

‘f(1978), however, ascribe a substantially broader social

¥

role. for marketing than does Darmon, Laroche and Petrof
(1988)v Uaell and Laczniak (1981) also deals with this

aspect in con51derable depth in what they term as an "age-of

i

‘1change"—(pp. 12 20). Udell ‘and Laczniak present the marketing,
.gconcept as a response to "consumerism,"one of the many
»movements that have r1sen out of a society seeklng for a
f,ﬁquallty of llfe,' and one that will probably accelerate

during the 1980's. Consumer problems wvhich have. been

”

satisfactorily solved are totally in keeping with this .

- particul' 5v1ew of the marketlng concept They further

;i&}iphe "dynamic environment,' or the macro aspects of‘
: \i_é§3as "one. of the most difficult but exciting |
dimens;dn; . . becaase 1t is so highly eclectic

are influenced by Lo f a host of uncontrollable external
forces, . . v ip. 22) The relationship between business,~y

consumers and the macro gnvironment in which marketing

operates can be illustrated as follows

A

4



( Figure 1

The marketing mixHand the nbn—¢ontrollable'externél‘

factors or forces

‘Adapted from Udell and Laczniak ,1981), “The'Dynamiq‘

Environment of Marketing," Exhibit 2-2, p. 23

44
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The preceding example from Udell and Laczpiak (1981) is
generic in'terms of itsumarketing terminology and can be;
jfound in most post- secondary cdllege texts and related
literature 1nclud1ng those consulteq for this study Thei
usefulness of ‘the model 1s that it effectively dllustrates
the marketing process, whlch this study focuses on, and also
prov1des a conceptual understanding of the "broadened"
aspects of marketing subsequently referred to in this study
The two outer circles refer to the external (to the company’)
marketlng env1ronments vhich directly affect all; business‘

and marketing endeavors (macro, non- controllable variables

"~ such as the cultural, soc1al, technological, ecological,

economic’ and political forces)~ These factors aﬁe a
-reflection of society s chanying basic values and it should

,'be recognized that 1t i\}this that conditions the climate .

Pl

which governs the. operations of a company, government or the

S g

consumer response. Within these outer circles are the
:"marketing‘mix" considerations which include prqduct, price,'
”distribution or place, and promotion (personal selling,,

~advertising, sales promotion, public relations,’and'

3.
B

servicing) In the marketing l1terature, this is what is

| referred to as the "marketing mix" or the "controllable hm~

variables" of marketing,_as they can be changed at will At

the center of the mix ard these overall consideratig

the . focus of all th}s activity,'namely, the consul

‘or her ultimate satisfaction.(pp. 23-24).
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qﬁ;gadening the traditional marketing concept

In their chapter on "The changing role of the marketing

'manager,' Little, Kennedy, Thain and Nourse (1978) outline
,the environmental changes that have given rise to what ‘they
term "new marketing arenas“ and "new marketing purposes"
‘beyond the traditional marketing co ept of the 1950° S. The
1960 s with its social turmoil and the economic turbulence
of the 1970 s are the reasons for this change, they say, in.
ywhat amounts to a'"quantum change that has been
'discontinuous and dramatic" (pp. 1-4). Previous to this,
’ithe general notion of marketing was that it was primarily a

-:"business function . bound up with profit of the

enterprise”  (p. 3)_‘.

R

S & .
Aside from the consumer moyement ofjthe 1960° s,‘1t was

. . .“l,

,the rapid economic growth of thé 1960 S whlch was 'first
'questioned by Kotler and Levy (1971), when the term

"demarketing" was: ‘also - int{oduced : They questioned the

"';‘unbridled grovth in the‘face of looming shortages and the

¥
. .374‘7'»

_ / P
"blindly engineered i&breases in sales." In marketing, the

-v_term "demarketing”pt%pk on a new meaning, espec1ally during
. L ‘,‘t’v
fpthe energy crisis of the " early 1970's, when society became

“nj,even more enefgy and conservation minded (p. 74), and 1sb
'Vfalso mentioned by Borts (1975) Nickels -(1978) says that
]{these changes are refiected in the grow1ng popularity of

1‘smaller cars, storm windows and doors on houses, and the

v
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search for new alternative energy sourceg Other changes

P

are not far awgy, precipitated by pressure from ecologfsts,b"

env1ronmentallsts, conServationists and - the public

*
¥

. marketing organizatYons are- searching
. for products and processes that .are less

: ., damaging to, éhe environment - .« . evidenced
. . by the growth in recgcling . . .. pollution
: L control % . . and concdern over cigarette
.smoking e e (Nickels, p. 520). '

. - v o o - X . .

Luthans,,Hodgetts and ‘Thompson (1987) suggest,‘because
of the perception by some 0of an impending “global criSis,?
v'that the future w1ll spell a much broader role for busineas
and marketing, both domestically in North America and
.world—vide (pp 460 531) Calls for a. broadening of the
| traditional marketing concept came * as*early as 1969 by~the
same. authors who introduced the term "demarketing" (Kotler
and Levy, 1969). Traditionally applied to business
boundarles, they prOposed at the time that&non business .
organlzations and concepts should also b; included .in the
marketing function, such as unions, governments, charitable,.
foundations, churches and schools (p. 10) Nickels (1978),
also mentioned earlier in this study, talks about |
"revolutionary changes,'“and an‘"eXCiting“ and "challenging
period of tremendous change" in’ terms of changes in

trad1tional marketing thinking, and adds

",'\
~
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. + . as soc1@ty‘s phys1ca1 ‘needs are
- satisfied . . . there tends to be an
increased demand for better educational
programs, health-care services . .
efficient and effective pollutlonscontrol
systems, and higher standards of social
welfare . . . " (pp. 518-519).

Having listed other global concerns} such as population
problems, unemployment, inflation and world-wide hunger, the

author acknowledges that marketing may not be able to offer

~what he calls a "cure-all" for solving these type of

problems. In spite of this, however, marketlng knowledge
and expertise is what w111 be needed globally in an effort

to build a better world. These types of sentlment seems

‘reminiscent also of'references made.earlier~fn'thiSjstudy by

Harmano, Masuda, Miller and Armstrong, Valaskaskis,

Schumacher, Commoner et al. , -

Dawson's four marketing paradigms

'Leslie Dawson-(1980) -in his article, ﬁMarketgpg for

,Human Needs in a Humane Future, suggests a new-marketing

paradigm whlch stresses "quallty rather than quantlty,f is

necessary.. This type of change in the trad1t10nal th1nk1ng

vwith respect to the marketlng concept would go beyond the
‘.bounds of the tradltlonal concept which, he says, centers onlh

'purely and- pr1mar11y creatlng and ‘delivering a "standard of

'living" for soc1ety (pp 71 82) Rather than empha5121ng .

“standard of 11v1ng,"market1ng act1v1ties should
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concentrate on the term -"quality of life," a term which is

likely t® SQZOngly 1nf1uence marketlng decisions in the

iy
L2

future (L1tt1e, Kennedy, Thain and Nourse, 1978) The
authors feel that tﬂ‘s has been brought about by a shift in'
the canadian soc1al value system, one that suggests that
.Canada 1s becomlng more a conserver. than avconsumption ) —
‘soc1ety and where "small, not b1g is good (p. 4). f Ques:ions
surroundlng marketlng dec131ons should no longer, accordingv
to thlS new th1nk1ng be,‘“can it be sold”ﬁ but,“"should it
'be sold?" ‘Such thinking is prec1p1tated by ‘a social
awa%xplng about energy, pollution, resource, and even plain
poor taste considerations and w111 ‘throw a different light
on how.- marketing mahagers_perceive'their role to be (pp.

3-4).

Dawson (1980) is far more explicit in his reservations
"'about the tradgsiohal marketing conCept (p. 75). ‘Citing -
non- marketlng crltics, who attribute most of ‘the malaise and
'problems of the ‘modern soc1ety to marketing - including
exce551ve waste, misplaced prlorltles and. other excesses,
D&ySon suggests that there is an answer to this criticism.
apd@that the answer rests squarely with marketers'
themselves., The SOlution'he callsrfor must, he'says,
1nvolve a "radlcal new framework of thought concerning the
natur‘ and role of marketing in our soc1ety,‘ and offers a -
new . "marketlng paradlgm" reflecting a, né; set or system of
,beliefs. Dawson accuses marketers of practicing what he
.calls a "sc1ent1f1c method™" of theorles, laws, and ;

a'.

I



”satisfaction." He feels that it is incorrect or erroneous

: _ &
generalizations which are dearlq held to by academlcians,

universities, mainstream business?ak practitioners ‘alike.

LA

In so doing, this creatés problems when having to deal with.

‘.50

the realities of the -world around us, which the- traditional '

or "central paradigm" used traditionally cannot adjbst nor

adapt to - Dawson backs up his allegations by listing many

of the definitions, explanations, and statements found in

contemporary books and articlesnwhich, according to thlS

' view, would then ‘be somewhat redundant (pp 72—75);

Dawson, a professor of marketing at the University of

Lowell in Massachusetts, says that the true tes? of whether

the paradigms of marketing are sound ‘or found to be flawed

is whether or not they correspond to the realities and -

phenomena of life. On the subject "standard of living "

often mentioned in marketing texts, he puts forward some

disturbing thoughts How, he wonders,acan onefaccount for

illness, if modern marketing,‘supppsedly, is'delivering a

‘Fhigh standard of living" andvproviding_"consumer

v

to. use these. terms in light of the realities of everyday

life, and that the term quality of 1ife" is a measure one

‘society's unprecedented rates of crime, suicide, and mental

cannot, therefore, readily apply to the normative marketing

approach which embodies the traditional marketing concept .

"(p 75) ..
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Dawson is Cﬂitical of the marketing concept as a .

philosophy that espouses ‘or claims to be the key to a
<)

company s survival, and the reason why this view is limited
_ . L *
is because it ‘ : _ , Y :

o ; .
C
e ' N
“ . . P

3
v ~ ‘v v . 4
. R .. regards peOple only in their role
o "?  ©  as consumers or buyers . . . and (is) one
dimensional in character . .- . The business

manager who accepts the marketing concept
paradigm of the consumer being at the dead
.. center of the universe, may find such a
- perspective to be as sound and as helpful
as Ptolemy s vers of the heavens .
(p. 76). . T '
This view may prove somewhat startling to some .
marketing people, especially those who hold to the
’ traditional marketing concept. Dawson arrives at this
conclusion, however, by wondering -- if the focus on the
customer 1s_the key to business health and vitality —-’why
it is that cigarette producers,'oil companies,'and-cereal
manufacturers, for instance, suffer such "frequent aches and
pains; " suggesting that the problems they encounter arise.
- not from consumers, ‘but from a totally different source.
"the health advocates, the nutritionists, the . o
environnentalists, consumerists, politicians, religious
leaders, and other interest groups wvhich Dawsonzfeels are'
frequently not taken into active consideration Clearly, if
one. holds to Dawson 8 views, this can be identified as |

. another neglected area ‘Dawson' s view receives some support

from Kotler and Turner (1981) vho identify these groups as
i\g ) : : - ) f .égn



O . nificant publics oﬁ rgani-
o R zation B, .ang@k. .. compﬁes would
Q ; " be !poli to attacial fi‘gnor emands _
: R ."ﬁ”of gublié}intefg% = o2 o (pp ~50-53).
* ‘ . .

Dawson s views on thé*ﬂarketing térms "stimqié on® of

demand,; and ﬁphysical distribution, -are- equally critical

in nature It should be noted that these terms are fairlyfa

-central to marketing theory and Jﬂgstioning such tenets 1s.“

g somewhat radical Recalling the author s previous

& .
references to marketing not conforming to the reaQities of

i everyday life, he asks ‘how well the profoundly important
task of. distributing goods and services is actually
performed in the world, 1n view of the teeming millions of
people who suffer from malnutrition, hunger and poverty

' Even though he agrees that marketing itself .cannot be

remotely blamed for such: massive inequities

. ;’] . .

, . . enonetheless, by emphasizing ﬁéﬁand
creation" -- a task which by definition
focuses effort on luxuries and conveniences .
-- the harsh reality is that marketing has
contributed more to the problem than it has
to the solution . . . (pp. 76-77).

‘Dawson (1980) goes so far as to say, under the

sub title "Paradigms for the Future, that a new "cluster of‘

52

interacting limits," which he lists as resource, population,

economics,venvironmental, social and political, is bringing



‘marketing practices. R
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‘y'
the previous marketing paradlgms and era to an end (pp
73 77). He points toxmas51ve non- mater1a1 needs in society,
such as cultural, artlstlc, and rellglous as being the "new
frontlers&g as opposed to that of the present- day kind which
emphasiZes materlallsm. Othervauthors quoted.earlier in

this‘study}'such as Nickels et al (1978) seem to agree and,

if daily headllnes in the local Edmonton newspapers are

_anythlng to,éo by, these are thevrealitles of life that

Dawson addressesgwhich tend to.be'overloOKed in normative

. &%-

Dawspn's views on'tnelnew parameters of.marketing echo
the Sentimentsfof other authors alluded :to in this study,
namely, Harman, Masuda, Miller and Armstrong, Valaskakls,

Schumacher, Commoner et al. Dawson (1980) thlnks ‘that

serlous cons1derat10n should be given to reordering the.

knowledge of marketing into a new framework of thought which
is more attuned to a SOCiety'that is animated by ethics,

relationships, love and sharing. 'Snoh a revitalized form of =

‘marketing, he contends, would o ¥

. .. recast the knowledge of marketing
so that i® is not only compatible with,
(N but indispensable to, a humane future

T (pp. 77-78)

N , .. ] L

-2
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Dawson's marketing "Paradigms of the Future® include
‘ .t . . ) N

four new dimensions'orhconcepts: il
1. Distrjbution Paradigm'—¥ to acceﬁerate the

ming waste into that

, economic growth process by tran

which 'is useful by mgans.of recyc

2. Need Satisfaction Paradigm -~ to satisfy the

cultural, artistic and religious needs of society, rathé%
" than the material
-

3. . Mass Persuasion Paradigm ~= as a powerful social

mechanism for redirecting ‘the attitudes of society on a mass
. basis, marke%ing is far better equipped to tackle fhis than

through law" enforcement programs,

This particular paradigm would seem to. suggest that
global sentience is a symptom of human- created disorder and
not one that can be attributed to historical misfortune.

Dawson, on this subject, says that’

. . if the traditional paradigms have
tended to bring marketing down on the
wrong side of the .problem,” its potential
for contributing to the solution side
is enormous (p 80) e a i

T

4. Growth and Development Parad Lgm -- Here Dawson

(1980) refers to the "Nev International Economic Order"

‘advocated at many forums and endorsed, he says, by - the
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' Unlted Nations.’ The 1ncl1nat1on of wealthy nations is to

'lpromote greater productlon capfc1ty in Less Developed
Countrles (LDC's) when it may, in fact, only compound labor
'and energy dependence problems in these countnles Instead,
the theme should be "exchange," where LDC's and developed
gountrles determlne resources needed in return for assets,
vtalents or resources it can offer in. return, in other words,

‘a form of barterlng whlch stresses "what it can spare in

return for what it needs" (pp 78 81)

4
.9

&Otl'fer v1ews complementary to: Dawson ‘ - 0

'clearly env1ronmenta1 a§d oClal factors that go beyond the

. ’4, \‘J
lifradltlonal and normatlve marketlng mix (stress1ng product,

A
ﬁ?_ -price, place'@nd d1str1but10n and promotlon). Such a new

-

Hconceptual framework ‘would address the historically
neglected soc1al lssues and related perspect1ves raised by. a.
fcompany S external relatlonsh1ps, but suggest that it is
‘soc1ety and not marketlng that must accept the f

‘respon51b111ty for soc1ety s drive toward materialism {pp.

