Althm:ghtherouenohntnhhtory-—-
hhtm-ymayormymtrepmtftuuf. I think
thntth:otmldmc[auofsooiﬂmdmmmhem}u-
tianum.u.utmiadlnthaputwfﬂtnmmnllka
fnrmpr&mﬂinthofuhm St‘ttdyofthepnt
mayhelpthelhapaofth.tnntocomm.

{1 mmmmm%%.mm
Pl'ﬂcaud!tnp



provide gtudents and temchers with a e€nse of time perspTirve.
HeMWmem&ﬁMDm&Dﬁonmﬂ
evolution of marketing genernily and in the va pﬂ:ﬂmﬂﬂfty
during the nineteenth centry®.

Marketing lterature {s rich with qramp¥s CORCETDINE the
historical spproach. For the purpose of onalysts the wutng#
of Smelley, Coolsen, and Miller are examined.

ton of hypotheses concerning marketing in the United Statel
whichcou}dbeteutodbyagyﬁmlﬂmdpmg;mmoiumlymund
research. Sobatantive investigntlons concerning the COUrEe of
marketing avoluti&nwﬂldthunrcnultm.

Chnlttcﬂtlontothnroleo:!mﬂkfﬁ:n.gn.ssiﬂ
ua to understand more clearly and prodiet more
acourately wheo 8 ghwen rociaty is rendy for
cbmgewmdﬂhattypldchﬂ.nﬁﬂ——wonomk.

Dr. Burldgh Gardner noted that attention ghould be given
to different cultural patterns, gnd the stage of development in

(4} H. MWyrrh Jr., and Oronge A Bmallry, 3arkihng Bistory nnd Eer-

nomlc Devoloprmrenty, Boatores History Eevien, Vol xx1l, No i)
(August, 199). P 38a

(o) Thd. P ™.
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Afiller’s approach clagsifisd marketing devalopment into four
ecological c1as. The location of differvnt eraq 13 & ey comcant
in his clasdfication. Theso areas are the loeal production CT8,
the reglonal wholesaling ers, the central clty retalimg cT2, and
the soburban rctailing erd. Hllecolgglmlemwcreadecteﬂtn
actordance with the aspects of conccntrations of marketing, d--
moraphic, phyﬂo:gnphic, and distributionsl charncterl ties’
For each era th e Is & technotogical gimuli and o primary
marketing challonge.

(a) The local production ers, 1810 to 1860. This porlod was
gn evolutlonary rather than revolutlonary technological change.

As consumers weIe jncreasing ln number, mobility, and con-
centzation, iDCrCIsiDg buylng powsr led to the cmergrnce of whnlr-
uaﬁnga.ndretnﬂtngwa-eplnte genern; rctnﬂingtookthnuhxpe
of ealoons, dry goods storca, hordwore, and furniture stores,
while wholesaling was of tho commiusion merchant type't*.

(b) The reglonal wholcsaling erw, 1850 to 1010. The tech-
nologleal wtimuli of that period were the steam locomotdve, the
telegraph, the postal service, the corporate form of boainesd, e0m-
mercin]l banking. g8uch factors caumed revolutionary changes M
traucportation, gtorage, and communication® .

ThemariuttnSchnﬂcnga dwring that ern svas the dintribution
ofthemcrmmioutputo{goaim 1n this era therc was & 0o~

117 IMd, p. 3%
(12) Tnid, p- 37
(13) Miler, op- it
(14) Thil, p- 03
(18) Thidl



toral, Agricultural, Mpn and Agricultural, Manufactnr
ing and Commarcialam,

(10) M, p. 110,

(17) Ibia

(18) Ybia



Amongthaadlolnrllnmnr’tgﬂnswhowrotconthedﬁwlap-
me:ntufm;rka‘dnsmthe:tn.gntpprouh are Dichter, Solomon,
Goldma.ndenpulBky.

(a]madmmclanlmmtty. Inthiug-erwewould
mcIUdethesmndinﬁ-vhncamtﬂca. Thamiddbdmtnkau:p

aﬂdthemlewithfew;rwpabdnsreallypoororﬂch~~-.

(b) The afffuent countries. In this group few people sloree
mduijﬂthereinromnatthotop. Thluuhkctth.B_A,,WmcIﬂ
Germany, Holland, and Canada®®.

not yut come to theso couniries amd an Opper clnss cojoys many
privileged. England, France, Austrafia, South Africa, and Japan

(301 Korl Puiciy T, Imilwstrial Evolutlan (NiW Yarz - N Halt and Cuv, 18017,

(1) Fcrmmmﬂlﬂut.mmmu-' : CH Fny.ﬁtn.xﬁl.uﬂtumh
IThtory in Englh. Cambridge, 1840, N AR Qras, BLaged in Eoonao]e
Fatory Joornal of Eooooml el amd Bosnoces History (Hosm abeT, 18300
FLHumAmﬂdmﬁmﬂmdemw:
MhﬂuﬂtﬁmtoMMWd“'mmﬁ (Newr






His approach mﬂ-ﬂyi:ah.nﬂdanoneuﬁ.gaoi development
uamsthodofﬁndingdmﬂmﬂﬂa.mangcmmtrm“ithinam
tain stage of eoanciniec development.