726- 727) Thegauthors suggest thatathe_current\isSues'facing

"
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[

o .
marketing are "primariljaconsumerism, marketing ethics, . .and
social responsibility," and that this prov1des a useful
framework for studying these }ssues in a systematic fashion
(p. 729) The authors suggest that al1l marketers are-
accountable for the effects their decision making hgs on
society, and especially in light of the ‘immense macro

A

societal and environmental changes confronting soc1ety

';Pﬁ

- {pp."- 744-753), The fact'that_many"authors are now stressingl

a social responsibility dimension beyond th@ traditional

s

.oy

e

-
o w
LA

L l%&f@awson in\rMarketing for Human Needs in a Humane

f,,

Future9 (1980) and . "The Human Concept: New Philosophy for

g
Business" (1969) suggests thahﬁthe traditional marketing g

“concept is ‘now outdated ‘ang . needs to be replaced by an
'”entirely new philosophy, some of which has already been

H v’?‘
¢ 7alluded to earlier in this stuﬁ}$(see Dawson's Four new

"'lMarketing Paradigms) ~~Nickels (1978) feels that although

'nonbusiness groups such as colleges, chprches and charitable
organizations are frequently 1ncluded in a broadened view of
the marketing concept. the concept stiLl tends to remain “

~ seller and not buyer oriented (p :56) His sorution, not
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perhaps as radical as.Dawson's,_stresses a new outlook or

.

'orlentation to replace the traditional, as follows:

1. A societar Orientation: This type of orientation

should- strive for a better quallty of life, in addition to
Tfprotection and health factors, and should also include the
'tfollowing con31derat1ons. a clean and healthy environment,

an 1nte111gent use of resources, recqgnizing societal needs

“

as well as those of 1ndividuals such: as educational programs

to train the d1sadvantaged, improve the community, providing ,

consumer 1nformatf§n and education, involvement in -~

communlty prOJects,,and helping to reduce unemployment and

other societal problems.

B

4

2. A Systems 0rientation-> Businesses must realize

that they depend on outside inter relationships and that
they are a part of a much broader system which includes ‘the "
national domestic economy, as well as the global: economy
Surv1va1 of the world‘economy calls for co- operation between
' nations and, sometimes, with other companies,_such as in
JOlnt ventures between the U.s. and Japanese auto(
manufacturers or -other ‘multi- national arrangements ‘ A
better understanding on these inter- relationships is needed
"as the world in turn becomes more and more inter dependent

. g3 i_t,
Nickels suggests the need fOr-an improvedimarketing

information system which will help t6 spot problem areas,



58

e
and to remedy the type of situation sometimes prevailing in
large United States cities, for example, where duplication
of facilities, empty beds, and wasted resources 1s capable
'R

of causing social havoc: -= espec1ally when millions of
people may not be obtaining,adequate health care. A systems
orientation in the,true’Spirit of»cooperation, the author

'suggests, Wlll bring untold benefits to such a lamentable
) .

,situation (pp 56-61).

’

Kotler and Tgrner (1981) also question the validity of

the. traditional marketing concept as’ "an appropriate *
:organizational‘goal," in a world,which'has become
increasinglyvsensitive toward the'deteriorating'enVironment,
resource shortages, unheeded population growth, global
. inflation, andﬁneglected social services. " The marketing
concept, say the authors entirely 51desteps the disparity
.between consumer wants, interests, and 1ong run societal .
welfare. The authors quote McDonald's, where the promotion “
- of foods with lots of fa‘i ‘and starch_may,not be necessarily_»
nutritious, anduwhere a similar lack of thought is ‘eyident
in the enormous“amount of;paper wastage‘and the cost to the
consumer that takes place in this type of operation (p 34).
These types of shortcomings do not take 1ntc account long- run
conSumer .and societal well being, and this 1s what should be
included or added to the traditional marketing concept, they

- say (p 36), o - o



The‘Ude;l and Laczniak model f" Vr .

”s@.

The model presented in Flgure 2 prov1des a usefglc.v.

' summary of future trends in marketlng and the’ external- ?
non-controllable varlables or forces of the macro

@
‘env1ronment that may 1nf1uence or shape these trends

The. next few pages deal w1th the - factors of this model.

0

ke ‘
Eﬁ : T i

Figure 2

SOCIAL RESPONSIBILITY DEMANDS (3

Ethical

NCREASED
REGULATION

’.

. RESOURCE
 SHORTAGES

Con- .
'strained

INFLATION
& RECESSIONS

ACTIVITIES®

PUBLIC R L e RAPID SOCIAL
SECTOR NEEDS P CHANGE

&; - Adapted from,UdelL'end Laczniak (1981), Exhibit

22-1, p. 554
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Et%%gally'responsible marketing

" The public's demand for more ethical marketing' ' §

practices may lead to an empha51s on profe551onal1sm,'codes

~of . ethics, ethical consultants, and ethlcs education at

post-secondary schools of learning (p. 554). " From a
Canadian perspective, marketing ;IA advertising is being

regulated in ‘many different ways, such as through Federal .

y

and Provinc1al government leg1slat10n, as well as through

1ndustry.and media controls. Various regulations and codes

pertaining'to advertising ethiqs and standards are strictly
a

enforced, relating to such aspects as accuracy .of claims, 3
s . k )

disgu1sed formats and technlques, price claims,vv
testlmonials, bait and. sw1tch tactigs, profe331onal and

sc1entif1c claims, safety, taste, op1nrgn}:nd public

_decency, exploztatlon, advertising to children, as well as

'such things as subl1m1nal advert1s1ng a1med at the

. sub- conscious levels of the mind. There ‘are various Federal

7x

and Provincial Acts and Statutes pertaining to these

practices which are’ clearly spelled out, w1th severe

,penalties peted out for law- breakers In this respect,

Canada is very heav1ly regulated (Darmon and Laroche, 1984,

sp ,516) Many corporations,fsuch .as General MobOrs,

Chrysler and Thiokol,‘had codes of ethics,:"ethics panels"

“and Public Policy Committees to meet’ such requ1rements

<



61

already.. 1n %he early 70+ s (Klndre, 1972, pp 2-5). 1In terms |
of "ethics edu,catlon,' man?“:mpanles are in the process of
developlng the1r own AHLhouse degree grantlng and diploma
programs 1n dlfferent areas of spec1alized training, and,
1ncrea51ngly, in the whole area of business eth1cs (Byrne,:
1988, p.'56). Faunce (1981), Bell (1976) and Beach‘and
Gedeon et et al (1974) agree that the age of the "professional
worker" and a higher level or plain of profe551onalism has -
.arrived with the advent of the Informatlon Age, and thati |

g S

renewed empha51s w111 have to be placed on the teaching of

work eth1cs, values, and‘attitudes

.

Constrained Marketing = . y RS '“{f

Authors such as Nlckels (1978) and Udedl and Laczniak ;ﬂ'

<@

(1981) suggest that ‘the future pdints to an" 1ncreased level
S R R
of consumer educatlog and govenmment regulat1on In.f

s

<

N .
add1tlon to codes 1ntended mofsafeguard the interests,of

v

Canadlan soc1ety, the Envr;onmentﬁCouncil of Alberta haé

,clearly set out 1ts conservatlah strategy ; Q; :_,7 - "

o v L

. . o 2 .

¢ .o g
BRI 4

'The amount, scope‘%nd complex1ty of
environmental legislation . . .  has
increased over -the "years. As . . . .
government and industry attitudes have
- changed, so have- opportunities for public-‘ _
participation in resource ‘management - S
decisions. .. ..  a premise ... . is that.
.resource ‘users have sincere interest in
finding selutions to existing and impending
resoupce development conflicts . . . .and - )
sustainable development depends on - &
. ‘. maintenance of the environmenf—\Environment
. " ..Council of Alberta, 1988, pp. 29-31).

'

g

T

R
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FThe Canadian Environment Mlnistry also calls for a
"fundamental shift 1n attitudes and practices, at all
levels,ﬂ and suggeggs that Just understanding the problems
at hand is not enough Suggestions to solve the problems
range from addltional env1ronmental studles, to revised

school currlcuga to gak1ng students more aware of the

_‘g,-‘n

environmental“gmpa L5 of all our collective actions (Edmonton
"9"‘.&

¥
Journal,,1988, P. ‘a10).

-

“Value-Oriented Marketing‘
/' .

I
/ g .
According to Udell and Laczn1ak (1981), "consumers wlll

continue to become increasingly value conscious in the®

foreseeable future" (p 557) . .Janet Neiman, in Hottest‘

Markets (1987), however,:claims that the market for "soc1al

responsibdlity Hbs séy its heyday""and that env1ronmenta1

1 i I

concerns are not - the maJori

J "draw" for market1ng Although
J companies still want,profits, it is really values that
consumers are looking for; which leaves the door open w1de:
for opportunities in values added marketing -~ meaning
monals, ethics, philantrophy . « . in short, "marketing with
a heart and a'conscienceﬁ (p.'18).:' Neiman cites
-Procter;and'Gamble's Special Olympics for the handicapped-
and McDonald s charitable efforts to raise money for the .
Muscular Dystrophy Association as examples of "cause related

L
-marketing,f.and in keeping with a vauues added orientation

’Other‘examples are corporate_tieeins-w1th organizations;like

,A .‘
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Ithe Sierra_club,‘alumni aSSOCi;lions, political’coalitions,
soc1al action charities such as Helping Hand, where FWe are
the wOrld" raised more than 50 million dollars for third
world hunger,‘and Band Aid and Ll&éﬁ,id which raised a
combined total of over 100 million dollars These types of
.corporate tie- ;ns, accordlng to’ the Neiman, now includes'“_
over 19 major corporations, including Seven Up, General
’Motors and the Southland Corporation.‘ Neiman_(1987) cites

Gary Edwards, Executive Director of the Ethics Resource
R - B : v

B
BTN

cénter in Washington’as'saying, "Society is inter-dependent;

‘ technology has changed thg'way‘the,individual affects'others

‘you cannotvfunction with the same level of ethics_as

in the past.(ﬁp. 18-19). - As of,January, 1987, .Time

magaZine has added a regular‘sectionfon ethics. Neiman cites

Jason Mcmanus, Time s Managing Edltor, as saying that the

vconcern over ethics is as much. a part of the social fabric

as health, fitness, food and computers Goodpaster,

assoc1ate professor at Harvard Business School is cited by

Neiman (1987) as saying, "general consumer disillusionment

-

has created a trend . . . of non- etonomic criteria affecting

e

purchase decisions {pp. 18-19) Faith Popcorn, head

of Braln Reserve, a New YoBk based market reSearch firm,-'

is also quoted by Neiman as seeing a "Naderistic feel of the

60" s"‘in the consumer "fight back trend" now evident in "

‘soc1ety. Nelman (1987), quoting the book Rating America s

Corporate Conscience, says that consud/rs are much more

AN

aware that‘implicit'value-statements are tied in with their

purchasing‘decisions-and they are increasinglyvavoidingr=
S } o T

~



products'from‘companies they fihd objectionable}f"vhich"-'

"would explain the current intenest 1n corporaﬁe diVestment

o > -;,
in SOuth Africa, sex education, and charity proceeds for
& . o T \ i
" the needy of the world '_The use of " causes to market"w“',,g é"'
: d"w“ﬁ. R |
products, however, can only be seen as .a "value added “-" ulgf
. »a‘

adjunct," as consumers still insist on having the besté(ppx 23 &
’ TR 8 .

18-22). - - - j\:; o ; ke

- Broadened Marketing R S T

R

Udell and Laciniak (1981) describe marketing as a/ ?.
universal process that can - be equally applied to both the
public and the not- for profit sector As a result, one of
“the - continuing trends is the application of a soc1al
"dimension to marketing, similan to the one ascribed to 1t by
ANickels (1978, p. 519) -—‘whether 1t be to disseminate b1rth
control devices in third world countries, to increase church
attendances, to improve ‘the image of law enforcement. 5
agencies_such as police'departments, or to popularize' it
political candidates andeplatforms (pp.. 559-560).

The present emphasis ‘on adult and continuing education
courses at the University of Alberta and NAIT would be |
typical examples of this broadened understanding of
' marketing, especﬂally in the face ‘of declining enrolments
.and increasing vompetition. At Northeastern Univer31ty,

o - v
i Q ! . c » )
o

e
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Boston, for instance, and at St. John'slnniversity, Jamaica,

New'York, and the U S. Army College Fund, Army Recruiting,

1"Fort Sheridan, Illinois (Advertising Age, 1987 p. S-5), a

Vregular recruitment war . has erupted and clever marketing

B tactics are being used to attract recruits and bolster

1'enrolments : Harvey Mudd College, Clgfemont, California,
weven mails out a "junk mail premium kit," a humorous
approach to approaching recipients using winner scratch‘
cards, bonus campus visits and free lunches if they respond
favorably (p. 78) . Similar promotional strategies are
femploye&’in the marketing of arts and health care (Udell and
Laczniak, 560 561). A new approach to reaching consumers
and educating them at the ‘same time is the "doctored
.strategy used by many companies today by directing their
messages toward the medical profession first who then, it isb

)

hoped, will help to recommend groups of products to their
o

c11ents and patients (Advertising Age, 1988, p.’12);

Conserver‘Marﬁeting

The Udell and Laczﬁﬁak modél (1981‘ suggests,,in 1ight

i

of increasing shortages in the future, that this will have '
an, "enormous impact on market’ F" Concepts such as
v"demarketing,? encouraging conservation and preservation,-
Ff%marketing" of substitute products or, materials, and

'\"ecological marketing,"'where emphasis will be placed on’ <jpgi;

e



o " Murray and Montanari'(1986)1propose_a view of
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productsd%eveloped from recycled materials which will become
increasingly commonplace (p 561);i - : n;r;;" aflrﬁt,f
ng.
. ) BERETR A o 0 o,
Flexible'Marketing D , o 4 L 7?'

"

This trend will emphasize technical developmenté and,
5 ;
innovations for the future, where new products, appliances
o

and production pnocesses will emerge based on a new range of

-J

’ .. (3\

technologies Examples are the electronic micro chip,

"nuclear fissﬂon and other new energy sources (p 565).

: . ,> .
. y i 1_»;/ . A4

Antfaipatory Marketing‘ * -j,:_qf

Here Udell and Laczniak (1981) suggests, because of the>

"increasing frequency of change expected in the: external

3 1

'.marketing environment,,that improved long-range planning,'a,
.change- oriented management approach, and integrated

~marketing management practices will become necessary

7

Scanning and mon&toring the environmental horizons should

?fbecome regular marketing activities, and marketing is highly

‘suited to this type of activify (pp 565 566)

N

T 8

A Marketing Approach to Responsibility Malketing (MARM)

o
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corporatefsocia '"%spOnsibility as- a "product,"”which is
a rathep novel B :Fretatioﬂ of modern trends and the
marketing concept' uMhey put forward a model, referred to as.
Marketing Approach to Respon51b111ty Marketing (MARM), which
vconceptuallzes the exchange process between a business,
soc1ety and a company S publics. According to the MARM
view,. socially respon51ble issues and concepts can be
treated as leg1t1mate socially negponsible "product markets"
u51ng the marketing mix variables, especially if a company

- can be said to receive its legitimizatigﬁ and ultimate
l’

authorlty to function from society (pp 821-824).

The' MARM approach embodies a "dynamic view of social {
;reality" 'which pinp01nts issues pertinent to marketing s
~external exchange relationships, similar in respect to . |
'Nickels "social view" of marketing (Nickels, 1978, p. 519),

and Sweeneyﬁ(1972),,who‘says:

e social responsibility is not an
obligation imposed on marketing, but an
-inherent aspect of the nature of marketing:
not a rationalization for marketing activity,
but. a reason for marketing activity (pp
3-10).

According torMurray and Montanari (1986), local
governments need to be responsive to their environmentspor
how new officials are empowered; school boards must govern

- v ' \
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w.th regard to the greater soc1al environment- and

health -care institutions must incorporate” the inte ts of
their spec1fic social&énv1ronment w1th marketing pr tices.

" A firm must, therefore,;actively seek societal support,
flrst by identifying the various problems of the company,
and then Yy addressing the 1mportant social morallty needs.
by utilizing marketing s four P's (product, price, place or
distribution, and promotion). Some highlights of the MARM
model:.

O

1. - The nature of a corporate social. respon51b111ty
marketing program can only be determined after the
relevant social interest or‘pressure‘groups have been

* identified, together with their social expectations;

2: The marketing model used must 1nclude an
'identification of the relevant soc1etal issues,

Y

called "content, " confronting a firm and also the

specific sequence of events, or the "process," for

applying the model.

3. Social responsibility activities shbuld be made
accountable to the marketing department of a company,
vand not to staff departments as usually is the case,

thus giving it a marketing orientation, ‘the reéason
3

o



69

being that the type ‘of routine environmental data

collectlon by typical marketing departments make them

the 1og1ca1 ch01ce (pp 815—827).

The Murray and Montanari (MARM)'model in Figure 3 may

prove a useful framework ‘for combining contextual aSpects*

-

(the content) with application (the process) The authors

ma1nta1n that this is seldom recognized (p. 815):

~

Figure 3

THE MURRAY AND MONTANARI (MARM) MODEL OR FRAMEWORK

¢ - control
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social activitiesi “public(s) impact
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Market1ng = —implementation ‘.’f"
orientation® | ‘ ‘

Adapted grom Murray‘and Montanari (1986), Fig. 1, p. 822.

e
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'Kotler's Megamarketing concept

The 1980° s, accordlng to Kotler (1986), has : seen
:_marketing entering an entirely new phase where an expan51on
or a broadening of marketing skllls beyond the four P's of
marketing (product, price, place/distribution, and o
promotion) will become necessary The author qus a
"megamarketing stage" to the existing understandlng of the . -

¢

marketing concept because he feels that successful market
Ientry will largely depend on the ab111ty to obtaln approval
from outside interest‘groups or. parties. ThlS thought, 1t _v

' will be recalled, was also voiced by Dawson (1980) earlier

.in this study Kotler (1986) ‘suggests that entrance to a

. market- place is often blocked by what he calls a "huge

‘gate,' and that to be successful 1n getting past th1s gate
means either finding the right key or by blast1ﬁg‘1t open
-Examples used by the author are, for example, the Concorde s
problems with obtaining landing righgs because of ant1—no1selr
opposition groups, General Electric's problems with unions,..yu
'legislators and other affected partles because of their )

yrecent attempt at factory robotiZation, and IBM and Coca—

Cola‘'s battle to stay on in India in spite of. politlcal

"*opposition in that country These "gates," or "gatekeepers"

must also ‘be identified and to do this will requ1re
. considerable political,-as well as public relations skills,
in addition to general market1ng and economic skills

'(pp 117—120)a' Garrett (1987), is of the opthion that
. i .,{’z{' N . .
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marketers "have neglected marketing pollcy boycotts as

'relevant env1ronmenta1 forces,' and that, as a result, .o
they may respond 1nappr0pr1ately when faced with a* boycot?j
and damage thelr organization" (pp ’48 49). He charges that"

. although marketlng stra,',_

.'ts_maintain.that enVironmental
management iS‘a'crit*‘ 1ttle attention is usually
given to how exactly ‘g o could effectively be dealt'

with (p.146) Dawson' "suggests that a, marketing

9
concept that v1ews the customer as the center of the.
universe, wlthout recognizing and}dealihg with ". .. a

formidable array of health advocates, nutritionists,

environmentalists, consumerists,.politicians, religibus‘
. ) . - - . . ,‘& A- \

_leaders,“and'others . . ".is as sound as ". . . Ptolemy's
'yersion of the heavens. . . " (pp. 75- 76) Farmer and Hogue
(1985) present a taxonomy vhich lists the following _ E”‘

"pressure groups" as affecting firms or forcing them to
'.change : managers, employees, stockholders, creditors, the
.trade, consumers,‘governments, suppliers, and the public (p
'viZi, Kotler (1981) presents the . "major publics of ‘an ~
. rganization" as being the general public, local publics,
c1tizen action publics, government. publics, media publics
and financ1a1.publics (p. 50). In his megamarketing concept
Kotler (1986) lists the following interest groups or .

_parties legislators, government agencies,: political

parties, labor unions, banks, reform groups, churches,

-
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public intérest groups' and the‘general’public, an expansion

- of his‘1981 model' 'Garrett (1987) ‘suggests that this is an

area that has been neglected -and usually recelves 11ttle

attention {p. -46) . Kotler.(1986) in outlining’hls

- negamarketing concept suggests that" modern market1ng must ‘'go

s

<

beycnd the normal markeﬁﬂag exchange ‘process. Too much time
2, e o

is spent on analyzing‘ﬁhe preferences and percelved

satisfactions of target markets, when 1t i not always the
sq® .

target ‘market that is?the problem - This, it may be.

;
recalled, was also Dawson s contention (1980, pp '75-76).
. . .C , . o

o

R

In addition te marketing-knowledge and economlc skills,
which must still be utilized, megamarketing calls for
additional skills, especiagly those of political science and
public relations The r&%&on for thls )s that 1t is. . ..

RS
important to understand not Just who these possible. part1es

or interest groups are, but 1t 1s also necesSar to know the

power structures involved and what processes are needed to

’ gain their support or to influence thgm.ln such a way as not»v

“_‘to block the efforts of the- cbmpany Thetefore, in add1t1on-ﬁ

8
-

':,to the traditional\four P's of marketlng (product, pricet'

\ ~ &

place or distributionqand promotione .Kotler (1986) suggests

the addition of\ ﬂbwgr" and publi& relatlons“" Another

A area that needs to be re examined, accordlng to Kotler, is

the non- controllable marketing m1x Too much empha51s has

Bﬁen pl%ced on the non- controllabllity of env1ronmental
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1{actors in the marketing mix when, if "power" and gubiic'

relations" is taken into account in the planning and the

'ana1y51s, these factors are not always beyond the realm of

being 1nf1uenced Kotler agrees that his

megamarketing concept may not prove too popular and may even

make marketers uncomfortable, but that it is this -type of.

‘"innocence" which overlooks or fails to underd‘and things

"~ for differential advantagetlﬂ

\,

such as "tough bargaining, side payments and other features
that not pathological, but grow out of ‘the unending searcha

v
v

.ﬁjf« Kotler s reference to "gates" or “gatekeepers" and

. ';k: @ -

,: le problems with knowing how to deal with situations

1s somewhat 51milar to the types of comnunication and

LY

perceptlon barriers encountered in the field of business

communications. <On the subject of basic communicatiohs I
a3

theory, 1nvolving the sending and interpreting of mesbages

;between two parties<n:5pre, Bo&%e and Thill (1986) cover

.~‘\ -.

-this extensively in: their book Business Communication Today,

N . -

4 i

“They say that . K ‘3_, - o

Geo business communication is especialLy

~ .prone to.misunderstandings, ‘because the

.+ -, ° message ‘'is complex, ‘conditions are difficult,
. .-~ ..and psychological and social differences
S often separate sender and receiver (p 433)
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, To overcome these type ogﬁba51c communication barr1ers
effective communication skills ‘and abilities are needed
ﬁ‘~ eespecially the problem\%f bridging the "gulf"‘that may exist

: between a company and its various audiences In order for

LS
prOper and meaningful communication to take ‘place Wlth an

.'6’ ﬂ' )

_ audiencedor group who- may have a different reference frame,
‘not only does it require establishing credibility, but alsoe -
an upderstanding of the-real or perceived needs and .
reactions, according to Bovee and'Thill (1986) The actual
transmission of communications .and 1ntended meanings may.,

*’»also be hindered by what they call'"message processors" br)

"gatekeepers,".who may possibﬁy even distort the message

which will then be effectively blocked (p. 39).EThere seemsu

‘to be a fair degree of similarity between ‘Bovée and Thill's

'communications theory and the gatekeepers identified,in

JKothr 8 megamarketing concept (1986),,as #éli as the ;

'ginterest grodps and issues Ln Murray and Montanari s MARM

H

concept (1986) R . R . :
: L . ' ' : . ] :

CommunicatiOn theory and the communication process 1s

‘common “to. many marketing tex%;:also, among them Promggignal_-

-

Galper (4986), used 1n the

o g

' Managemen by Govoni, Eng, ag\
NAIT marketi///program course offering Their basic

L]
:

,\

'communication model, similar to Bovee and Thlll'S (1986), is.
‘ dealt witg,extensively in Chaper three, but the empha51s is
.on the consumer as the recipient of the intended message

‘No mention 1s made ‘of the type of ° "gates" or'"gatekeepers"

=



‘referredjto<by Kotler (1986) or the-relevant’social

a4 .

interest, pressure ‘groups and social expectations identified

by Murray and Montanari (1986) Klapp (1978) ‘in Opening and

C1051gg, whlch deals w1th opening and closing communications:i
ftheory and strategies of information: adaptation in society,‘
ipresents an 1nterest1ng 1nterpretation of this process
”Klapp suggests that "movementsf such as environmentalism,
the limits to growth thinking, recycling ‘and the "small is
Abeautlful" concept, spells out the fact that unrestricted,‘
‘uncritical growth in soc1ety has come - to an end Klapp L

. 4 'well'asvother‘ccherns.similarfto the

ier inithis study, as "the crisis of

'.soc1a1 n01se" and that it is not until the meaning of this

: 1s fully comprehended that the understanding of the

.. 3
‘communlcations pro&;ss w;ll be changed s A

. ' (ot it will, explain how clutter in the

6nment,‘ iv1ng rise to noise in
_.commu cation, initurn giving rise to

. fon in the mind . . . contributes
tb thé ‘meaning gap . ... ‘and . . rﬁ
. . . ulti ately a crisis of meaning (pp 9210 ).

This somewhat,analogous vienpoint takes on added

qeaning,*however, when Klapp (1978) suggests that we.will

| vnot fully understand the predicament of sociegy, and

! 3.presumeab1y how 0. respond\\o it, untir 1t is

i fully recogn1zed that effective communication and social,

noise are basically intertwined (p ll) ~From a marketing

,‘..
i

"educationfpo1n Yiew, and in 11ght of the’@&nsiderations

Y
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put forward<by several authors»consulted for this study,

T tradltionally held concepts and be11efs. .Thed

T

’

.transitions and changes of a rap1dly chang1ng soc1ety, as i

.'these bhanges are not always reflected 1n normat1ve

:such as Dawson, Kotler, Murray and Montanar1 et al, thlS m:;

take on special meaning. L o : L N
: L R " ‘ ' \\
Summary . ‘ : . “\

.

In this chapter thehliterature relating to the trends;

~~ 3

well as the corresponding and mlrrored changes 1n the

_practice and study of marketing were ‘examined. Generally,
the literature indicates that |

markéting'is‘in for some dramatic'cﬁﬁnges, and that

1

~marketing education or practlces whlch tend to c11ng i -

»
A

,'1iterature . seems to suggest that in ordelbfor marketing not .

'*to become redundant that the everyday reallties and needs of . -

a betteﬁ educated and 1nformed society must be taken 1nto_

.v .

'consideration, and that the mar*etlng curr1culum should also

-

FRERN

"refl%st tﬂese‘chixges (;;\.i‘ _;:[ ,,'. y ;fﬁmﬁ.v';

s S . o
- K - . .
-~ l

R ar .‘\‘ ' } . ¢ , ’..\‘.u . L \_“1\-.‘, o

"New Qatural1sm,"‘"New Age,t-"Susta1nable Earth »"'f‘f
' > " - . ."' . y .E.., ’
Society,“°and "symb1051s of man and nature,' are some of the

2] . \ Y . : 0

terms used by sources 1n thls chapter, such as Harman

(1979), Miller and Armstrong (1982),.and Masuda (1981), who

'outlined some of the needed perceptlons 1n order to. meet the‘h

'”social challenges of tomorrow's new world of" finlte'

. LIt
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resources and new value systems. Valaskakis (1981)
presented a Conserver Soc1ety paradigm, and his three
hOllSth optbons vere examined; 1n addltlon to views
expressed by other literary sources. such as, Commoner (1968)

o . A,«»-“ /'*

macher ‘t (1984) on some: of the problems facing

..'\ . 0 ’ . ot - . \ . /,>
. - . . . Cw ) /

& ' : ! . 2

Reserve,‘Yankelovlch and Langer, wereé 1ater examined, in

@

- addition to the neo- trad1t10na1 trends and values- they think

“w e

¥

-

soc1ety is ev01V1ng towar%ﬁ Zikmund and D' Amico (1984), it

-1 O

.was noted, suggests that it arket1ng is also reflectlng
@ J

these 1arger soc;etal changes, 1t must’be guided by ‘a

respect for- soc1ety and a w1111ngness to follow its

suggesnmphs,»or accept being corrected by an increasingly

S R -

wellminformed soc1ety The emerglng trends, concerns and

new values related by Borts (1975), will alter former .

, approaches to marketlng'which as-a fiEld,‘will neveribe the

w

'ﬂ‘same again. NickelS'(1978) suggeStions that these changes

T

i f REELS

'are“"ebident" are’ supported, 1n part, by the 1imited review,'

of sampleiheadllnes from the Edmonton paper,(the Edmonton_,_“h

Journal, which were also examfhed This was followed by a’

look at the tran51t10ns, process, role and evolution of

A marketing, from uts early JBSO'S stage to the presegt calls

r
for whole scale change. Thls call for change was also noted

4

by Dawson (1980) who 1evels several criticisms against

»
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-

. 9 C v . ‘
‘traditional approaches to marketing, including the marketing

I

' concept and the marketing mix which, he says, is unable tol
respond to the phenomena and real1ties of everyday 11fe 1n
today s - soc1ety Dawson 4s equally critical about |
traditlonal approaches found in marketlng textbooks as well,
it would-seem, 1n‘post-secondary educatlon and current
’ buSiness_practices where'traditional practlces and'belief5“
'seem to be tenaciously'clung to, in‘spitepof th% need for a
~whole nes philosophy'or outlook to meet the essentially
A‘non-materlal and societal»needs of'tomorrow. ‘A partlal
reflection of Dawson's views are found:in'the.societal and
. R , ,
| s&stems orientatib:s proposed by Nickels (1978 alsod
The Udell and Laczn1ak (1981),mpdel presented and

'examined in some detall, prov1des a useful summary of future

P

trends and the external non- controllable varlables or forces"

[

'of the macro marketlng env1ronment. The séVen levels of the

«

,modelrwere:' socially respon31ble or ethfcal market1ng,

v

“?constrained marketing, value—or1ented market1

"g broadened
-marketing,hconservervmarketing,}flexible marketlng, and
;anticipatory marketing Varlous examples from related
'literature were v1ewed aiongside the stages o; thlS model.