Chp-ulukygutnd:
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MeCarthy criticized the productlon-orianted Approach gn
follaw-ﬂ:diarkuﬁnglutraatadonlya.nmupmto:fpmdmﬂon

&mnum}cm}uﬂcmandthmmtd.ngthamuhletypeofmu-
keﬂngmsdtuttanjneododforuvaryutageufoﬂown:

(33) Jerearo Mohrthy, Effertrye Marksting Institutiong for Koonomio
Dr"vdcpmmh, Armerionn Marketing Arsoelation FProcesdings {Fol,



(a) Market-orlented indspendant firms. In this stage PHO-
duwitrytodﬁaloptmunttngm.txtontistytmpcdﬂﬂmrket
Thnmofmukeﬂngreaamhhuamﬂﬂtouﬂﬁymmeu
better. Thatypeoftmﬂmtiﬂmnwdﬂiinthhstl,gelnaimihr
tothntcmﬂngintheprewﬂngsu.g& pMgreover, CONSUMAr
m-viocsa.ndprobltmaolvlngareexpmtedtobepmvidedbymar-
ket'.nstu_gﬁtutlnmm).

Morilnuwdmixdazhowtngmncmtmtaorntaﬂntorm
wh.ichmjgut&ﬂthefo]lm'ins:

a) High locome regions have & higher level of retall
industry concentration than do low incomec reglons.

b} As the economy within a reglon grows, concentration of
total rotail trade Increames, but concentration increases faster
for food

(38) Thad. p. 3L

(&9 b, p +02.

(40) Thid, p. #01

(41) Howard E. Morgen, (Retafl Warkrt gtnictore and Eeopnomic Growthe
{unpabiiched Ph D diarcrtation, Unhomty o Calfeinin, Braciey,
1043).

— B8 —



A. HANAFY — Approaches for Marketing Systens Develspment m»

¢) Pressure of small retallers may limit concentration™.

On the consumer side, Maorgan said that with economlc
dﬁva}opme:ntwhichtl;uooia.iodwithg'mwthinthodmand
density of population, urbanization, snd wocal homogensity, it
in probable that these factors tend to lower the ratio between
stors to population in respect to food and necessity etores and
incremae the rato for services and luxury commodities. He
added ihat wuch changes create favorable conditions for the

devolopment of large retalling .t

Hess and Cateora stress the evolutionary nature of the
marketing tnatitntion ae the econamy develope Evolutlon
necessarily results from the new level of development, which
is cremtedit),

They claasified ecomomic devolopment into thres stages,
agricuitural and raw material, manufacturing, and marketing
snd divided every stage into two subatages. Thelr approuch
indieated the type of industry, marketing functions, marketing
ingtitmthon, channels ceniral primary orlentation, and resources
employed for each of the aix substagea. Table 2-1 shows
their approach. This epproach combires betweea economic
stages and marketing institutton end functions matching them.

Merket siruoture approach. Market structure analysis and
econamic development have long been @ tople remsearch and
invustigation among agricultural economists, It took the mean-
iIng of maerketing channels and facllities, geographic and
temporal price relationshfps, and values of ihe elasticity coef-
ficdlents In agricuttural merkets. (. TFalx seid :

Struectural reseerch involves more and
more understanding end treatment of the
market a» a whole, Analysls of market stroe-

(i) Ied, p. 3.

43) Thd, p. M3

itd} Hews and Cateors, op. off. p. 171

{48) Robert L. Clotine amd Wilord Mucllor, “Market Birucinre es an
Orlentation far Ressarch In Agricultorel Econamics'’ Jooroal of Farm
Fcongmbow, Vol NTLJIT (August, 1861}, p. 515 (A ¢omprehinstye artialo
abont the subiest and inclides an annotatsd hibllography).