‘,This was followed by Murray and Montanar1 g (1986) MARM v1ew

'f._of corporaé‘}issues and concepts as leg;tlmate "product

;markets,"u51nggthe market1ng;m1x‘var1ables. In addltion to

RNy : _ ; ST L B
‘a summary 'of steps.needed to .apply the model, the,MARM_



Vapproach also sugge%ted that these type of actiVLties are”

ff_better sulted to the marketlng than to the. staff departments;

A

: of a company Another somewhat novel concept found ih the o

‘:research 11terature and examined 1n this chapter is Kotler s

L

i L
Megamarketlng concept Here a new phase or paradigm beyond"_-

\

”‘ffthe tradltlonal conflnes of marketlng s four P's is 1ooked
“;at espec1ally the notlon that if marketing 1s to respond to,
7’_ex1st1ng rea11t1es then a departure .from pure

vconsumer orlentatlon is necessary The four ‘P's must also

1nc1ude "gatekeepers",or special’ 1nterest groups in society,

.»w1thout whose support the company w1ll not be able to

successfully conduct 1ts m\:ggt1§¥ The two additional P S

'suggested by Kotler are the skllls ‘6f polltical science and

" public relatlons B
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‘ﬂ*Chapter 3

ot

'REVIEW OF THE POST-SECONDARY

- Earlier, reference was made .to a Canadian government.
. . . . . - N . 4

disCUssion'paper'(EdmontOn Journal,_1988

ve

which

suggested that merely understandlng the "prob besettimd

P

society is not enough The suggestions from Ly Bnadian

living, 1ncluding suggestlons for add1t10nal env1ronmental
studies, to rev1sed“§chool curricula to maklng students more
av/ke of the environm;ital 1mpact of all our . collective
actions. l This Canadian government view is also echoed by
John Stgsakgzre31dent and Chief Executive Officer of Gulf
Canada Ltd., (1984), when he: suggests that 1f Canada, as a
nation, 1s to successfully compete in what he: refers 'Afas_
the "global village, _then far more 1nterest must be: placedi
in our educational system. Th1s calls for a higKZr pla1n
and degree of profe581onalism than h1therto. There would
have :L be, he says, much more emphas1s also on " aspects such’
as integrity of self, of society and others, and ecumenical,
humane, humanitarian, respon51ble, part1c1pat1ve dec151on—

-

making between government, manhfacturers, management, ;Nwé_
employees and the general public -= something which, 1n S
| ! - .A; _'_ L ‘fﬁf_
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'other words, would be good and bedeficial for everyom?
'. "‘. L) -
.»bearing 1n mind the global 51tuations 'ﬁﬂg ‘ .

In keeping'with St-oikn"f (1984) v1ews, Faunce (1981) in

Problems of an Industrial Society, and Bdll (1978) and Beach

and Gedeon et al (1974) agree -that ‘a new and professional
type of worker is emerging, and that renewea emphasis will
have to be placed on work ethics, values, “and attitudes in
the new Information Age “If this be so, then Faunce (1981)
is perhaps right when he suggests that educators should
gperhaps not just be preparing ‘and training people for
"work,' but for "lifestyles" that reflect the changes of a‘
'soc1etv entering a new paradigm in thinking and perception

i -

,';From an educataonal point of view there is the basic

- v
Y .

‘assumption, according to Beach and Gedeon (1978), that

"affective attitudes and habits" will automatically develop
during the acquisit Qn of technical and cognitive knowledge
== a belief, they maintain, is held by many educators .':.«

v

'These authors feel that positive values, habits and

‘ui'attitudes‘han only be brought about by deliberate and.

fpurposeful‘teaching and training programs It is reasonable'

- -ll

jto assume that the same would apply in order to make
<marketing students at NAIT more aware of the heightened "
'soc1etal expectations, trends and issues in the field of
"marketing and the external controlling forces ‘ In the
preface to their book on Marketing Ethics,-Laczniak and
_‘Murphy (1985) talk about ‘the Jesuit purpose in professional

'-education as being
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'marketing te

;implemen

32

- . to train men and women of both
competence and conscience . . . by
‘awakening in our students the sense

.-0f values to be honored and principles’
to be adhered to . . . we can carry out
the mission to 1nfluence society (p x1)(.>

s
'"Although there is a definive need for the
concepts in theoret1ca1 knowledge in marketing,' they go on
to say that, "its practice can only be 'self actualized"
when it is also tempered with the concern for the prlnc:ples.'
of justice‘and ethics“ (pt xij. The. authors,vreferring to

an earlier ‘study. by them, oome to the conclu51on that most .v

. _nd to be fairly general rather than

specific i : tu F— in other words, there is more of an

7emphasis on theor than there is on application‘and

.ition. Laczniak and Murphy (1985) also claim that

some authors stop short at "thumbnail ethical max1ms,,~and

-that the whole area becomes very difficult to teach as the

"existing frameworks for ana1y21ng the topics%pre too |

'»simplistic and lack theoretical r1gor" (pp. 9- lb) Their

'_own view is that there is signiflcant value to thlS area in
functional business courses and must, therefore, be

_included Epstein and Votaw (1978) are somewhat more

orceful about the importance of teachlng th1s area 1n
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- have an obligation to their students
ke, to stay in the forefront of knowledge and .an
S obligation to the community as a whole to be
“the leaders, not the followers, in matters
having” to do with management training; norms
and standards of management behavior;  aware-
ness of social trends and forces;. changing
» values, attitudes, and ideologies- and
gg, " innovations in organiza¥ions and management
Wt techniques (p. '182).

. Dawscnlézlgsb).obviously feels that the "radically new
framework of thought concerning the natu;e and role of
marketlng 1n soc1ety" is not reflected in normative
theor1es, laws, and generallzationi found in the textbooks
., used at post secondary institutioﬂy, or in the beliefs |
fam111ar to academicians and practitioners alike (p 73).
Perhaps one would be more 1nclined to dismiss this i ' "f
partlcular view, 1f it were not ’for the fact that Leslie

: Dawson is now a professor of marketing at the University of
Lowell, Massachusetts. He is also the author of several

(artlcles and conducts marketing seminars for businessv

L4 -

managers in Europe and South America

Accordlng to Nickels (1978) very little space is devoted“
to the future of marketing in most marketing texts, although
there is much evidence that, espec1a11y in business and e

government, there is a growing awareness and consideratidn

"‘ for long range plans (p. 518). Nickels feels that the
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onus is on educators and marketers to demonstrate the

.benefits of a new marketing philosophy, and to correct its

poor image with tQﬁ public (p 65).

Dawson (1980), in discussing the problems of the

traditional matketing concept so widely used, feels that

- marketers are guilty of practising a "scientific method"

which does not relate toqthe realities and phenomena of

mwf

'everyday life The problem is apparent in most textbooks

3

used at post secondary institutions, and is equally adhered

to by academicians and practitioners alike, without
recognizing that it is not the consumer "who is the problem
but special interest groups to whom very little attehtion
is paia. Kotler (1986) calls for additional skills which

would be needed if his “megamarketing concept" wvere to be_

.taken into consideratlon, namely, ‘the skills of political

science and public relations (pp 9-11).

~ Donald Mulvihill (1971) puts it this way:

.. too often colleges of business are
accused of teaching how it has been, not even
how ‘it is, and it is said that students ]

y Should be taught how it may be in the
future . . . companies. . . . are attempting
to add. to their staff. young men ‘and women who
will be ‘capable of dealing with the prpblems
wvhich will occur twenty to thirty years from

. now (p 16) -

L A :

L.
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Udel1 and-Laczniak.(198l) suggests that until.some
vsanctioning organization, such as the American Marketing
éfClatlon (also represented in Alberta),ispecifies the
- minimum requ1rements and standards of entry into marketing,
”th t it may not be correct to‘&abel anyone a "marketing

profe531onal. Certlfication has been present in other

¥ .
profe551ons such as in law, medicine, and acCounting, and

Udell and Laczniak. wonder- whether it may not also happen in

z

v'Tralning and. education are two topics clearly or, at least,

closely‘related. While "training" implies “the learning of
SklllS primarily for the purpose of earning a living,
i"education"iimplies the more broadly based apbroach designed

to help people understand the needs and the new culture

s

“brought about in the new post- industrial Information

Society In becoming more aware, perhaps through a revlsed‘

"and- updated curriculum ‘which reflects the. changes taking

place in marketing, NAIT students may be better prepared and
equipped to meet the needs of the market place --.not only
in an age of increasing professionalism and higher values,
but in a new era which heralds considerable changes in the

rmarketing process and 1ts overall application.

Erog ‘
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 Brief examination-of courSe’offerinQS'in marketing
. . . P L2 . l. ' - ) O "\ * “s - o ' “‘ . .
! N

At the Univer51ty of Alberta, Faculty of Business,-the

follow1ng course outllnes may indicate the-broad subject"i

FUR o ‘ : o
areas covered T v T e

Fundamentals-of Marketing- The course content focuses ”

‘ attention on the marketplace and the marketing environment
on strategic and tactlcal marketing decisLon making DThe i
macro toplcs 1nclude the marketing concept, buyer behavior,.
mdrket segmentation and‘measurement. marketing research, and
marketing planning and budgeting ( The strategic and

‘Ttactical decisib‘b of the marketing mix (product, pricing,:

a‘dlstrlbution and communications policy decisions) EQe also

-

covered. The course outline indicates that the emphasis is

on marketing analy51s and the process of marketing decision

»gmaking,'and that. little time will be devoted to descriptions

of marketing s’ 1nstitutional arrangements Such descriptivefw'

ﬁmterial,)accsrding to the outline, is contained in assigned‘
reading material. The obJectives of this fundamentalsygga
course are to enhance the student's ability to 1) appraise"
~marketing problems in’ terms of organizational decision 1A |
variables, 2) evéﬁuate marketing decision alternatives using
-jreasonable conceptual frameworks, and 3) select feasible
marketing decision alternatives in accordance with
organizational~objectives (University'of_Albertaj kinter,

1988, pp. 1-7). - - ) L
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Mgrketing Managegen An ob;ectives outline vas not

available, bu6 the course outliné‘lists the following

g

subjechs on a‘week by’ wegk basis- 1) Marketing Management

and the Evolution of Stratégic Planning, 2) " Marketing
Management and its Relationship to Strategic Planning A whatv'
is marketing and why is it important to an organization,
what is the "marketing cohcept"aand the "societal marketing

| concept;" why these two concepts are important to an

organization and how they can affect planning,- how to

manage the: marketing management process, and why the task is _f.f

‘ &
difficult the organization of business, the to&al product K

' concept, 3) the marketing,miisE strategic marketing model; 4)

the link between corporate and marketing strategy, 5)
marketing management tools and concepts, matrix structures;.“

| 6) marketing based models that ‘aid in strategy development

7)A‘strategic marketing,analysis, 8) - the 1inkage process,
N . K )

9) models that aid in strdtegic planning, 10) demand
analysis. marketing research,f ll)evaluation and |

implementation issues; micro games, 12)~the process of'

strategic marketing management. No other details are '
SEE N
'obtainable at the time. of writing (University of. Alberta,‘

/
/

Marketing Management Term 11, 1987 1988)

Marketing_golicies and Problems* The purpose of’this

13
course, according to material obtained from the University
of Alberta, is to provide an- introduction to the problems

encountered in the creation, refinement and market

&~ “
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introduction of new.productSvand services The course,

'accordingly, is.divided into three major ‘topic are s."a)‘
market;opportunity analysfs;' 2)‘ new product>dev:1opment:
-and,BQi management of market entry (University of Alberta,
=.Marketing Policies and Problems, 1957, pp 1 4)

.
o

o,

a

Grant'MacEian~Community:Collegé C ; ' e
. o R '_‘. ~ - " »

S BTSN )
L N K v

The,description of ‘the: introductory course in Marketing

vlS as followswf marketing is universally applicable'-- to

manufacturers, retailers, service organizations, C Q
,_1nstitutions, performing arts groups - the list is endlesss

.‘Students enrqllsd in this course will learn“the prineiples

7
underlying the marketing process and the influences onﬂ =

,management and zonsumer decisions. An understanding of
‘these concepts will aid the student in the development of

analytical skills necessary for decision making he

\

material will be presented in 1ectures, discussion of

I3

current topics, cases and student preSentations °Thew_yf o
.topical outline lists the following subject areas. social‘
‘foundations of marketing, the marketing management process,

&

‘marketing research and information systdﬁ&asthe marketing
o

J'u L

environment, consumer markets and consumer behavior, ‘the' f-
industrial market- market segmentation,;atarget markets and o

Pl

<positioning, designing products, brands, packaging and

services; new product development and product liﬁe-éycle~i
Sl ' . X : El ‘ <7 .

3 : ’ ;
’ Doy 3



}strategies;? pricing obJectives and polic1es, pricing

1

ugéfétegies; communications and promotion strategy,

”adVertising, sales, promotions and publicity,_ distribution

-

_‘channels, retaiking and wholesaling,‘ strategy plA nning

ifand control (Grant MacEwan, Marketing, Winter,,1988)

. .'ﬂ
A

hmarketing management In business, it is felt, students

. ﬁAIT Marketing. course offerings

The NAIT marketing management program offers a two- year'

certificgte and ~enrols approx1mately 120-130 students_
’annually . According to the NAIT 1987 1988 calendar, thef:

f'objective of this program is to prepare students for the

world of business with comprehensive knowledge of the

functions of business and with major emphas1s in applied

will be called ‘on to make ‘decisions in terms of

goal setting. policies and programs, and conducting theA

overall business activities of a company MaJor tasks would

Q.

;be to translate consumer wants and needs into profitable
products and services a company is capable of producing, to

develop markets for these products, including the ‘means of

distribution. The program tralns students for entry level

”marketing ~ consumer- oriented positions, such as product'

management, purchasing, merchandising, profe551onal selling,

advertising, public relations, research and\Jmall bu51ness

ownership,"'
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A

; Introduction to Marketing‘ ThlS is a 65 hour course

designed to provide the student with an appreciation'» c
o f\?" . .; :.‘: .
'\,ffor the Marketing function in business, a d how Lt _ d-iVQ

J"zinterrelates with the other business functions ‘ The Studentﬁgi:

-wlll be able to analyze and recognize the markétingh_.» R

n"dstrategles uSed by businesses, and be able to suggest
_[alternate strategies to serve target markets and achieve ’

_business objectivesro Through the use. of, exercLses and case

"-;studies the student will be able to practice application of'

ty e

"nthe marketing theories presented in class and in the

Y R

textbooks used. Topics covered on,a week B;MMeek basisf,

'”what is business, enterprise and government factors of

Y.

K}

‘ production, productivity, development of the Canadian o

>

‘?economy,_ the study of business ? the organization of

ﬂbusiness - functional areas and how they interrelate,

production, finance and marketing,; the marketing process i
,»what is marketing,?:marketing management phélosophies, |
iconcept ‘of utility, the marketing mix,"forces in the

}‘ microenvironment,i the marketing information system,; thef
fmarketing research process,' consumer markets and cqnsumer

' obuyer behavior e buyer decision processes, buyerf
_characteristics such as cultural, social, personal,?

- psychological,n the industrial market'f market segmentation,

‘.targeting and positioning,- product strategy '7;"what is a

]ffproduct,‘product classifications, brand decisions, packaging

W'
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decisionsf’ customer service decisions,~ product line and
~

,mix, new product development and the product life cycle,

'pricing objectives and polic1es - priging obJectives,

determining demand, costing, selecting pricing methods v‘ \

rselecting the final prlce," pricfhg strategies, plac1ng

‘.products -- the nature of distribution channels, channel

=idesign decisions, channel management decisions,_physical

:distribution decisions, retailing, wholesaling,f promoting f'

'_-products'—- ste in developing effective communications,

setting the total promotion budget and mix,, advertising,

sales promotion and publicity,‘ personal selling --ﬁh :

_principles of salesmanship, types of salespersons,-,'7 ', ;‘,.H

3

-marketing and society -~ what are the social criticisms of

'marketing, regulations and parameters of marketing ethics

l_(NAIT, Introduction to Marketing, 1987 88, pp' 1-5),‘

™~
':Marketing‘Management?’ This is a 51 hour: course which

,1

3

fifocuses on middle management marketing decisions 8nd thef

”strategic planning process.‘ The application of marketing o

L tools, concepts and decision making processes is applied to

o

the management and development of specific market stra§:gies ,

within a dynamic environment The general obJectives

e

: this course is to enable students to gain a broader

understanding of the principles of marketing management, and

to develop an understanding of the marketing planning

.'function and importance of the strategic planning process

Accordingly, the major topics and hours allocated are as



, follows:_ corporate marketing,planning - 10 hours, situaeion

» .  J

©

analysis -9 hours,'marketing strategies and programs - 12
. ‘ A

dl,hours, and social issues ~ 3 hours (NAIT Marketing

Management,;1987 1988) vif"-’ »" g - . _-‘

- . . T -, . R . .

- )

7Marketing PoliCy- A 51-hour advanced course in marketing,

it is designed ‘to consolidate the previous marketing
material covered during the pasé two yearsvof study into.a
cohesive body - of knowledge through extensive use of
act1v1t1es)that 51mulate business conditions "In addition,
spec1fic management techniques will be discussed in regards
. to the’ effective implementation and contrdl of corporate |
»Earketing plans through policy development Major topics‘
i, | include the marketing plan, sales forecasting models,.:
-marketing program evaluation and review techniques,
”imarketing in action simulation exercise and, finally, a few
’lectures on ethics The course outline does not elaborate

v

further (NAIT Marketing Policy, 1987 1988) L ;‘r-.'

Mass‘Communications in Marketins\Ii‘pThe objec‘&ves of this'4
coursedis‘to*introduceitheﬁstuden s to the fieldfofdmOdern"
— mass communications in marketing, s ecifically aspit relates:;
1 to advertising, public relations, ublicity and sales
| promotionf ‘The course'serves as an introduction to modern
"‘ mass media.communications and promotion ”Itifocuses on them‘
| practlce and principles of advertising, public relations,

and sales promotion as an. integral part of the promotional

- mix.‘ The course also focuses on the fundamentals of mass .
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) -

v_communications and its various uses, ‘as well as

°

"‘lpsychological and “social implications of communications 1u

marketing 'Emphasis will be placed on viewing advert151ng,

- »

5pu§;ic relations, and sales promotion as tools torfromote,
nce and create an’ awareness of products, serv1ces and

ideas within the framework of modern marketing Although a
68 hour course only two to three 1ectures have been allocated
"to consumer criticisms, the - soc1al responsibillties of".
promotion and the legislative control process, promotional
‘concerns about the environment, sex stereotyping of women,
and’ concerns of advertising to children Further details,
without embarking on a detailed examination of textbooks,

are unavailable (NAIT Mass Communications in xarketing I,

,1988 1989) Mass Communications in Marketi ng II- Fifty percent

of the course is allocated to studenng developing a promotional
’ campaign for a company of their choice, and- where they are
. Yy FE
. expected to utilize the principles ‘and . theory learned in RO

other marketing courses Immensely popular, this course,

together with _pplied Topics in Mass Communications allows
'Lthe students to develop complete campaigns for Edmonton A
4businesses, with input from industry and based on thorough
i;research o: marketing opportunities in\the region The rest
gof the time in both of these courses is spent on. campaign
theory such a;_media considerations, planning and buying,_h
layout andtdesign, and writing for. public relations (NAIT,
Mass Communications in Marketing II, and Applied Topics in

Mass Communications, 1988 1989)
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An example of the applied approach used in the

marketing program at NAIT is the "Shining Bright" campaignA

'_done for Edmonton s Old Strathcona Foundation by students _;;_4”“

, Krista Rinas,(Mechthild Borsch Donna Jurgens and JaSminr.
T; Gerwien (1988) " For evaluation punposes for this study,_

'“elements of their reporﬂ'have been edited and reproduced
v(w1th ‘the perm1351on of the Old Strathcona Foundation, =
.Edmonton) and’ can be found in the Appendix to ‘this study

The student campaign is a- good example of the traditional v-'

approach used in marketing

. Since the "shining Bright" campaign by NAIT students
iRinas, Borséh Jurgens and Gerwien (1988), ‘the 01d |
'*Strathcona Foundation, Edmonton,,were approached and asked
to prov1de feed back for this study."After convening a
:fmeetlng of the d1rectors, a full review of their currenti'
231tuat10n was Carried out . of specific interest to this -
. study were the cons1derat10ns raised by Kotler (1986) and
Murray ‘and Montanari (1986) Accordingly, the Foundation
'agreed to examine their present marketing situation from

Kotler s megamarketing perspective (1986) and aqso from_the

... Murray and Montanari MARM concept (1986) A number of

_1ssues and 1nterest groups, including their relative .
relat1onsh1p to the Old Strathcona Foundation were
'1dent1fied, are have been included in this study to-

]

_illustrate how the traditional concept can be broadened.
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v ey

"groupshidentified by the Old Strathcona Foundation,j el

S . \ . \
din: ugust 1988, based on\the broadened or RN
expanded~v1éw of the traditional marketing concept

Issues: 'f"",~ '6;,; SRR W _ Co

Tewy PR P " } . -, N

g. Accessing Government grant\programs and

qualification procedures,.

B

2. Community and public perceptions if ‘and when the
Foundation opposes particular developments or use of
buildings in the area,,f ‘ ﬁ-‘

- . R - ; . : o .

_ Lo R i

.3., What will be the response to developrng a green
parks area on. Whyte Avenue, the ma1n street in old -

- - S _ ) o o e
;Strathcona; ' ' .

' 4.' How to develop an awareness of the Foundatlon,‘not
only to area residents h%t also the entire c1ty,
-'5 How to promote the Foundation to potentlal

g volunteers and the forming of ‘a volunteer roster,

T

' 6,_ How to promote the foundation to corporate sponsors
in order to raise donations for ongoing prOJeCtS and

eventual self sufficiency of. the Foundation,



’, ; 'i“, ['..‘ L, t. | |
* 7. ‘How to prov1de events’fithin“the Old Strathcona
area- that woulad" be easily understood and in turn covered by

both local and»regional medla,
8. . How should the Foundatlon promote its ideals and
goals in a- phy51cal presence through its building

improvement program, use of vacant storefront window space

~ and so on?

“;L9.’ What investment opportunities exist for the

'S

Q'Foundation, given its 1imited resources¢

.165 What other outside interest groups would impact on :

B the Old Strathcona Foundation, such as the role o!lmedia inA
mdistributing information about the Foundation anthhe events‘

‘1t Sponsors, or the perception of "major draws » by sponsors,.‘

to name a few. . S fvlf

"j I _’rp -‘.
v . ) - - “ . | . o 5
The fofiowing interest groups and %heir relationship to

'»the oid Strathcona Foundation were also identifiedrf

4

Interest group = = - Relationship to the Foundation

lEdmonton Historical _ Networks with the Foundat{ion

tTelephone Museum



~v01d7Strathcona‘Model'éhd |

‘Tqy*Museum -
C & E Station (Jr. League)

' Edmonton Parks and

Recreation

J'Edmodton Transportation

 Department

b Edmonton .Landtng House
Trail Rides

T
'The Princess Theatre

J

Strathcona Farmers Market -

96 K-Lite (CKRA) FM radio

- Drummond Brewery, =

Edmonton

‘Local businesses ’

. 016 s£ra€ﬁcha Library”"

Foundation ‘events

 Sponsor of events n‘\\

97

- Networks wiﬁh';hé.qundatioﬂj‘

-

Networks_ﬁith the‘FOﬁndation

Pro#ides equipmgnt;to,

beVides eéuipmeht - .

; - R
Con .
s

‘Networks with the Foundation.

 ‘Ownéd by the»Fqundation

'
1

fSpohsbred by the Fourdation

«_\A.

“ S ‘_.A, B .

Commercial sponsor

Provides support and prizes

for events
D

Provides historical\ focus

N,
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.

"SOuth EdmontonBBusiQess

A

o : o
-wBusiness ®ssociation
o . | B

Y

- 01d Stradthcona Village

'-MerchantsﬂAssocié%ion

g

- THe Chinook Theatre

Strathcorja Square

s

£

T.

“Edmomton Attractions
Committee -
The Fringe

. The Cosmopolitan ’

™

'ThépWalterdale"Theatre

‘The ‘1ocal Community League

- .

éaimjpairies Ltd.,

~

-

BuSinesstrbup for entire
‘South of Edmonton

N

Businéss Association and

merchant group responsible ‘ ;
for sidewalks shles

o T

‘Former site of 'Post Office'

and provides attractlon

e

A . . ) . \'gh“:_' . ) )
Networks with other‘at;raétions
bin the city through Edmonton
Tourism LT R f f;V

A 1ocal theatre festi?ﬁl group

. within Old Strathcona
Musical spoietyv cooe
clety .

Provides cuiturol_support'

'ProVidéspcultural support

' Méjor,éponsor‘pf‘eVents



"_Resourées Foundation -

J S

. and Building Departmenﬁ. 2
. . . M r

< .

EEE L
I

)

Alberta Historical 'Involved;withhthe-Foundation

; F—

- . . - . i ’ -

City of Edmonton Planning - *- Works with the Foundation

Seniors' Craft Soc1ety of

N . =
Alberta i

SCona'Seniors"Drop—in-Center,‘ S L

- N

Edmonton Board of Health
' . . . N o . .
o | C e R T '
- Edmonton Chamber of Commerce .
. . o . ' .. r - :\ . -m,;,f

Glancing at the 1ist of‘issues, interestjﬁroups and

'their relationships to the Foundat1on, 1t is fa1rly easy to

'see that a broadened approach which would also not Just

99

include these groups but address them spec1f1ca11y w111 be

of immense benefit to the Foundat1on s act1v1t1es._ Not

taking them into ‘account would, accordlng to the Kotler

(1986) and Murray and Montana: . (1986) v1ew result in -~ -

blocked or seriously hampered marketlng efforts.

oo
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This'chapter examined the literature findings on'the‘
‘need for a futures oniented marketing curriculum, followed -
' by a short review of marketing course offerings from the
Un1yers1ty of Alberta, Grant MacEwanACommunity'College and
NAIT, all in Edmonton, Alberta The objectives of the NAIE'
fmarketlng management program were also examined, in addition
to 1dent1fy1ng the middle and senior management tasks
,students would be called upon to make ’in business and for
1wh1ch they are being trained for at NAIT.

i,;nThe Mass-Communications and Applied’Topics‘in Mass
Communications~courSes; it was learned,aprOVide.students
" with the means;of-acquiring-hands—on experience with_
developlng promotional campa1gns for local Edmonton
bu51nesses and organlzatlons : One such campaigﬁhis the 01d
Strathcona Fougﬁation s "Shining Bright" campaign by NAIT
students Rinas, Borsch Jurgens and Gerwien (1988), which
.has been reproduced in the Appendix of this report (with the
express permission of the 01d Strathcona Foundation) The
Foundatlon agreed to examlne their present marketing
situation in the light of Kotler (1986) and Murray and
Montanari (1986) contepts, and the 1ssues, interest groups

and thelr relationships to *he Foundation are listed in this

chapter.’ . _?



. Chapter 4
AN OVERVIEW OF MAJOR TRENDS AND'HARKETING‘PHILOSOPHIEsr-

»

. - - - ) . oo . ," . - . X
~Although it may notibe‘entirely clear -what the'exact'-

"~ nature and changes 1n the role of marketlng w111 be," the\

¥ .
research undertaken for thlS study makes 1t qu1te clear that‘

“
definite changes .are tak1ng place -- some of them quite
vradical in nature. The ;earest approach to descrlblng the
changes now in process is to make a comparatlve summary or
overv1ew of the ma1n stages in the evolutlon of market1ng
‘Such a summary is found in F;gure 4. Among other-thlngs, it
illustrates the fact that although marketlng 1s undergo1ng'
fairly radical changes at present it would not appear to be
the f1;st t1me 1t has haépened W1th the advent of the B
fmarketing conCept in the 1950 's there was an almost total
reversal of the whole thrust and orlentatlon of marketlng,

+

-to what it had been prev1ously : Unt11 then the 1dea was to:
fproduce a product first, without spec1f1c regard to consumer B
‘needs, and then go out and sell 1t to 1mpress1onab1e

customers while;supplies lasted. et
Learning by its mlstakes, however, companles began-‘

to realize that products had to be“ﬂ’glgned and

manufgctnred to meet the spec1flc or . 1mp11ed needs and wants



,of a discriminating and demanding consumer.'The previous
»'gell whatever you produce" approach was obviously Z‘N

1nadequate ‘and 1ncapable of meeting these type of needs, and

i the marketing concept was introduced in the mid 1950's

)

centered squarely on what the consumer wanted yMarketing {f

,-became much. more sophisticated &'The economy expanded and
< ¢ . KL
”bus1nesses u51ng ‘the marketing concept prospered The new

e -

onientation was a radlcal departure from previous methods of f_;
»marketing, but 1t was hlghly successful. It'was these:
'Achanges in the marketlng practices in the mid 1950 s which"?.m
_made marketing what it is today, w1th its . marketing mix

pr1nc1ple of product, price, place/distribution?’i\ina
’ .
promotlon -— out of that which had until then essentially

‘fbeen a sales and seller orientatlon

| ﬁi,,*f

It would be fair to say that throughout these

gk -

transitions or changes that the emphasis has p imarily been

. on either. production or consumption,,vearlier it was’ | ,$?'7
consumption based on what the producer wanted to sell and»f‘
Ilater, during the maréeting concept era, what the consumerv_;‘
v.wanted to buy Pr1or to the broadened societal concept,»the
empha51s was’ thus -on ever, increasing material consumption i
"and the attalnment of ever higher living standards.  This ‘
type" of unheeded consumption and growth escalated production
processes and w1th 1t came the now familiar environmental,

ecological and resource problems, which an increasingly



o ”different role facets of marketing

o 10

iinformed and educated<soc1ety finds objectionable and
'_unacceptable. As a result, modern. market1ng and business
has been singled out for harsh cr1t1c1sm, some of wh1ch may
even " be well fpunded Dawson (1980), rad1ca1 though he may

‘be perceived,ksuggests that if marketlng has contrlbuted to
J ..
current problems such as ‘extessive waste, mdsplaced

priorities and other excesses, then’ 1t must also be
instrumental in provldlng a solutlon. Part of that

solution, among other things, ‘would be an empha31s on an

a a

enhanced quality of l1fe rather than on mater1a1 11v1ng

\

.standards, Waste transformation through recycling processes,

"meeting the’ higher 1eve1 needs of a’ developed soc1ety such
- . »‘.\‘
as. cultural, artistic, and re11gTous 1nterests, to education

”programs and a new 1nternat10nal economlc order -Other .
\

authors consulted for th1s study also 1nd1cate the nature“of

‘the hew informatlon society and the possible roles of

. ‘ 9’ '
,marketing, and Figure 5. prov1des a useful overview of the~_
. RN

Current influences transforming‘marketing

that'are the’trends or influences thatfhave been
' instrumental in bringing about the current transformation,
‘in the role and practice of marketing and what likellhood is =

;there that marketing will axper1ence yet another radical

Sy,

shift or, transit10n9‘,Further, is it possible to.identify_

.
“
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T o
some- of . the changes 1n the nature and role of marketing as
2 .

it gges through 1ts present crisis -~ some of which will

probably even confuse and confound the experts°

LR .
- %.’
: .owm

There are several factors in the marketing environment
. that have acted as a catalyst to bring about these changes'

there are the consumer and health advocates, the

'

env1ronmenta11sts, ecologists and conservationists, to name .