— 89
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A_H.ANAFY—Appm-abﬂIormuulntn-De\tm =

tures will not have theoretical and statistical
tools readily at hand. Greater deperdence will
bamponthermrchar’:lngmﬂtyuﬂﬂ.thpta-
bility i applylng at the time such studies are
made. Good market researchers will have to
Inow more about market agents and the market
ressarcher will not be adequately truined if all
hehmbywnycnfpn;nntioniaakmwiadga
of economic theory and a few sophisticated
econometric models to apply. He must ako
have 2 broad knowledge and experioncs In all
aspects of marketing, (49

Writers on market strocture. Clodiug and Musller differeri-
Hated emong market structure, market c:ondmt,mdrqarhttng
performance. Market structure consists of the orgunirational
dllnctmﬂﬂawhhhdetennimthsmhtiomofuo]lmmtha
mukettoen.ohother,ufbvyeutnthemnkettoemhoﬂlm‘.lnd
ufldlunatnbu:]wdlnthamukuttoothuactndorpotmtiﬂ
supplies of goods. (M Market canduct was defined as the pettern
ufbehnviorwhic.hmterprhafolbwlnachptbgartdjuﬂlngto
the markets. Market parformance referred to the soonombe
ruu}tlthntfolbwtmmthutndmtyumwteofﬂ:m")
The writers explored the different aspects for rescarch concern-
tngmuketttmcturu,andtt:rehtlontochxngmlntechmbgim],
economio factors, barriers to enter, tntegration, merger, logal
features end others.

Rehtlngml:ketltnmturotomnumhdﬂvcbmtmttmhr-
developed countries, Mueller gtressed that market structure
mdynhluunu:nﬂurdermlopedtoolofmnomicgrcwththmry.
He classifisd his analyses Into (1) wholesals and rotall! markets
for food, (2) manufactored goods merkets, (8) export and import

(M}Wminmnrnh,"ﬁmmhmnmdum&mmmun:ketmgm
mmmm-mmmmmh
Wut.aqtho.meAmautumRrwmcmmcummn-
toe on AgrouHurnl Markoting Resrarch (Decomber, 105T7), p. 540,

(47) Clodms end Muallor, Op. At p. 510
(48) Ibid, p. 51T,

— 98
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mwkets, and (4) the money market.: He added that anyone
whobdimthnttheminlmhﬁonshipbatwmmﬂkvtmuutum
and economic performarnce, progress, and development will be
particularly intcrested fn the implications of these structures.”’
He concluded that becauss of the #mall arount of emgirical work
on the market gtructurc of underdsveloped courtries that had
bt¢n dome, he would heartily commend this ared to mrrketing
econamists.C

Evaluntion. The approaches dizoursed 1n thiv ewtion attempt
to relate the development of « wholo country to the development
of markets and marketing. The hilstarieal approach eecT03 to
be promising i 2 comparative wtudy takes place and some gene-
relization can be made in the evaluation of market and markct-
ing rystem can be developed among diffcrent eoumtries of Fegions.
Such wan the aim of Myers, Smalley, and the suggestion of Co-
olren. Miller's shudy 1n mgnificant because it relates the develop-
ment of marketing In it guccesalve historical eres to o sound
theoretical basls for marketing development, the ecological
adaptation of marketing.

As for the stage approach, either taking ecomomic Siagcs
or bullding marketing stages of development, it has the advantages
ofhc.tng;dsviuetommprmdcmrlpﬂmofemummmmgu
inte @ few, neat compartments.

Dichterumhﬂwmaptufwdﬂchmluabndjfordif-
ferent stages of developmant. Galdman hes two stages, within
onecou.ntry,theSovi&tUnlnn. Solomonha:onast:.p;nwhioh
tg that of underdevaloped countries. Capulaky's gpproach io-
cludednixuta.geubucdontypeu.fpmdudion. These divisions
mﬂtoraayﬂtcmaﬂmﬂcnwhjohisneedcdmtheﬂe}dto have
a clear-cut, loglcal, and appHeable clacsification that 1a necczaa-
ry for understanding the development of markctng. It 18 PUE-
gested that if Qolamaon’s approach is used 28 8 basis to compare
developed, semi-developed and underdivoloped countries in re-

(19) Willurd ¥. Mucller, osgome Market Braetire Cop- 1t tations o Eeo-
aomde Dhw dopraent,” Jooreod of Farm Eemomtcs 1y, 108, p. 14

(50) Thil, p. 413,

(81) ThHl, p. 43D
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gard to marketing development, it would be a atep toward a
better stage approach. In addition, thia approach tends to be
descriptive and not analytical since it doss not rhow tho me-
chanigm of moving from one stage to another'<), Also, Httle in
done to show the foroes which cregte the change from one stage
to ancther. This approach is promising, but is In need of further
rezearch.

As for the Inwtitotlonal epproach, McCarthy's attempt to
match the stage of producers development with the suitable
Ingtitutior’s ts & valuseble attempt and a practical way (o show
the contribution as well as tho development of marketing from
the point of view of insHtution structure. More concrete way

An for the market structure approach, it ig characterized
by its similarity to the institutional approech once market strue-