a few -- not to mentlon soc1ety, the general public and

other speéial 1nterest groups. The way in which marketing

is primarily llkely to change is in the emphasis from a

N

purely proflt max1mlzat10n and commercial gain- approach to
one of human, societal and global well being Not only
' should marketers ask "should it be marketed°" rather than
L"can 1t°" but value added considerations will ensure the,

‘consumer gets value\in more.ways“than one. Because of
a \ . o ,
ecolog1cal concerns about: proper disposal and ‘
C I A
blodegrade ab111ty of products, as well as recycling, both

product development, packaging ‘and. promotion will see, _
- s

changes which take into account societal considerations and

-

concerns. Canadian‘consumers, for instance, will soon see '

y
. labels on products which 1nd1cate that they have been

pproved as "environmentally friendly | Some companies are %

o manufacturing blodegradable products, recycling of waste o
materlals or, as in the case of the "Responsible Care".
program Dow Chemical and other participating companies are. n

1nvolved 1n,'an environment cleaning up - operation is
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J’Junderway'to ensure the safety/of:peopleandsocietyI
N%areful consideration tO'product,design'and to'recycling,
efficiency and'economics- is- perhaps a reaction to the'
realization that non- renewable resources are rapidly being
'depleted and that the new frontiers in marketlng w1ll
'1emphasize, among other things, demarketang,»or |

constrained marketing, and the frugal management of demand

in accordan e ‘with what is considered to be 1n the best
binterests f society and the global community
‘A.summary‘a comparison of.the main trends andnpﬁilbgbphiesc
affecting marketing is found in Figures 6a -6g 1n th1s

chapter

Other likely changes, ‘in addltion to thlS heightened
environmental, ecological,'resource and soc1etal awareness,
will be in the area of thevmarketing mix 1tself In addition
“to ‘the type of changes to the product, the soc1ally
responsible “product market“ approach of Murray and L
'Montanari (1986) suggests ‘that corporate social | -
i'responsibility be marketed like ‘any other product, but
‘jincorporating the interests of specific soc1al env1ronments f.
}with-marketing practices as illustrated on-page 68 of. th151
hstudy. Kotler (1986) suggests that becguse the needs of

special interest groups have not been traditionally met,

‘whole new set of skills will be needed to undertake-'

“effective marketing He refers to these politlcal and

{
persuasive skills as "power" and "Dublic relations"



;;Nan 1ncorrect or erroneous emphasis This study ‘also iden— )
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and suggests that these two be added to the four P° s
.~ of marketing to effectively deal,with’éatekeepers:
“who ‘may other;1se block thevmarketing efforts of the
‘company. In so-doing, this would also alter the fourth
P for promotion,'which presently includes advertising, salesffi
.promotion, personal selling and public relations : What.he
is suggesting, perhaps, is that public relations is‘
sufficlently important to stand out . as a separate and
"distinct category w1th1n the marketing mix, and that: it'
should not. be- relegated to what may otherwise amount to an
‘“afterthought . This may, of course, take on Specific'
significance in. the r:j}pal shift away from the consumer‘

orientation several o he authors have identified as. being

”t1f1ed a school of thought that uggestS'that it is'sOCial
h’1sSues and the."gatekeepers" mentioned by Kotler (1986) or-
spec1al 1nterest groups in society that will determine
the outcome of future marketing, and not just o

n

‘the . consumer._ Dawson (1980)'sugge

"together'with

other authors, that the marketing c ncept) is virtually

.redundant and for these and other ‘reasons. © A rigid/‘

X,
0

',consumer orlentation v1ew,‘w1thout taking issues and the
.needs of spec1al 1nterest groups into account, is not only

l

’foolish but about as. useful as Ptolemy s idea that the earth

1s the center of the solar system An illustration of the

-

~
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e

types of issues and spec1a1 1nterest groups or "gatekeepersn"\r\

.r //“

that may confront a c0mpany or organization,us prov1ded in

. SR ‘

" the o1d Strathcona Foundation example earlier in this study,

G

:which will\also ‘serve to stress.: the 1mportance of thlS ﬁsw

- broadened societal marketlng orlentatlon " The empha51s of

“_new skills ‘such as politlcal sc1ence and heightened public

':relations skills suggested by Kotler (1986) - 1s glven some

added credibility if one views the whole process of

12

marketing as-a communlcation process betWeen a company, or

organization, and its varlous publics or spec1al 1nterest o

'_groups.- In. addltion to the.gatekeepers and 1ssue%¥

®

identified, an organization needs-also to fully understand
and be able to 1nterpret and respond to the perceptions andn
views that may'be generated in the process. Klapp (1978) .
terms this whole spectrum a'"cris1s of soc1al n01se"'which
-would appear sometimes to be little understood or given
'overly much credenCe in traditional approaches to marketing

-

'It is perhaps thlS dimen51on that holds out a fa1r amount of

-promise in- terms of a. rev1sion or expan51on of the marketing -

",curriculum, essentially also because by 1nclud1ng 1t 1n the

curriculum it would also directly be address1ng some,. even

* if not all, of some of the shortcomings and 1ack of

Q .".
~awareness identified in thlS study Finally, Figures 7a-:;

¢ provides a useful schematic overv1ew and summary of
-existing needs and action identifled in the source’ materlal

.
for this study in terms of general market1ng education.

T VY

'S
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Much of what has been 1dent1f1ed as marketing problem areas
is 1ndeed noticeable by its absence or by not being\-
”Nempha51zed in the post secondary marketing curricula and

_ course outL&nes examined earlier in this study NAIT,

A
Nt
RN

however,_cannot be solely be s1ngled out in this regard, as
}

the. same s1tuatlon appears to apply to .the marketing courses
offered both at the Unlver51ty of Alberta and - Grant MacEwan

-Communlty College 1n 'Edmonton, Alberta.
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Figure 4 -

' MAIN STAGES IN THE EVOLUTION OF MARKETING

-

~ Production " Sales - Marketing B;oadenéd‘

stage . . stage ' “ concept ‘F . & Societal -

Dominant  1869-WWI & 1930's - = mid-1950's- _Post-1970/"

'Time Period ~WWII _* mid 1950's 1970 = 80

‘Ménagement :'Prpduction Productidh CuSt§méf :f ;CUStomé;,

'Ehpﬁasis"“   O;ientation Oriéhﬁ- ,_neéds/wanfS,;nééag;J: V

: , A . . , - : 1ong—run

Eqstqhefi&i

sééiééai

) wel'.‘f'affe':  7
ﬁanagémeq£ " Inte:na;é-frInterﬁalz  External?, "E££é£n?1:

: Qriénﬁéﬁ#éﬁ”. céméahy o cqmpény' éﬁétomér- ];édcieﬁal"

R ‘gpals ’goaiél?,;a_mérﬁéﬁé s systems

v

" Profit  Profit .  Profit Profit
_ | | . o ,

through~, : through'_”iéhrough :

thrbﬁgﬁ;
'7su§p;y '. | saie57 __ customer »‘.so¢ietal
'éVéilaai: »uvoiﬁme : .sétiSfaCtionjbghefitS :

1'Sility;  | h”u&: |

0 - ..‘ s
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V' 'Figure 5

S

7

SUMMARY AND COMPARISON OF THE ROLE FACETS OF MARKETING

'Role Facet ~ Pre-1960'g 1960-1970's. . Post-1970

‘ ey
__ - Economic  ° Producers ... Consumers’ - Ressurces .
Agent:
Emphasis: - _ Selling - . Marketing - Dema:ketinég L
‘ B ‘ 'ethics;and

..r - _ ‘,. ST _ R "‘}~;valne-added

. ._Objective: ]Coﬁsumption ‘ Customer * . Quality of
| satisfaction _v;ife’and
o L" _ o - ' ;{;§nd‘é£andardj' .cohservétion

‘ 'of iiving B e '”’I@

.; ’Méthod; - Selling i ‘Advertising . Demand . -

o and product ménagémentf'
" . S L
~ development -
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Figure 6a

)
SUMMARY AND COMPARISON .OF TRENDS AND PHILOSOPHIES AFFECTING

MARKETING )

Author _ . Trends/concepts/transitions

s~

ustdik, Bell,i ""ngher plaln" and deéree of profess1onallsm
Féuﬁte},éedeon_aln tomoffow 8 worker"ethlcs, values, and
"&iﬁeach et-ai_'_attltudes 1mportant; integrity OEYSelf}
) eu;nu‘society, ecumenlcal, humane,fhumanl-
'tarlan, respon31b111ty and parth1pat1ve
dec1sion maklng between bus1ness, 1abor,

and government

Sehumache: ' '."Small 1s beaut1fu1" counter culture may be.ﬁ
a 'domlnant soc1eta1 values of tomorrow,;
{solutions not technlcal, but metaphy51ca1.ﬂh
R phllosophlcal, conceptual, rellglous, whlchﬁlu

is preferable to present economlc/technolo—

_'g1ca1 soc1etal model. A .

N
Commoner Meta-ethical: search for essences,
meanings, rules, standards, and value

perceptions. |
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Figure 6b B - o \.

SUMMARY AND COMPARISON OF TRENDS AND PHILOSOPHIES AFFECTING

MARKETING

©ooa

Author

Miller/

Armstrong

Trends/concepts/transitionsy

-,Sustainable;éarth society . - .

e

Harman'

84

,"New naturalism" the emerging social

)

paradlgm-—— already evident and supported

) by wrde range ‘of cultural indicators and
*shlfts in basic values self- development,

leisure, entertainment; quest for spiritual

andumystical, rather than material and em—v--w
pirical; "New age! will stress frugality,i _”

back to nature 11festy1es, "esoteric kKnow-

L

'ledge,' and building of more humane soclety.

. Hoffman

- Greater social-enlightenment and responsi-

"bllities toward Canadiap/society volume of

production and product not congruent with

true quality of lifg
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Flgure 6c” '
SUMMARY AND COMPARISON OF TRENDS 'AND PHILOSOPHIES AFFECTING 'a'3

MARKETING

S . R X ' . . . . N . ) . : . E ‘ . N . - ‘ ]
. . Y . g oL o

-~ Auther ° Trends/concepts/transitions . A
kMgéuda ;;_ﬂ. globalfaociépyav human 1nte11egﬁpa1 act1v1tyx
‘ | and'oroapiyify, i ;tead of affluent mater1a1'
‘oonéumption; roductlon of 1nﬁormat10n
ualueé,1and‘not mater1a1 values new force,'
» 1n soc1ety,j symblosls'of-man and-nature..
pobcdfh‘éc151 \"Cooooning"_if7consumer disiiiusionment =
| | want tg/éontrol env1ronment, govarnme t,
productlon and- selllng, neo—tradltlonallsm,
§ -'value-added.markéting- consumers are fed up;
-with. materlalism and are 1ook1ng for
meaning. | E |
r
‘.Murray.& .v] » Market1ng AppranQ to Respon81billty Marke—
Montanari . tlng (MARM) corporate soc1al respon31b111t;

v1ewed as "product marketS" using marketlng

m1x,_companles must seek soc1etal support
77 . . -~

O R and bu11d 1t 1nto thelr marketlng

Ty




| e Figure 6d - '
,SUMMARY AND COMPARISON OF TRENDS -AND. PHILOSOPHIES AFFECTING
QARKETING |
Author: - Trends/concepté/transitions. -
Nickeie—' L Broadenlng theﬂharketing concept Eo meet
P acceptable societal guidelines —‘:proper'
management:; conservation, ecology; en-
v1ronment, Marketlng futﬁre- .revolutionaryf
,changes,‘evidence of changes d's society s
S -phy51ca1_needs*met;v,societal-and»systems'
. ‘_approach; stressing qnality‘of life,.
health, eddcationJ‘social welfare, etC{p '
~Dawson o Marketlng must go beyond traditional marke—.

t1ng concept as it regards people only in
thelr role as consumers;vinterest g;oups.
vital 1mportance, artistlc, culturai;
}conservatlon and qualfty of life the "new
frontiers;" Suggestions: 1. Distribution
paradiQm:rtraneform waste; 2. Need Satis-
faction pafadigm:lto'meet.highervneeds; 3.
Mass Pereuasion paradigm: to inform and
educate; 4; Growth and Development para-,
digm; Marketlng concept inadequate

o



: Figure 6e ) /
SUMﬁARY AND COMPARISON OF TRENDS AND PHILOSOPHTES AFFECTING

MARKETING ' I , ;Q/
« . P ’/"/
”/
- Ny
Author . © . Trends/concepts/transitions
‘ Valaékakis ' _gConserverhSociety Paradigmf three h01istic*

thions-'l Have your cake .and eat 1t scena-

. . S .\\v

;u} S rier 2. ngh level: stable state (ce111ng to

de51rable materlal plenty), ' Schumacher s
/

"adequagﬁp" view (happlness not through

y L 1-mater1a1 plentyk

4

.or

}‘

‘rBorte’ l“ ' ‘ Overabundance of materlals and products only
| -_temporary, traditlonal marketing mechanlsmgwi’
. | redundant: government agencies may,have‘to
Areplace it to maintainrprices-and distribute‘”
resources in age of scarcity; 1. Only. mate-
v | o 'rial-productewwill’be affected-.é. Pending
economlc decllne‘leadlng to de- automatlon
tand manual 1abor,'§4';lebqr$sav1ng devices
may become soCially ﬁndesirehle;'4.’Forth5
coming chenges to marketinghnigwiikeiy.

T




Flgure Géa

'SUMMARY AND COMPARISON OF TRENDS AND PHILOSOPHIES AFFECTING

MARKETING ‘ ‘ ‘

Author :

Udell &

‘Laczniak

(‘\,":\M ."

N

Trends/cohcepts/transitioné

v ~

_Marketing viewed as . social inspitution

’ operatlng in larger SOd{ety compdy,or pay

'consequences, Today: consumer satisfaction

center Of-marketing mix“éonsiderations;
Tomorrow: .etthél) constrained,

value—oriented,.broadened, conserver,

 flexible, and‘anticipatory marketing likely.

Kotler & Levy

S Al

Advocate. broadening marketinéfconceptvto
’include'noneproduct boundaries;

:Demarketing;f;aesearch.for new energqgy:

- sources, products and processes less

endemegfng'to environment; recycling, atc.,

]

- marketing. - _ﬁ A

Valldity of traditional marketing concept

~+in question, as 1t may not truly consider

@

long run societal welfare,v interest groups

‘and "slgn1ficant publics" vital to'good

.
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Flgure 6g

‘sSUMMARY AND COMPARISON OF TRENDS AND. PHILOSOPHIES AFFECTING

V'MARKETING

'3Au£hof

‘Kotler

g

_Trends/concepts/trans1tlons

- -

Megamarketiog and:demand management-‘ ideﬁ}
t1fy gate/gatekeepers (1nterest groups) Y
whlch can block effectlve marketlng, market—_‘

1ng mix change suggested add "powe;" and »‘cﬂ

"public relations” to marketing mix conceft.

. )

Beckman, Kurtz

" and Boone:

Environmental/social factors must go beyond
traditional aﬁd normative marketing mix;

current issues Of 1mportance- ponsumerlsm,

ethics, and soc1a1 respon51b111ty

Bovée &'Thiyl

. ¥

-

Communlcatlon hlndered by "message pro-

cessors" or "gatekeepers"_who can block

message if process not fully understood

-Meanlng gap w111 per51st in communlcatlons
“until “crisis of soc1a1 n01se" elements:are

fully understood‘and“reSponded'to.A
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, Figure 7a o
NEEDS 'AND ACTION IDENTIFIED. IN TERMS .OF MARKETING EDUCATION

Ve
3%yl

Source o Action/vie#S/comments
v i .
- Canadian _ vRev151on of school curricula would make
Ministry'of, _ students more aware. of environmental impact
‘Environment v and help Canada become more competitive

Stoik, Faunce, New profeés1ona1 type of worker emerging,

4Bell( Beach =“.tra1n1ng must be for lifestyles that reflect

and. Gedeon new soc1etal values andnperceptionsq

Values, habits, attitudes can only be
brought about by deliberate, purpgaefu)

teaching end training-programs.

Laczniak & ' Profess1onal education' stressing Murphy
Murphy - competence, conscience, values, principles,
. and mission to influence society.for-goo&;
Most marketing texts too general in nature.

e
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Flgure 7b

»

%

Source

Epstein &

Votaw

Action/views/comments'
1
Educators have obligation_to stay in fore-

front of knowledge; .

Obllgatlon on’ educators to be leaders, not

followers, in tralnlng,»norms; standards,'

'behav1on, and awareness of soc1a1 trends,
.forces, values, Q/zltudes, 1deologles and

1nnovat10ns.

Dawson

" The radical new framework of thought about

o 4 . ! . . o o N -
the natdksyrole.of-marketlng 1s not always

R
B

reflected in post-secondary textbooks,

nor in beliefs of academicians and

~ practitioners;-
. L]

PR

' Problems of marketing concept and its
"sc1entif1c method" does not relate to the

,realltles and phenomena of .everyday 11fe

&

¢
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Figure e -
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Source "Action/views/comments
: NicKkels ‘Marketing teth'devote little space ‘to the'
~future of marketing;
: 'Onus is on educators/marketers to correct
' ,peﬁr 1mage of marketing
o : ."j} ,_.. . - ‘9
Udell & 'Professional marketing certificationlmay
. Laczniak

'be deSigﬂeﬁ@on of tomorrow -- similar to

other profe551ons such as law, medicine,

and accountlng,
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General Conclusions .and’ Imp11cat10ns L. o ‘ .aj*

e

'l'.'? o

ThlS study has attempted to 1dent1fy,°trace.and S t~

document the trends, trans1t10ns anH issues that' are 11ke1y ‘
"

to affect the practlce of marketlng and the teach;ng of
_marketing at a post secondary level - espec1ally as 1t
‘relates to the NAIT 51tuat1on. Further,-thlslstudy has_also
attempted to 111ustrate the transitiOns'that have:taken'
place in the evolution . of - marketlng and is llkely to )
'continue, ‘as well aspthe various role facets of marketlng
7f and areas llkely to be affected in tgp near. future, some of

*which may even appear somewhat "radical" and perhaps even

somewhat drastic in nature .

‘The study has determlned that many of the changes that
have and will be taklng place in the’ practlce and teachlng -
of marketing have 1argely been brought about by a varlety of
.external societal and env1ronmenta1 factors and other
considerations,‘some of whlch 1sta reflection of an |

bincreasingly,informed, educated andiconcerned postf1970

P CR
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: NA%T, all in Edmonton, Alberta, were exam1ned4 together e

Information Soc1ety populace.ﬁ Certainly;medefn-sOcietyv
.iwould appear to have attained ‘or met its. lower level
‘phy51cal and material needs to the point wherebexcessive.::

emphas1s on growth and materialism, as @bll as escalating

tandards of 11v1ng, has met w1th the "neo traditionalism“

response referred to by Skenazy (f 88), the "new naturalism'
¥, :

"~ and shift in cultural indicators and values by Harman

(1978), the global. symb1051s perspective presented by Masuda.
(1981), or the emerging shift reflected in Schumacher s
"small is beaut1fu1"_counter culture (1973), and other
7iemerg1ng soc1etal values and con51derations Most of " this is
“read1ly w1tnessed by daily global happenings, not to mention
newspaper headlines covering a wide spectrumaof interests
representing the greater soc1al enlightenment of society and

its higher leVel needs (see the summary contained in Figures

4 - 7¢ in this study) -

e A51de from 1dent1fy1ng and examining these issues,

reflected by various authors and schools of . thought (and
summaF{zed in FlgurES 4 - 7c), the purpos? of this study was:
falso to determine what - impact, 1f any th:;e.changes are
hav1ng or should be- hav1ng on the post secondary.marketing
curriculum, and whether curricula revisions may bef“
requ1red Accordingly, marketing course outlines from the i}

N

Univer51ty of Alberta, Grant MacEwan Community College and

the NAIT marketing management program s purpOSe and mission

?

. 4'-
o . ' % . . )
1 oL e b R dﬁ--
' PR - o . EE . . - . AN - .

P
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statementéy-In order to better understand the applied . E
'approach taken “to marketing and related subJects educatZon'
at NAIT, a promotional campaign undertaken by students from Y
the marketing program g& NAIT in.1988 for the 01d Strathcona o

Foundation, Edmonton, was also included (Rinas, Borsch,
Jurgens, Gerwien, 1988) The student project is typical of
the recently expanded advertising and public relations
component of the marketlng manag%ment program at NAIT, where
students are exposed to real- 11fe 51tuat10ns in Edmonton
'1 business community and are requlred,vas part of Eg‘\
pre requisites, to develop a- promotlonal campalgn The
program winds up at the end of the second year with students
| presenting their prOJects and the materials'they have
—developed to a team of ind‘stry,vmedia and advertislng
.experts who form . ghe adjudication panel Selections are'
made from dozens of entrants, and awards and bursaries are .
given to teams or individual students who excel in spec1f1ed
areas The program has attained a fair. degree of
vrecognition‘andvauareness in the Edmonton business
community , Certainly, a hands on and appl1ed approach of
this kind, in conjunction wiﬁh an active 1nput from 1ndustr;.‘
- and business, is bound to provide the students &ith current
state of the art knowledge, competencies and skllls }
In light of this study and the findings which 1nd1cate
considerable changes in emphas1s, in additlon Lo the areas

of consideration beyond the: paramqﬁsrs of the: traditlonal

marketing concept identified by Kotler, Murray

‘. . ) . ' »



;

~and Montanari,.et et al, add1t1ona1 information w%s obtained~;"t}

A-

.ufrom the’ Old Strathcona Foundatlon. Other than the - target _
market 1nrormat{on prov1ded in the original student project, v
1ssues of 1mportance to the Foundation as Well as, special
1nterest.groups were 1dentified ‘ Theée are lisfﬁd on'pages'
95-99 ef th1s study ‘If one follows the arguments put S
ferward by Kotler (1986), and Murray and Montanari et al al'
(1986), it ls.easy to see that an understanding of these ”;
issues, as weil as an understanding‘ef:the politics ef |
Special 1ntérest groups will help to lend further impetus to,

'the marketlng and pos1t10n1ng efforts of the 01d Strathcona *

”Foundatlon, Edmonton._

Final Conclusions

-

“There is no question that definite and evident changes
are takingvplace in society; and as the full 1mpact of the
‘new Informatlon Soc1ety age-. is fully reallzed, a whole new’
set of values, expectatlons and partlcipative commitments
’will pe required between industry, business and government.
"Needless to.say; this will also ;ffect the practice and

study of ﬁar?g;ingé‘and in a number of different ways:

: )\:

1. -A general and more detailed awareness, knowledge ", -
and apprec1at10n of the global and socie%?f picture is

critical if, for instance on'a macro basjs, Hoffman's (1981)
o ~ _
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greater social enlightenment and respon51b111ty toward

’Canadian society (and the: global communlty) 1s to

material ;a if for no other reasiépto make Canada more

'c0mpetitive in the market place, domestlcally and abroad

The Old Strathcona Foundatlon, by analogy, may need to

1dentify local, community, neighborhood, public and 1oca1

'H_government critical issues and 1nterest groups who could

marketers and marketlng educators understand that they

<effectively block marketlng efforts. On a wider prov1nc1al,

natlonal }ng internat1onal scale the sSame real1zat10n needs

.

,

‘to take hold and be 1Jborporated into the marketlng program,

only that on a wider scale the issues become perhaps even

more critical and have long- term repercuss1ons. e
. - @ E
%ﬁg Together with a general recognltlon, awareness and
£ull’ reallzatlon of these changes, 1t 1s also cr1t1cal that
-

N

should become part o% the solutlon —= recogrizing, of"

125

course, that’there is a problem 1n the first place The way

15} o
3,
in which thlS can be done, for a- start, is to brlng ‘bout a

broadenlng of marketlng theory and practlces to meet

acceptable smcietal guidelines, .whether it be management of

demand, increased emphas1s and concern for conservat1on, the © =

ecology or the. environment, or smmply by recogn1z1ng that
the consumer oﬁ buyer, needs Satlsftctlon, and 1ncreased

standards of, liv1ng (in a f1n1te enviro nt) rare not

7

» congruent or in - keeplng w1th the demands and’ expecatatlons

—_ < ) \

a

of this new Informatlon Soc1ety o : .



3. ~The’logical sequence of-this_reasoning suggests.
that companies~or organizations that "do not-meet these

b_higher expectatlons of soc1ety and the new value systems

-
-

clemerglng, will clearly have ‘to pay the drastic consequences
'-of corresponding displeasure and reJection, resulting in
lack of goodw1ll, acceptance, and perhaps . eveq outright
,boycottlng and opp051t1ona@ Indeed, survz;pl\}tself may be .'
at stake, as the ‘soc1etal ‘rter of rightsr" to g e-ra_te' may
.be rescinded’ at any time.’ This is. especially trgin a

society 1ncreas1ngly distrustful of government, business and

'ﬂmarketing pract1ces.

4. The” varlous role facets of marketing and areasb

oo : *
like o be affected 1n the near future may appear somewhat

"radlcal"_ln nature, but can. be supported by the research
findings of thlS study ' It was also determined that many of
.the changes that have and w1ll be taklng place in the

. practice and teachlng of marketing have been brought ‘about
by general env1ronmental factors and and other
con51derat10ns by an. 1ncrea81ngly informed and

educated publ1c in a new Information Society, where higher
“level needs and quality of life con51derations should take

precedence over mater1a11st1c ‘and standara of living needs. >

T

5. It is clear that modern society has evolved beyond
~ physical need con51derat10ns and higher 1eve1 needs are

- apparent, such as cultural, artistic,'religious,f
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self devélopment and reallzation,‘and a w1de range of other
v‘social, cultural and value indicators whlch will accompany
the informatlon, creat1v1ty and meta eth1ca1 needs of the
'global community Aside from belng 1dent1fied in the

research carried out for thlS study, it is ev1dent Just by a-

casual scanning of news headlines in Canada and world w1de.uw'

v6,_ If parketing has seiyfchanges in the past, as
\identif1ed 1n thls study (see also Figures 4 and 5),'1t 15
reasonable to expect changes in the future~' general
knowledge and adherence to tradltlonal marketlng concepts
'and the way they have been taught may be totally 1nadequate.
: Certainly,‘sources 1dent1f1ed in thls study, suggest that

the marketlng concept in _its present formulatlon is-

.redundant. Being receptlve and open to change w1ll requ1 @

L

i ‘uadaptation, flexibllity, 1ngenu1ty and an ab111ty t0\see the

"1

f"wholevpicture,! rather than pure preoccupation wlth

products, serv1ces and consumers or buye“/pp'w

'7.h In, the light of 6, above,vlt must be realqzed that
the traditional marketing concept, with. 1ts general |
insistence of viewing the consumer. or buyer as the center of
most marketing activity, may not onlylhe redundant but be
part of the reason for the degt&eegpf cr1t1c1sm and |

scepticism with whlch businessggraétices and marketing are
[}

-} sometimes viewed' The reason may 51mply be that trad1t10na1

-y . a
approaches do not, as DaW§on (1980) and: others have p01nted
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out, address the realities of present soc1ety .and its

accompanyingvphenomena. .The customer or buyer, in other

words is not the real peoblem, but issues and special
, .
interest groups and publics -- which traditional approaChdg

are very prone to overlook.

8_” Aside from the concept aspect of the marketing mix

”and its preOccupation w1th target customers, part of the:

-
roblem could ‘be an 1nherentvperceptua1 inability or lack of .~

iapprec1at10n and understanding of the basic building block
s@kucture and compos1t10n of soc1et1es past and’ present, and
how present day soc1ety has arrived ‘at where it is. A

'consumer;,product, production, conSumption, and growth

kY

approach to marketing -= as 1s often the case - may fail to
recognize thdt, not only are there other considerations in a

'f1n1te env1ronment, but that ‘the traditional concept is

o X

V»perhaps too governed by economic and technological con—

v
Ce

'31derat10ns “1s’it p0531ble that such adherence could- blind
— T

or 1mpa1r perception of w1der issueSnand considerations'>
The questlon, as this researcher sees it, is of a rhetoricalc
nature-,the course outllnes examined tend to confirm this to
1a large extent, as does this marketlng 1nstructor 8 teachfng
Hiexperience at NAIT. - "-i;i;‘ ' -
. . e
9. A realization that some of.the likely changes in;

marketing w1ll not only 1nvolve a broadening of the Mb

,,tradltional marketing concept, but that some‘of the

ﬁ:ﬁ‘
\W%i
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“conSideratlons putvforWardﬁby Skenazy (1988),:a value;added
approach Dawson s humane and four- d1men51onal paradrgm of.
change (1980), the systems approach of Nlckels (1978) or theff
social interest product market approach of Murray and"'

Montanari (1986), may véry well become pract1ca1 realities

of effic1ent and soc1etal orlented marketlng

a2

o

10. A51de from the macro conslderatlons, dlscussed in’
the’precedlng pages, there are also likely to be micro
- consrderations brought,about’by conservation. ecolog1cal,
'and environmental concerns, such new product de31gn,'
recycllng of products, new, blodegradable product and
packaging de51gn,'as well as. health and saf y
considerations, noi\to mention'value—added_beneflt

dimensions.

11. The present marketlng currlcula and course
outlines need to allocate more t1me and emphas1s to i
routlining and expla1n1ng the reasons why greater soc1al,
cultural and global con81derat10ns are. 1mportant, ‘and hOWi
exactly marketlng could help to solve general problems, 1n;

addition to taking advantage;of opportunltles and market

niches.

12. The understandlng that thlS calls for, in
add1t10n to marketlng knowledge, are 1n the areas of
sociology, political sc1ence,'1nternat1onal relatlons,f

’
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’env1ronmental sc1ence, pubhic relations, psychology and
communlcatlon- The type of, inab111ty to perceive the
"CrlSlS Of social no1se" Klapp (1978) talks about may, in

part, be as a result of 1nsuff1c1ent understanding of these :

areas.

« . . . )

i—-

13. T1me constralnts within ‘the marketing management
program and present courses offered may hinder the inclusion

,of much of the above,gf at 1east the way‘the program is

current;y'structured/ glven the stated priorlties and

mission‘statement. One p0351b1e way of accomodatlng some of

l'tnis-may be to place gregiﬁr prlorlty—on'these areas and

‘less on some of the product and consumer-oriented areas

b

which, on occasion,.may cover several weeks of a course.

14" Currently very 11ttle time is’ g1ven in th-
'currlcula and marketlng courses 1n the areas identlfied in

'rthls study, and con51derat10n should be giveﬁ to expanding

it, p0581b1y by means of the 1nc1u51on of.nev courses such

as 1n the area of Publlc Relat1ons and Issues Management

U .’

Should such a p0551b111ty GXISt much of the above’

con51derat10ns could undoubtedly’be addressed{

154 Educators mustistay in the forefront of knowledge,

v

trends,'standards,lvalues and patterns of behavior as

»perhaps artlculated best by Epsteln and Votaw (1978) ThiB

-

may mean refresher courses or other means of accompllshing

FEEN ) L L e

‘thxs type of awareness.'



'management program Based on the flndg;
‘following currlculum 1mp11catlons and

put forward for con51deratlon:

. 131
16.. The professionalism;.integrityr and ethics
required in the new Information Soclety, among other thlngs,_

will also have to be glven act1ve con51derat10n in the

marketlng currlculum‘ -- esp@?@aldy in view of the-

.ﬁcritic1sms levelled against marketlng and business.

Cok
K A
voedn :
. n‘ .- L)
4 . . A

17+ The NAIT marketlng program needs to assess the
. .

'above needs and make rev181ons, add1t10ns,»or changes to

reflect changes, skills, competenc1es, levels of awareness{

value systems and beliefsainherent in this new

»understanding. ' - :, IR

a

Curriculum implications and recommendations

- .

Although'this study has*identified a-‘wide range of

:trends, 1ssues and changes that will affect marketlng and

1

marketlng edUCatlon,ﬂlt IS readlly conceded that 1t may not

be exhaustlve and that other areas for further study may

‘ emerge - Should the main conc1u51ons of thlS study be-taken'

'1nto consideration for 1nc1usion in- the NAIT‘marketing:

curriculum, a fa1r1y substant1a1 revision iS'likely'to be

necessary. .Much, it is conceded again, ﬁillndepend on'

'factors‘extraneous to this study and pertalnlng to the

ex1st1ng or expanded mandate of the NAIT market1ng

endations are
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1. A'curriculum'revision or change team should be-
N

udeveloped, con31st1ng of members of the marketing management-

.

1nstruct10nal staff, the NAIT marketing program

a

admlnlstratlon, the NAIT marketlng managemeanAdvisory

Commhg ee, éﬂﬂ selected 1ndustry and bus1ness people
%

) v

2. ThlS curr1culum revlslon or change team should be
respons1ble fpr'setting up the gu1del1nes and parameters for
thls rev151on pnocess, 1nc1ud1ng the setting of priorities

and time llnes for possible 11troduct10n and implementation

Ly

,J

3.'3 In l1ght of thlS study, and possible further»
flndings by thls change team, the spec1f1c levels of
awareness, competenc1es, knowledge, skills -and value systems
needed by NAIT marketrng management students should be

clearly 1dent1f1ed for future currlculum considerations

4. The ex1st1ng curricula needs to be carefully
examlned to determ1ne appropriate content to reflect the
‘findlngs of this study and the needs ident1f1ed by the

curr1culum rev151on team (referred to above)

5. Immediate considerations for Curricula content
,'Vinclusion areuas follows:  an expan51on of the macro and

bsoclal con51derat10ns of marketlng, a broadenlng of the,



scope of marketlng to 1nc1ude soc1eta1 ‘and 1ssues management.
considerations, an empha51s on global and communlty

’ 'inter—relationshlps, soc1o-pol;t1cal systems and
infta4structures} professionai ethics, publlc relat1ons and

communications skills; the currlculum must endeavor to

. bring about a,new awareness of the changlng role and

‘responsibllltles of marketlng, at all levels.

6. . The rev151on process may 1nd1cate a revamplng or
change of ex1st1ng curricula, and espec1ally if the ma1n'
~conc1u310ns of this study are to be actlvely con51dered

.Other alternatlves would be. for the throductlon of new
"course offerings,_such as an Issues Management course of an
Issues Management and Publlc Relatlons course. ‘Should this

be possible, most of the main. conc1u51ons of thlS study

could be 1ncorporated

7. IThe:remision pfocess w;il'also'have to consider
?Ppropfiate_instnuCtionaicﬁéterials and texts foriégéh
amendments'to existing CUrniculahorithe introduction>of new
courses. ﬁhenever pdssihle, oniy tethband educational
mate:ials‘which :eflect these main considerations shouid»be
selected. | |

™ s

4”f8. There is a need to . ensure‘that NAIT marketlng

}management educators become aware of t on- go1ng changes in
a F 8

marketing and should"be encouraged to part1c1pate in the
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revision process. Further, the program should encourage‘
-1nstructors to avail themselves of opportunities for
up~dat1ng their knowledge and awareness in these areasﬁby
informing them of the purposes of the rev151on process,
.approprlate selection of materlals and methods of learning.
One useful means - of helghtenlng 1evels of awareness amongst
1nstruct1onal st¥q £ would be to run a series of seminars,.
using guest speakers, films, and making‘llterature available_
.in this field available for detailed.examination : The roleh
of educators as leaders and 1nnovators in the field of
marketing should also be. stressed.

9. Serious con81derat10n should be g1ven lo a
profes51onal des1gnat10n or cert1ficat10n for marketing
studenti.' Such a de51gnation would have to be discussed
with the curr1cu1um rev1s1on and change team, but could have
con81derable 1mpact on the way the business community would
percelve the»NAIT marketlng graduates; Such a professional
_designation could,. for instance, be ‘in the field of either
issues'management, publlc relations or a comblnation of both
areas, with the active support of the Edmonton bus1ness

’community

10. Long-term considerations should include the

comm1551on1ng of a study or survey to determine economic,

'f.gpolltlcal, sdc1etal trends as well as spec1fic short term

and long term expectat1ons of bu51ness and industry, not
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‘only in the immediate Edmonton area but also from a wider
'.perspective; This will ensure that a;futufes—orieﬁtation
‘approach to curriculum design and planning will be o

maintained. - L s
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APPENDIX'
/

The 01d Strathcona Foundathn "Shining Bright" campaign

o
'

Historz: . The»diStrict of'Strathcona, named after Lord
Strathcona, was 1ncorporated as-a town in 1899 The Calgary

[,--‘._ 4y,

vand Edmonton Rallway, cgmpleted in 1891, encouraged
7

- development as did grain, .cattle, "and timber from

surrounding reglons Thus in 1907, with a thriving

' populatlon of 4500 Strathcona was inCOrporated as a City

’ EHowever, 1nfluence shifted when the Canadian Northern

N
3
Railway and the’ Grand Trunk Pacific Railway were constructed

3through Edmonton rather than Strathcona This turn of
J,

events led to Strathcona s amalgamation with the city of

Edmonton on February 1, 1912

o
Nk
' Se'@'- '

P T

From then on Strathcona.wag often”referred;to'as‘the

e

'South Side. The town: flourished but after th;
War, people began to migrate to downtown Edmonton in the
. ,wa
142 )
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late 1950 s and Strathcona began to decllne._ By'l966 plans
vere finalized for the freeway to link downtown with the ~
South Side.~.By 1970 many people were opp051ng the freeway
idea and develdped plans and recommendations for the
 preservation and reJuvenat1on of Strathcona. Edmonton c1ty
council rev1ewed these glven plans over a five mo‘th perlod
o and then'accepted the proposal, which then put a stop to the
/freeway plans. City counc11 stated that an adm1n1strat1ve
body was necessary to administer the work of the
reJuvenatlon program and they agreed to F new adm1nlstrat1ve
body called the 01d Strathcona Foundatlon. On November 13,

1974 the Old Strathcona Foundation was founded

‘ The Old Strathcona Foundation is a registered

¢

non- prqfit organization charged w1th the admlnlstratlon of~a

§-

heritage conservatlon area with the City of Edmonton It

‘'was. founded in 1974 1n rgsponse to concerns about the future

of Old Strathcona in south Edmonton, in the face of plans to

build extensive bridge approaches through the communlty
-The 1976 agreemeng;between Old Strathcona and the- City of

Edmpnton and Haritage Canada has paved the way for a

s

successful pt;gram to renev and preserve one. of Alberta s

greatest her?tage assets. Invthe'1980.s the brick sidewalk35

swere - lgﬁd trees planted 1ight standards, banners and

benches ‘were. installed and 1mprovements were making Old

Strathcona a very attractive area. The Old Strathcona 5“7'

)2} -~

rrfoundation 1s admlnistered by a Board of Directors of




‘eighteen people,ltvelve of whom are elected and six

‘app01nted by the C1ty of Edmontgn.., . '. ", ' &

1nterests of the. commugf%xdand the,Edmonton public,

' T 144
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Mission.statement- The 01ld Strathcona Foundation is

dedicated to 1nv1g6rate the commerc1al and. cultural life of

’

' Old Strathcona on"the south 51de of Edmonton, in‘the best

‘ -

I3

. Py L o
'.Goals- The goals of 0o1id Strathcona Foundation are to,

L e N . ,

1) undertake and flnance selected restoration and renovation

_prOJeCtS, ‘2)v encourage and ass1st bu51nesses and residents

N

: to restore the1r own‘hrstoric premises,' c)' develop a

histor1c streetscapé characteristic of Old Strathcona,"d)

encourage the establishment and maintenance of a consistent'

3

vtheme in the commerc1a1 area,‘and e) exercise, design and

develop an 1nf1uence over prlvate construction development o

in the area of Old Strathcona.

LY

. _'t
. Y .
In fulfilling these goals, the Foundation has and is

continulng to increase the’ attractivehess of the area, as’

well as enhancing ‘an interest in the area. Interest may be

expressed by people becoming Foundation members, doing

volunteer work or just by making suggestions for ’. IR

1mprovement. The aura of the area attracts people from all

"over the Clty of Edmonton and surrounds. -Since its

vreJuvenation, 1t is a pedestrian paradise with its countless'

number of. 51dewalk cafes and specialty shops Many qualities-

N -
L
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are reflected in the architectural facades by placing

-emphasis on distinctlon and ind1v1dua11ty - 01d Strathcona"
fwas once neglected and rundown but now, after being
restored, it houses fashionable and thriving bu51nesses
also. .The areafnow offers innovative clothing stores,

-

thriving book stores, gift boutiques and a;hOSt of ‘gourmet

1 .

restaurants which attracts people from all over'theharea.

Thegproblem: The'Old Strathcona Foundation is a

non- profit organization and was establlshed and ex1sts for
the express purpose of maintaining and preserv1ng the
,‘historical charm of the area. It 1s’funded solely by

government and. corporate grants along with membership fees

" the Foundation can raise. The Foundation has’ been

successful in maintaining and promotingrthe historical-charm
‘of the area, but feel that many people are not sufficiently
‘aware of’ the Foundation itself or 1ts obJectives Many
people in Edmonton enjoy the 014 Strathcona area but’ dé‘not
’ recognize that its rejuvenation was . brough& about by the

,work and commitment. of the 01d Strathcona Foundation

In: order to maintain and increase funding to the
'Foundation, more people have to become aware and apprec1ate-
the role of the Foundation and its mandate. Those who are
aware have a pos1tive ~image of the Foundation, but the
purpose of the "Shining Bright" promot10na1 campaign is to

- expand the membership and create a greater awareness to
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'otheé parties and publics of ‘the Foundation. The Foundation

had&oyer 500 ‘members’ in early 1988, but wishes to grow. and
further promote 1tself One of the main problems that the
‘Foundation faces is the lack of awareness of the public
'_Once people are avare. of the area, conviction to a |
'membership may develop Because of the commitment from the

<Foundation, merchants can enjoy the area in which they are

[

,located -and 1t has been good for bu51ness
N

_Activities: ‘The programs sponsored by the Foundation
’f are an 1ntegral part of the revitalization process in the
area. Programs that will continue to expand this interest.'
are 1) the 01ld Strathcona Foundation Farmers' Market; 2) the
Street Dance (also known as the Fringe Festival), 3)
walking tours for schools and tourists, 4)  art salesF 5)
summer bangﬁconcerts, and 6) dissemination of publications“,

o°° e

"related &gﬂ'he area themes

The Foundation s commitment to marketing- The

Foundation is consumer oriented in that’ it is the people of‘
?f_the community, the merchants 5f the area, as well as the
users (customers) who they want to satisfy the most If it
‘was not' for the people there would not be a Foundation
Their 1nterests are for~the betterment of the community
ﬁhey are conFerned about the interest of the members of the
Foundation, as well as the success of the merchants'

bus1nesses, The Foundation would like to spend ‘more - money'
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. o : o e ' , . '

in promotions than theY%are&presently able to.. . Due to

financial restrlctlonsﬁ“%héﬁ%bannot ‘do as much promot1on as
g

they would like to,_but they still feel commltted to the

goals for the area.

The target market: The»geographic target market of 01d

Strathcona con51sts of . Edmontonians and the re51dents of the

surrounding areas,'as well as tourlsts v151t1ng for the
purpo%svof leisure and or for shopping ” Demographlcally,
~the Foundation targets at males and females aged 18 years of
students, |

*%

homemakers and career oriented people By offer1ng spec1f1c

age and up, thereby including univer51ty

| events, families ‘with. children and seniors are also
Tattracted to the area. There is a w1de var1ety of income
levels starting with students, some sen1ors, and perhaps
from all groups, startlng at a yearly 1ncome level of 109000
dollars. .The upper 1ncome level 1s not spec1f1ed, because

the target market is so varied. Psychographlcally, people

. come to 01d Strathcona for different reasons. For- example,

there is a high percentage of the target market that comeS'g
to the area for the unlque and frlendly atmosphere and the
personal contact vith the vendors and which creates a
small tovn atmosphere. There are also many people who enJoy
the historical character and distinctive arch1tectural
gdesign._ -01d Strathcona offers museums, art galleries and

plays as well as book stores for the "artsy types.' Senaors

.enJoy the area because of the communlty atmosphere and it is
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an important meeting place for them. SpeciaiﬂeVents orfered
‘by the Foundation, such .as the annual Tea, enable the
seniors 'to make friends and remain vital in the community
Families are. attracted to th}/01d Strathcona@ea because of

the Farmers Market, restaurants,lthé library and other >

4 »,

spec1fiC'events "For students, theg Princess Theatre and
various cafes and bistros provide an inexpensive way to
-spend their leisure time in a unique historicaL//tmosphere
Overall, 1t is the conclusion that all the specified target
segments come to the area n@;ust for one purpose or goal

by 1tse1f, but rather the’ combination of the historical

‘;Acharm of the area together with its new, modern 1ook

Potential Customers: In 1987, the 01d Strathcona

| Foundation conducted a survey w1th the ﬁurpose to find outv
what the 500 members of the Foundation most ‘valued about
the area. The results showed that the majority of the
members beiieve that the greatest assets and attractions
‘of the area are, in order, its historical character, its ‘
distinctive architecture, the pleasant streetscape, the |
,community atmosphere,'special programs andaevents,g
hvattractive shopping location, entertainment,'and restaurants.
NAIT students Rinas, Borsch, Jurgens and Gerwién (1988),
however, felt that it vas not’ just. the historical side of
'i01d Strathcona that makes people come back but that it is

_the specific events and entertainment in this unique

o

Y

'historical setting that makes the people :;nt to come back.
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‘should”he promoted together.
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’fhis, they felt, gabs th&’pot'ntial m«%et.."’rhe historical
| Rad, . . TR

; and the ev@ and

5 qther and

’This,'the?~§§'fy would -
increase public awareness and 1nterest, and thereby increase
the number of regular v1s}&é 1n the area. ,If the trafflc’

)

increases, more potential customers mlght take an interest.

: r

in ‘the Foundation and support it o a volunteer or monetary

,basis. There is still a potential market for students,

~families as well as yuppies, artsies, and ‘intellectuals,

it was felt (Rinas, Borsch ~Jurgens and Gerwien, 1988, pp
ii-iv and 1-15). The NAIT students, .based on these findings,
put together a promotional campaign for the Old ‘Strathcona .
Foundation which Don Belanger, the Executive D1rector, says,
the Foundation found extremely well done. As the purpose of

reproducing edited parts of the "Shining Bright" campaign is '
N .

for evaluation purposes/ the 1mplementation aspects of the -

campaign will not be examined (Rlnas, Borsch Jurgens, and f

Gerwien,.1988,‘and reprinted,with the permission-of the

uoldvstrathcona Foundation; Edmonton, Alberta)ﬂ



